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A. Introduction 
 

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 overview of the legislative and policy frameworks is 

included in D1.1 Joint Vision. An overview of challenges and opportunities as expressed by stakeholders 

and a regional SWOT analysis are included in D1.2 Action Plan. Analysis on how to design, deploy and 

maintain artificial reef infrastructures for tourism and inclusive Blue Growth is presented in D.1.3 

Artificial Reefs for Blue Growth Guidelines. 

 

 For more information, and to access these and other public deliverables, please visit: www.artreefs.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 future of the 

sector in Europe remains the tourism demand from intra-regional markets1. 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 destinations 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 enhancement, fishery management and improvement, aquaculture, 

research and recreation2. In 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 are 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 Guidelines are planned to serve as а guidance for regional and local public stakeholders, 

entrepreneurs, educational and research institutions, businesses and other tourism stakeholders on how to 

best exploit the potential of Artificial Reefs for comprehensive tourism packages. It will focus on engaging 

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 specific characteristics of the Mediterranean and Black Sea environmental, social and 

economic assets and opportunities. It considers the specifics of the countries involved in the ArtReefs 

project: Bulgaria, France, Italy and Spain. 

C. Who is this guide intended for?  
 

The Guidelines are intended to consult anybody interested in artificial reefs and coastal management, 

focusing on the Mediterranean and Black Sea. Following groups of stakeholders have been identified: 

                                                 
1 European Travel Commission (2017), European Tourism in 2017: Trends & Prospects (Q2) 
2 http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1679-87592011000500017  

http://www.artreefs.eu/
http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1679-87592011000500017
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• Economic actors developing innovative solutions of ARs and from the tourism sectors (Tour 

operators, travel agencies, tourist offices, hotels/ camping, scuba diving clubs, recreational 

fisheries etc.) will be primarily targeted. Players from other IMP sectors impacted by the 

development of the project will also be associated in the various dissemination activities planned 

during the project’s duration. (Fishermen, aquaculture farm, Marine Renewable Energies devices; 

• 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 territorial scale (regions, departments, municipalities …). 

State representatives (decentralized government services…) and the related administrations of 

coastal management which play a key role in defending the public interest and in ensuring the 

compliance of international commitments and communities; 

• Policy organizations at sea basin levels; 

• Scientific community with technical and scientific experts (academics, specialized engineers, 

researchers…) who produce knowledge and specific data that feed the costal management 

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

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

public powers and they also help in decision-making; 

• Recreational users of the sea with the civil society represented through different associations of 

users such as related to environmental protection, for example; 

• Intermediaries as Clusters and business associations of the area; 

• Other relevant projects and initiatives (national and European)3 

I. 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 sustainability of the tourism 

competitiveness. The debate at international stage is focused on how the tourism should use the natural 

and social resources to gain economic benefits without endangering the environment. It led to the growing 

recognition that public and private tourism actors need to consider the equal distribution of maximised 

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 Europe. International arrivals in Europe 

(+6%) rebounded in January-April after mixed results last year, as confidence returned to some 

destinations that were impacted by security incidents, while others 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 to record rapid growth, 

while Central and Eastern Europe recorded 4% more international arrivals, in line with results of last 

year.4 The trend in tourism experience is changing rapidly and nowadays many tourists seek a unique and 

customised (tailor-made) experience rather than the more traditional type of “sun-and-sea” package 

                                                 
3 ArtReefs project, www.Artreefs.eu  
4 http://media.unwto.org/press-release/2017-07-14/strong-tourism-results-first-part-2017  

http://www.artreefs.eu/
http://media.unwto.org/press-release/2017-07-14/strong-tourism-results-first-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 and 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 shaping the tourism sector are marked by 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 the uncertainty, 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 practices 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 businesses in hours. 

 

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 is called “REAL” (Rewarding, Experiencing, Adventuresome, 

Learning) Tourists. Further term used for differentiation from the “mass”-tourist is the “traveller”. 

Travellers are considered people who have “unconventional, nomadic lifestyle”. 

 

The economic recovery, the wealthier middle-class and the falling costs of the travel (due to booking 

engines, ultimate accommodation possibilities as Airbnb, coach surfing, low-cost airlines, etc.) allowed 

millions of young people to plan and realize individual travels not only to traditional and well-developed 

destinations, but also to exotic countries and hardly accessible places.  

 

The aging processes and the good health-care in the developed countries create a wide market segment 

with significant potential – the seniors. Their specific needs and wishes open opportunity for targeted 

tourism offers related to health and balneology, cultural-oriented travels, cruises, relax in the nature, etc.    

 

In culinary tourism or food tourism the food tasting, especially the local food and specialities, takes a 

principal place in the tourists’ experience. The food becomes an important driving factor and the 

destination is assessed by the quality of the local cuisine, involving the local community.  

 

Eno tourism or wine tourism is this type of tourism which offers the customer tasting, consumption or 

purchase of wine, most likely at or near the source. Often this type of tourism is combined with other 

tourism types. As examples of well-known and preferred by the tourists destinations, by their culinary 

traditions and wines, can be mentioned France, Italy, Spain and Bulgaria. 

 

 

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

Coastal tourism covers beach-based tourism and recreation activities, e.g. swimming and sunbathing, and 

other activities for which the proximity of the sea is an advantage, such as coastal walks and wildlife 

watching. Maritime tourism covers predominantly water-based activities, e.g. sailing and nautical sports 

(often carried out in coastal waters) and cruising, where marine regions such as the Mediterranean can be 

covered during a week’s holiday. 



 

8 
Copyright © ArtReefs Consortium 

 

The challenge for Europe’s coastal and maritime resorts is to exploit this potential sustainably to offer 

attractive jobs to its people. Coastal and maritime tourism 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 

stakeholders together to develop innovative and smart solutions to the multiple challenges facing the 

sector5.  

 

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 for mind and body. Namely, the coastal and maritime tourism is the 

largest maritime activity in Europe and employs almost 3.2 million people, generating a total of € 183 

billion in gross value added and representing over one third of the maritime economy. Coastal areas attract 

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 public-private partnerships. Together, they 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 stakeholders, considering the 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 reference, Spain may be the world’s top tourism destination, or 

in any case among the top three world leaders. 2016 was a record year, with 75,6 million tourists recorded6, 

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 beaches7. The city most 

visited was Barcelona, in the Mediterranean.  

 

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 and promotional 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 in December 2016, 

illustrating a decrease in seasonality. Externally, there is on the one hand the post-crisis economic recovery 

of emitting countries (EU and emerging economies), and on the other the important challenges faced by 

competing destinations around the Southern 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, Spain is differentially 

perceived by visitors as an ideal destination to have fun and relax in a secure and welcoming environment, 

with great diversity of products.  

 

                                                 
5 Source: UNWTO (Tourism 2020 Vision). 
6 Data from the Spanish Institute of Statistics and FRONTUR.  

http://www.lavanguardia.com/economia/20170131/413867387258/espana-turistas-2016-record.html 
7 http://www.spain.info/es/que-quieres/destinos-playa/ 
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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 expenses per tourist decreased after the 2008 crisis, 

these are recovering and reached slightly over 1000€/person in 2016 (total of 77,000M€), spread over 

average stays of 4-7 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 (503.370km2, 2nd in the EU and 52nd 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 separating it from an elevated continental plateau. The 

South-western Atlantic coast may be climatically and socioeconomically grouped with the Mediterranean 

region, although tourism and the marine and coastal environment differ considerably. There are also two 

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, including different languages and tourism types. 

 

Since the onset of mass Sun and Beach tourism, the Mediterranean coast has been the preferred destination 

for both national and international tourists. Because of the wild urbanisation, intense seasonality and short-

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) and 

public services during peak seasons, including discontinuity and erosion of labour opportunities), as well 

as gentrification and “commercialisation” of urban and coastal areas, which, combined with high 

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 growth in urban 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 Dictatorship (1950’s to 1975), mass coastal tourism along the Mediterranean coast 

was supported, especially in Andalusia (Costa del Sol), Catalonia (Costa Brava) and Balearic Islands (Majorca), 

developing coastal infrastructures, building hotels and investing in international promotion.   

 

Socioeconomically, this brought about increased visibility, development and new revenue. In parallel, coastal 

communities came in contact with international visitors, opening up the regions to the world and generating 

dynamism. This is important to understand strong social support towards tourism and tourists, which may only be 

changing nowadays due to critical pressure on resources and communities. In parallel, tourists found (and find) in 

Spain an open society, rich environmental diversity, good service and well above-average laissez-faire. There was 

also governmental support to internal tourism, including subsidies for workers, the elderly and children, generally 

targeting the coast, some of which are enduring. 

Ever since, there has been a determined effort to exploit tourism resources, leading to the development, 

specialisation and world leadership one of the largest sectors in Spain. 

Economic development, especially since the entry into the EU (1986), increased coastal urbanisation, including 

secondary residences, large resorts, recreational ports and marinas, all sorts of attractions and improved 
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accessibility. Despite coastal legislation (1982) protecting public access to the shoreline and sustainable 

management of resources, negative impact has been widespread and intense. Before the internet and social media, 

tourism was largely dominated by tour operators and large companies. 

 

 
Figure 1 Model illustration of the long-term cycle of Tourism in Spain. Source: National Plan for Tourism 2012-2015. 

The maturation point of such tourism model (inflexion curve leading to decline) happened in the late 1980s and 

90s. Since, free circulation, massification, competition for price, new competing destinations, infrastructural 

ageing and changing demand brought about the need for new strategies, to maintain and increase the success of 

the tourism industry and associated sectors. Complementary stress factors are and ageing population (both as 

regards tourists and host communities), excess competition threatening smaller actors, and a break in the former 

value chain, with individual tourists becoming the centre of all marketing and design. Technological upgrading 

and digital marketing, diversification and specialisation, growth in thematic, urban and rural tourism, economic 

recovery and global processes have all helped to renew the potential and the economic and employment impact of 

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 media 

allow them to access and contrast far more information, increasing their power of choice. Competitive advantages 

can no longer be sustained with easily replicable 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 necessary. 

Challenges 

· competition from other Mediterranean destinations 

· decreased 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 average expenses from new emitting countries (e.g. China, Russia, Brazil) 

· ageing of high purchase power tourists from traditional emitting countries, demanding products related to health 

and wellbeing 

· increased valorisation of sustainability and good environmental status 

· wide range of intermediary marketing actors and targeting tools 

· many of the new emerging tourism modalities (wine and food, cultural, urban, rural…) prove that the 

corresponding segments decide more according to quality rather than price 

· skills, new tourism modalities bring opportunities to skilled people from other sectors (ICT, health, environment, 

design, traditional activities) 

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

sustainable growth   

Internal strengths and weaknesses 

Internal factors revolve around six axes: international branding, tourists and demand, destinations and offer, 

public-private collaboration, knowledge and skills, and entrepreneurship. 

Strengths 

· strong recognition and valorisation of the “Spain” brand 

· high fidelity, specially by the principal emitting countries 
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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 and mobilisation 

· 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 tourism, well in contact with top business 

schools 

Weaknesses 

· poor stakeholder engagement as regards collective reinforcement of the “Spain” brand 

· tourists come from a limited number of countries 

· poor perception by people who have not visited Spain 

· lack of information 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, mass tourism models 

· communication and promotion are not sufficiently well aligned with target preferences 

· competition and frozen prices erode profitability and re-investment 

· seasonality, except in the Canary Islands 

· accumulated environmental impact and stress on natural resources 

· low investment in innovation 

· lack of strategic alignment behind political distribution of funds 

· differing standards in indicators and services 

· poor public-private cooperation 

· knowledge and experience are not fully profited 

· 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 overall regional 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 

· sustainability and the environment 

At national level, the objectives are to: 

· increase activity and profitability 

· increase employment and its quality 

· unify markets 

· improve international positioning 

· improve cohesion and visibility of the “Spain” brand  

· encourage public-private co-responsibility 

· reduce seasonality 

· support knowledge, training and entrepreneurship 

· improve quality 

· diversify demand 
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2.1.3. Overview of the Mediterranean coast 
 

Length of coast (km)8  

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 

 

 
Figure 2 Tourism denomination of Spanish coasts, 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 regarding innovative artificial reefs for leisure. 

 
Natural resources 

The Spanish Mediterranean coast was formerly rich in mineral resources (Almería, Murcia) exploited since early 

historic times. Mining is no longer economically important, except for rock quarries and arid extraction. 

As regards forests, deforestation for industry, agriculture and urbanisation has also been intense since early 

history, leading to partial desertification in some regions (Almería). Large and mature Mediterranean forests are 

scarce, or have been largely replaced by pine trees.   

Soils are fertile in sedimentary basins in lowlands (e.g. Valencia), but otherwise not particularly good nor deep.  

Fossil fuels are scarce, except for some fields offshore Tarragona (NE). New prospections are in the process 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 include 

hydroelectric (with numerous dams all along the Mediterranean water basins), solar (largely underexploited) and 

wind. Due to depth profiles in the Mediterranean coast and concerns about visual impact nearshore, as well as to 

                                                 
8 Source: Spanish National Institute of Statistics (INE). 
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wind conditions along the shore, offshore fields are not generally an option, and there are none yet (though there 

are plans for Tarragona (5), Castellón (3), Murcia (1) and Almería (1). Onshore wind fields are very abundant.  

Fisheries are an important resource all along the coast, though traditional small scale métiers are progressively 

disappearing. Mixed-catch bottom trawling, long-lines and purse-seining are the most important types. New 

management models, following EU policy and alarming overexploitation are being set up and enforced. Support 

to sustainable and employment-generating 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 (fruits), 

Murcia and Almería (vegetables in greenhouses) and Granada (tropical fruits). 

Water is probably the most limiting resource, and some areas completely depend on the transfer of water from one 

river basin to another. Groundwater is heavily and often illegally exploited, as well as growingly contaminated 

(fertilisers, pesticides). As regards tourism (and agriculture), water demand peaks in summer and ensuring 

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 concentrated in 

Autumn and Spring, mild winters and warm summers. The weather is typically stable and sunny (with many 

locations enjoying >300 sunny days per year), except for sudden storms which may concentrate an important 

percentage of the annual rain volumes in violent showers. In southern provinces, hot winds from North Africa are 

frequent, sometimes leading to “red rains” rich in desert dust.  

Climate change is particularly threating all along the coast, menacing water supply and agriculture, as well as 

coastal morphology in the lowlands. The region is very vulnerable to desertification. 

As regards tourism, good weather is a dependable factor. On the other hand, despite mild winters, thermal 

sensation in older housing may be unexpectable cold and damp. This affects seasonality and an ageing tourist 

profile, as efforts are needed to increase indoor activities and efficient climatisation. 

Landscape 

The region is characterised by an almost continuous coastal mountain range that touches the sea in the form of 

cliffs in several long stretches (Costa Brava, Costa Blanca, Costa Tropical). It is furthest 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 mentioning the 

Cape of Creus (volcanic peninsula), some major lagoons (e.g. Albufera de Valencia, Mar Menor), the desert 

landscapes of Almería, and the calcareous cliffs of Menorca and Alicante. Overall, there is quite impressive 

scenery in most provinces. In Granada, one can go from the perennial snow-caps of Sierra Nevada to the beach in 

slightly more than an hour by car. In the southern tip reaching Gibraltar, the coast of Africa is often well visible 

across the sea. 

Rivers are typically short and seasonal, with many riverbeds appearing as dry gravel beds during most of the year. 

The only large river is the Ebro, discharging in Tarragona. 

Vegetation is most typically sclerophyllous matorral.  

Except in low areas and periodically refurbished beaches, beach profiles tend to be steep. The marine landscape is 

typically Mediterranean, with deep blues that are most dramatic when in contrast with cliffs, as may be illustrated 

by the turquoise waters around Menorca. 

Underwater landscapes are rich and varied, and water transparency is generally good. Most attractive are 

precoralligenous and coraligenous rocky outcrops and caves, as well as seagrass meadows.  

Urbanised areas range from very large cities (e.g. Barcelona) and ports, to towns and villages, some of which are 

very well preserved and attractive. Flowers (e.g. Nerium, Pelargonium, Bougainvillea) 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 of the 

Alboran sea, where assemblages overlap with the Atlantic. Due to the length of coast and geomorphological 

diversity, conservation status is very good in many places. Otherwise, and especially near cities, nature is 

varyingly degraded. Some special areas, as estuaries, lagoons and specially the Mar Menor in Murcia, are near 

critical thresholds.  

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

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

Natural parks: Straits of Gibraltar, Maro-Cerro Gordo and Cabo de Gata-Níjar (Andalusia), Albufera de 

Mallorca, Es Grau, Dragonera, Península de Levante, Salinas de Ibiza y Formentera (Balearic Islands), Cap de 

Creus, Delta del Ebro, Islas Medas y Bajo Ter, Aiguamolls del Ampurdà (Catalonia), Albufera de Valencia, 

Lagunas de Mata y Torrevieja, Peñon de Ifach, Salinas de Santa Pola (Valencia) 

Marine Protected Areas: there are currently 20 MPAs in the Mediterranean. 

 Figure 3 Marine 

Protected Areas 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 province level9. 

 

Special marine ecosystems include coastal biogenic reefs made by the worm Dendropoma petraeum, and 

trottoirs made of encrusting red algae. Large algal forests of Cystoseira are abundant off SE Spain, and some 

Posidonia seagrass meadows still fare well along long stretches of the coast. Coraligenous escarpments and reefs 

are another feature very attractive for divers. Inland lagoons, salt marshes and salinas support rich and/or special 

plant and animal assemblages.  

 

Invasive species are increasing in abundance and diversity. 

 

Underwater cultural heritage: include wrecks and constructions dating back since Phoenician and Roman times. 

There is a National Museum dedicated to underwater heritage in Cartagena, Murcia.  

 

Historic, architectural, cultural and gastronomic heritage are rich and well exploited by the tourism industry. 

 
Infrastructure 

Cities: the largest cities along the Mediterranean coast are Barcelona, Valencia and Málaga, all over 500,000 

people. Palma, Alicante, Hospitalet de Llobregat, Badalona, Cartagena, Almería, Castellón, Marbella, Tarragona, 

Mataró and Algeciras have all more than 100,000. It is important to notice that population may largely more than 

double seasonally due to tourism, with some areas, such as Menorca and Benidorm, hosting far larger quantities of 

tourists than residents. Except some stretches of coast in the South-east, most of the coast is populated.  

                                                 
9 http://www.mpatlas.org/region/nation/ESP/  

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. Except 

in protected areas, cliffs and the SE, most of the coast is easily reachable by car. 

 
 

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

 
 

Ports: in the Mediterranean, there are 33 large commercial ports, 8 of which are container terminals and 5 adapted 

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 Andalusia 

(Costa del Sol). 

Resorts and large tourism complexes: these include full artificial towns, very large urbanisations, hotel chains, 

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 for 

tourism with the most skyscrapers per capita in the world. Other very large complexes are 2ary residence and 

holiday urbanisations along the southern and northern coast of Valencia, and large hotel chains from the Balearic 

Islands, Catalonia and Andalusia which have established themselves around the world.  

Accommodation 

Hotels: there are around 12,200 hotels in the Mediterranean regions, out of a national total of around 17,000 hotels 

and 1,800,000 hotel beds. 

Apartments and houses: according to Booking.com, there are 31,571 touristic apartments and 10,132 houses, but 

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 statistics (national) 

Competitiveness ranking: world 1st 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, and 

38%. November through April. 

Over 23,000 companies offering accommodation. 

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 443 5-stars hotels, 3156 4-stars, 3746 3-stars, 3674 2-stars 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 around 11% GDP, around 125,000M€. In the regions of the Balearic and 

Canary Islands it represents 45% and 31%, respectively. 

Tourism generates 2,9M direct and indirect jobs, over 16% of total employment. Considering high unemployment 

(18,5% in 2016, and regionally over 50% for youth), the importance of tourism increases. 

Strategic plans 

National Strategy for Tourism 2012-2015 (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 (2014): >42M (national tourists not included) 

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

· Preferred destination (Mediterranean): Catalonia (Barcelona, Costa Brava, Costa Dorada), Balearic Islands, 

Andalusia (Costa del Sol). 

In the Balearic Islands, 92% of visitors are foreign, while in Costa del Sol or Costa Brava national tourists 

represent 45%. 

Trends:  

· increasing demand of non-hotel accommodation (>30%) 

· shorter stays and less expenses (except emerging economies) 

· more business travels 

· more thematic 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 

· 1,023€ per visitor, with an average daily expense of 138€ (French tourists around 85€, Chinese ones >230€) 

Target tourists 

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

Tourism packages 

The is a great diversity of tourism packages, covering Sun and Beach, Sport, Language, Culture, Tours, Hunting 

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 the Balearic strategic plan10, 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 and Beach and Cruisies, maritime tourism have higher economic and employment impact. Nautical 

tourism, for example, has a multiplying factor of 3.61 as regards production (meaning that for each euro produced 

by the sector, 3.61 extra ones are produced by the rest of the economy, in contrast with an industrial average of 

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 visibility, as a novel attraction in line 

with current support for tourism development along inland waterways.  

 

 

2.2. Maritime Tourism in Italy 

2.2.1. ABRUZZO Region 

• General overview 
 

 

 

 

 

 
 

 

 

 

 

Abruzzo is located in central Italy and stretches from the heart of the Apennines to the Adriatic Sea, on a 

mostly mountainous and wild terrain. In the mountains, tourist resorts and well-equipped facilities for 

skiing and winter sports rise among unpolluted peaks and rocky walls: among them are Pescasseroli, 

Rivisondoli and Roccaraso. 

 

The natural landscape of the high and steep peaks of the Gran Sasso, Laga Mountains, and Mount 

Majella slopes down to a wide range of hills, until it finally reaches the Adriatic coast.  

 

The route that spans from the Gran Sasso down to the sea crosses territories that are rich in history, 

traditions and art that never cease to surprise visitors.  

                                                 
10 Barceló Horrach, C. 2010. Estudio sobre productos turísticos emergentes en las Islas Baleares. Cámara de Comercio de 

Mallorca, Islas Baleares, Spain. 
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Narrow valleys and impressive, natural paths thrust their way into the mountains and hills, as does the 

amazing and fascinating Aterno Valley, crawling with ancient villages.  

 

Natural reserves, like the National Park of Abruzzo, the Park of Gran Sasso and the Laga Mountains, or 

that of Mount Majella, protect the typical vegetable and animal species of the area, including the golden 

eagle, the wolf and the Marsican brown bear.  

 

The Adriatic coast is characterized by long and sandy beaches to the north and pebbly beaches to the 

south. Also, the small villages of the hinterland, as well as the monasteries and castles of the region, are 

very charming and part of many touristic routes in this the "greenest region" in Italy. 

 

The provinces of the region are: L’Aquila (regional capital), Pescara, Teramo and Chieti.  

• Natural resources 
 

Abruzzo is predominantly mountainous (65%) and hilly (34%), the plain (1%) consists only of a narrow 

coastline along the coast. 

• UNESCO world heritage sites  
Italy counts 51 UNESCO World Heritage Sites within its borders, the most of any country on the World 

Heritage List.  

 

The Convention Concerning the Protection of the 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, areas, zones and places containing 

unique characteristics, of particular importance in regard to culture, archaeology, environment or 

landscape.  

Italy’s World Heritage Sites are well-known. The Dolomites; The City of Verona; Ferrara and the Po 

River Delta; the Historic Centres of San Gimignano, Florence and Rome; Hadrian's Villa and the Villa 

D’Este at Tivoli; the archaeological area of Pompeii, Herculaneum and Torre 

Annunziata; the Sassi (rupestrian architecture and churches) of Matera; the Amalfi Coast and the Aeolian 

Islands are 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. 

• The coast  
The approximately 131 km of coastline show an extremely varied character along their path. The coast in 

the Teramo area, from Martinsicuro 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 landscape changes completely: from Ortona to 

Casalbordino, Vasto and San Salvo the coast is rather wild, characterized by the presence of the trails, 

unique fishing machines on stilts, here the coves and the beaches are surrounded by a dense Mediterranean 

bush. 

 

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
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Activities on the coast: along the coast, you can practice all sorts of sea sports, for 

instance, sailing, canoeing, fishing and windsurfing, thanks to well-equipped beaches and modern 

facilities. 

• The weather  
The Abruzzo weather is heavily influenced by the presence of the Apennines-Central mountain range, 

which clearly divides the climate of the coastal strip and sub-Apennine hills from that of the highest 

mountain ranges: while coastal areas have a Mediterranean climate with Summer Warm and dry and mild 

and rainy winters the hillsides have sublittoral climatic characteristics with temperatures that gradually 

decrease with the altitude and rainfall which increase with the quota.  

• The natural environment  
Today Abruzzo boasts three national parks, a regional park and 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 to some rare 

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 the north by the Sibillini National Park. 

 

In Abruzzo, there are the following national and regional parks: 

o Abruzzo, Lazio and Molise National Park 

o Gran Sasso National Park and Laga Mountains 

o Majella National Park 

o Sirente Velino Regional Park 

 

The structure of the 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 of considerable 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 

other bodies 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 the protected 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 

reintegration of species that have disappeared for some time. 

• Protected marine areas  
Established in 2010, the Protected Marine Area of Torre del Cerrano is the only protected marine area in 

the region; It stretches for about 37 square kilometres and protects a 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 extreme archaeological and 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 of establishing a protected area along the coast of Vasto and Ortona. 
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• Economical structure  
According to Eurostat, in 2009, Abruzzo had a per capita income 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 

Lombardy with 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 more profitable 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 

economic 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). 

• Tourism demand  
In the arena of 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 data, in 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 

data show a growth of 6.6% of arrivals and 3.1% of overnight stays compared to 2014. 

 

 

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

 

Cities of historical and artistic interest City of 

historical and artistic interest, 52.1% 

 

Mountain Resorts Mountain Resorts, 10.2% 

 

Lake resorts Lake resorts, 10.3% 

 

Marine Locations Marine Locations, 19.1% 

 

Spa resorts Spa resorts, 3.5% 

 

 

Hidden and diverse hilly sites Hidden and varied, 

4.7% 
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Presence by type of resorts of tourist interest Incidence% in 2015 

 

City of historical and artistic interest City of 

historical and artistic interest, 38.3% 

 

Mountain resorts Mountain resorts, 13.0% 

 

Lake resorts Lake resorts, 13.8% 

 

Marine resort Marine resorts, 26% 

 

Spa resorts Spa resorts, 3.4% 

 

Hidden and diverse hilly places Hidden and 

varied, 5.5% 

 

 

 

 

2015 Foreign flow in Abruzzo 

Arrivals: 171.265 and Presence: 814.265 

Abruzzo Tourist internationalization level by number of attendance – 2015 

13,4 Italian Tourists 

86,6 Foreign Tourists 

• Tourist Spending 
In 2016 the income of foreign travellers in the country has been positive: in 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 travellers’ spending in the country reached 35,556 million 

euros, an increase 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 Abruzzo (2015): 194 million of euro 

Daily spending of Foreign tourist in Italy for Holidays (2015): 112,98 euro 

• 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 tourism sector 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  
 

• General description 
 
Marche Region covers 9,694 km² with a population of around 1,500,000 inhabitants (154 inh/km2). The 

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 Adriatic coast. The Marche is divided 

into five provinces (Ancona, Pesaro and Urbino, Macerata, Fermo, Ascoli Piceno) with 239 

municipalities. Known as “Italy in one region”, the Marche region contains three types of territory: 

mountain, hill and coast. 

 

• Climate 
The region’s climate is 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 between the seasons: 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 promontory, the climate south of 

Ancona is subcoastal, 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 villages, parks 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.  

 

• Mountains 
More than 90,000 acres of Marche, almost 10% of 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), 6 nature reserves 

(Abbadia di Fiastra, Montagna di Torricchio, Ripa Bianca, Sentina, Gola del Furlo and Monte San Vicino 

plus Monte Canfaito). The regionʼs mountains include: the Montefeltro chain, the Catria chain, the San 

Vicino chain and the Sibillini chain. The highest mountain in the Marche is Vettore (2,476 m); the lowest 

is the sub- Apennine Monte Conero (572 m), the only portion of rocky coastline between Trieste and 

Gargano, dividing the Adriatic shore in exactly two portions. 

 

• Hills 
The hilly zone, which accounts for two-thirds of the territory of the Marche, is where the region’s natural 

features and man-made works blend together best. The gentle hills that flow towards the coast like waves 

offer the eye-catching patchwork of colours created by the different crops. The orchards and cornfields 

that cloak the sloping sides of the hills cause the landscape to change 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 

marked growth has been recorded in agro-food products of certified quality, including 21 different wines: 

15 Registered Designation of Origin (DOC), 5 Guaranteed Designation of Origin (DOCG) and 1 

“Indicazione Geografica Tipica” (IGT). Many venerable villas and landed estate houses have preserved 

the architecture of the tenant farming system and are now agri-tourism establishments where visitors can 

spend holidays or stop to purchase organic products or taste the traditional dishes of the Marche cuisine. 

No fewer than 19 villages are listed among the “Most Beautiful Towns in Italy”, and 19 sites have been 

awarded the Orange Flag, the prestigious banner given by the Italian Touring Club to towns whose 

preservation of their cultural and environmental heritage, along with their 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 

economic historian Sergio Anselmi, Montefiore dellʼAso, Morro dʼAlba, Pieve Torina, Sassoferrato and 

the Biroccio museum in Filottrano. 

• Coast 
The coast, made up of fluvial deposits of sand and clay, runs along in two straight and almost perfectly 

flat portions 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 castle perched on a hill which was the initial 

settlement, while the “marina”, and was only established later as a residential and business area. Several 

sport activities can be practiced along the Marche coast, including windsurfing, water-skiing, sailing, 

diving, kitesurfing, swimming and beach volley. The Regional Government of Marche focuses the 

touristic programme on a multiannual plan 2016 – 2018. For 2016, the annual strategy has the main 

purpose to promote the development of the touristic regional offer thanks 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 marketing-policy mix including 

touristic 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 concrete cooperation between regional stakeholders and 

beneficiaries, the promotion of the Region as touristic destination thanks to the new clusters, the 

improvement of niche-products such as cultural and rural destinations (BlueSKILLS project, 2015i) 

• Policy framework 
The Regional Government of Marche focuses the touristic programme on a multiannual plan 2016 – 2018. 

For 2016, the annual strategy has the main purpose to promote the development of the touristic regional 

offer thanks 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 marketing-policy mix including touristic 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 concrete cooperation 

between regional stakeholders and beneficiaries, and the promotion of the Region as touristic destination 

thanks to the new clusters, the improvement of niche-products such as cultural and rural destinations. 

Since 2014, Marche Regional Authority has launched the regional offer into market with 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 measures to qualify the local offer and favour the operators’ involvement in 

regional promotional initiatives (Marche Region, 20141112. 
 
 
 
 

 
 

1. Sea Cluster “Le Marche in blu” 

2. Mountain, hills and old towns 

3. Cultural Cluster “The Genius of Marche” - museum, theatres, short breaks itineraries   

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

5. Cluster “Made in Marche” itineraries based on quality regional products including agro-food ones 

6. Spirituality and Meditation Cluster: itineraries based on the main religious sites (e.g. – Loreto).  

 

On 2014, the Sea Cluster – followed by the Cultural Cluster – and its thematic itineraries confirm the 

leading role in the tourism operator’s national and international circuits. 

 

Under the “Le Marche in Blu” Cluster, several itineraries have been designed and promoted, among those 

the diving activities are included in the package “Sea active holidays”, gathering a total of 21 operators. 

 

• Tourism markets  
At international level, the main EU tourism markets by Country and arrivals are the following: 

• Germany 

• Netherlands 

                                                 
11 BlueSKILLS Project, Marche Region- Case Study Maritime and Tourism Sector: the educacional issue. Adriatic IPA CBC 2007-2013 Programma 
12 Marche Regional Authority, Piano regionale triennale di promozione turistica 2016/2018 

 

MARCHE REGION: THE TOURISM CLUSTERS  

http://www.turismo.marche.it/Turismi/Mare-Le-Marche-in-blu/Vacanze-attive-al-mare/C1/1/C2/76/T/22/ST/
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• Russia 

• Switzerland and France 

• Belgium 

China and USA are the emerging long-haul markets. 

 

• 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: 

 
Socio-demographic profile Motivations Booking channels 

• 80% age range:21 - 50 

years of which 30% 

between 31-40 

• 89% has an average level 

of education (high school 

diploma and university 

degree) 

• Cost-effectiveness 

• Relax 

• Leisure, entertainment 

and recreational activities  

• natural heritage  

 

The main booking channel is the 

direct contacts with tourism 

accommodations while only the 

15% of the sample book through 

tour operators/travel agency  

Means of transport Main activities and sites 

• 72% car 

• 7,3%camper 

• 5,6% motorbike 

• 5,4% airplane  

 

• Sport activities (bike, 

trekking, surf/windsurf) 

• Beach activities 

• Parks activities   

 

• 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 stronger. In particular, the 

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); however, the 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 tourism and Food & 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 

and sea confirmed itself as the leading product.  

 

• SWOT 

Marche Region – Tourism sector SWOT 
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In details, the SWOT analysis of the product “Sea” outlines the weaknesses, threats to face and overcome 

as well as strengths and opportunities to be taken 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 cross-border perspective Marche 

Region, being part of Adriatic – Ionian Macro region, has endorsed the EUSAIR Strategy committing 

itself in implementing the EUSAIR Action Plan which identifies, among its 4 “Pillars”, “Sustainable 

tourism” to develop full potential of the Region in terms of innovative, sustainable, responsible quality 

tourism (European Commission, 2014)13. Marche Region is constantly looking at and acting to promote 

alternative and sustainable tourism forms that can ensure socio-economic benefits while 

preserving/improving natural resources and eco-system. 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 Region’s tourism products and services, and tackle the issue of seasonal tourism 

• 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 governance and services. 

 

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 

                                                 
 

Table 1: Tourism SWOT (BluesSKILLS project, 2015 
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to a decrease of tourism presence 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 can contribute in addressing the socio-

economic need while preserving biodiversity 

 

 

2.3. Maritime Tourism in France 
(in Provence Alpes Côte d’Azur and Occitanie regions) 

2.3.1. Provence Alpes Côte d’Azur Region 
The areas of reference are the two regions  

in France which border the Mediterranean: Provence Alpes 

Côte d’Azur (PACA) and Occitanie (The Languedoc-

Roussillon and Midi-Pyrenees Regions form a single Region 

since 1 January 2016).  

 

PACA region14 is located in the South of France. It shares 

borders with Italy and also with the French regions of Rhône-

Alpes and Languedoc-Roussillon. The region hosts about 5m 

of inhabitants on 32,082 km². The capital of the region is 

Marseille, and it is divided in six departments (NUTS 3): 

Bouches-du-Rhône, Var, Vaucluse, Alpes-Maritimes, Alpes de Haute-Provence and Hautes-Alpes. 

 
Regional Tourism 

 

- 35 million tourists per year; 

- Second touristic region of France after Ile de France region for the reception of international 

tourists (about 6 million); 

- € 18 billion in tourism economic revenue per year; 

- 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 140,000 jobs; 

- 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 luxury seaside 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/tools-databases/regional-innovation-monitor/base-profile/provence-alpes-c%C3%B4te-

d%E2%80%99azur  

https://ec.europa.eu/growth/tools-databases/regional-innovation-monitor/base-profile/provence-alpes-c%C3%B4te-d%E2%80%99azur
https://ec.europa.eu/growth/tools-databases/regional-innovation-monitor/base-profile/provence-alpes-c%C3%B4te-d%E2%80%99azur
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- Metropolitan region of France best endowed with animal and 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 Seyne-sur-Mer); 

- 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 departments offer 140 sailing clubs; 

- The seaports of Marseille (1st French seaport and 6th European), Nice-Villefranche and Toulon 

have respectively 1.4 million, 800,000 and 200,000 passengers. Important place for cruises; 

- 170 communes classified as "Blue Flag" (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 diversifying and seasonalizing 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;  

- Develop sustainable coastal activities (e.g. underwater trails); 

- Promoting the engineering and initiation of innovative tourism projects. 

Tourism development strategy 

 

- Commitment to “Eco ports” approach; 

- Make the three brands more visible at international level;  

- Making these destinations competitive; 

- Develop responsible tourism; 

- Develop more attractive destinations (brand management and e-business); 

- Improve the performance of public action. 



 

29 
Copyright © ArtReefs Consortium 

2.3.2. Occitanie Region 
 

Due to the recent fusion between Languedoc-Roussillon and 

Midi-Pyrenees, it is difficult to find aggregated economic data. 

We can however highlight:  

 

Languedoc-Roussillon15 region is located in the south part of 

France. The administrative capital is Montpellier. Languedoc-

Roussillon has a population of about 2.8m (2014) for an area of 

27,376 km2 and a density of 100.2 inhabitants per km2. The 

region is composed of five departments (NUTS 3): Aude, Gard, 

Hérault, Lozère and Pyrénées-Orientales.  

Midi-Pyrénées16 is France’s largest region, with an area of 

45,348 km2, i.e. 8.3% of the national territory. The region is 

located in the South-western part of France and is bordered by 

Spain and 4 other French regions. Its population was about 

2.967 million in 2014. Midi-Pyrénées hosts about 5% of the French population, with 30% of the regional 

population concentrated around Toulouse, the Region capital city. 

 
Regional Tourism 

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

tourists; 

- € 14 billion tourism revenues; 

- About 30 million tourists per year, of which about 8 million on the coast; 

- First region for “outdoor hotel industry”: the campsites concentrate 60% of the tourist 

accommodation; 

- 221 million overnight stays; 

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

- 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 sports. Kite surfing represents 

around € 50 million turnover in the Region; 

                                                 
15 https://ec.europa.eu/growth/tools-databases/regional-innovation-monitor/base-profile/languedoc-roussillon  
16 https://ec.europa.eu/growth/tools-databases/regional-innovation-monitor/base-profile/midi-pyr%C3%A9n%C3%A9es  

https://ec.europa.eu/growth/tools-databases/regional-innovation-monitor/base-profile/languedoc-roussillon
https://ec.europa.eu/growth/tools-databases/regional-innovation-monitor/base-profile/midi-pyr%C3%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 hectares of lagoons 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 fishing fleet (advantage for fishing tourism); 

- Economic contribution of the campsites 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 retreat: problems 

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 stakes 

- 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 and diversifying the tourism 

offer; 

- Preserving the coastal and marine environment (a major asset on the façade) by raising awareness, 

improving water quality and waste treatment; 

- Improve the performance of public action. 

Tourism development strategy 

- Promotion of the destination with the “Sud de France” brand aiming at a quality objective among 

tourism professionals through the "Qualité Sud de France" label; 

- Improved visibility with the application for smartphones and tablets "My South of France"; 

- Development of supply 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 (high-end 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 tourism sector. 

 

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 of these laws were clarified by three decrees: the nos2009-1650 decrees and 

2009-1652 of 23 December 2009 applying the Law n°2009-888 of 22 July 2009 Development and 

modernization of tourism services and the Decree No 2010-759 of 6 July 2010 containing 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. 

 

The Circular of December 29, 2009 on the implementation of regulations implementing the law n°2009-

888 provides the information necessary for the implementation of the new procedures.17 

 

 

 

Touristic Infrastructures 

 

 

2.4. Maritime tourism in Bulgaria 
 

                                                 
17 http://www.collectivites-locales.gouv.fr/reglementation-relative-au-tourisme  

Regions Occitanie and Provence Alpes Côte d'Azur (source INSEE 2017)

Hotels in 2017
Not classified 

hotels in 2017
1 star 2 stars 3 stars 4 stars 5 stars

Rooms in hotels 

in 2017

Rooms in Not 

classified hotels 

in 2017

Rooms in 1 star Rooms in 2 stars Rooms in 3 stars Rooms in 4 stars Rooms in 5 stars

4227 1005 138 1327 1276 382 99 138282 17026 5438 35144 49333 25111 6230

Campings in 2017

Not classified 

Campings in 

2017

1 star 2 stars 3 stars 4 stars 5 stars Campsite in 2017
Not classified 

Campsite in 2017

Campsite in 1 

star

Campsite in 2 

stars

Campsite in 3 

stars

Campsite in 4 

stars

Campsite in 5 

stars

2220 510 133 493 710 318 56 258935 23646 9407 42346 83710 75391 24435

"Villages vacances" 

in 2017
Housing units Bed

321 21830 84231

Tourism residences 

in 2017
Housing units Beds

722 55213 233445

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
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The Bulgarian Black Sea coast offers many and diverse opportunities for 

recreation and entertainment. With an impressive 378 km of shore line, the 

coast offers 70 beaches, many bays, picturesque estuaries with beautiful 

dense forests and a delightful mixture of mountain and sea climates. 

Bulgarian beaches are popular worldwide for their fine, clean sand. Eleven 

Bulgarian beaches were awarded the Blue Flag in 2010 – a distinction 

recognizing a clean and ecological environment18. The Bulgarian Black Sea 

Coast has a humid subtropical climate, with considerable maritime and 

continental influences. The area's average air temperature in the summer is 

about 28 °C, with the average water temperature at 26 °C. There are more 

than 240 hours of sunshine in May and September and more than 300 hours 

in July and August.  

 

2.4.1. Economic characteristics of the tourism industry 
 

The total share of the travel and tourism industry to Gross Domestic Product 

(GDP) in Bulgaria for 2016 was 12.8% of GDP (which is by 2.6% above the 

EU average) and 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, travel agents, airlines 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 impacts.19 In 2016 the tourism industry generated total ar. 51 000 jobs (ar. 39.8% of total 

employment), however the forecast for 2017 is to fall to 38.1% of total employment, although it remains 

above the EU average.  

In 2017 the EU countries continue to be 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 (January-July 2017). The 

total number of foreign 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 

 
Source: National Statistical Institute (NSI), 2017 (Jan-July); graphic NTC BG Guide 

                                                 
18 Analysis, Equity research Bulgaria (2014), Albena, Industry: Hotels, Restaurants and Leisure, Elana trading 
19 Travel&Tourism Economic Impact 2017, World Travel&Tourism Council  



 

33 
Copyright © ArtReefs Consortium 

An increase was registered in the trips by all observed purposes. The increase in the visits for holiday and 

recreation is with 9%, and for business purposes - with 10.5%. In general, the visits for holiday and 

recreation are 62.95% of all tourist visits for the first half of this year. 

Purpose for visits of foreign tourists in Bulgaria (January-July 2017) * in % 

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

 

Tourists spend expenditures mostly for food and transport, but during the second trimester of 2017 the 

category “other” expenditure (excluding tourist packages) is 17.35% of the total costs of tourists, 

irrespective abroad or in the country. This marks a relative increase of this type of expenditures.  

In July 2017 there were 3 114 accommodation establishments - hotels, motels, camping sites, mountain 

chalets and other establishments for short-term accommodation. The total number of the rooms in them 

was 135.6 thousand and the bed-places 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% more in 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 spent in July 2017 reached 317.0 million BGN or by 10.7% more compared 

to July 2016. An increase was registered in the revenues from both foreign citizens and Bulgarians - by 

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 into the sea at Cape Emine and runs 

north to Cape Sivriburun at the Romanian border. The beauty of this area is impressive and varied – golden 

beaches, ragged coastlines with caves, dense forests and seaside lakes follow one after another and paint 

fabulous landscapes. 
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The biggest city in this part of the Bulgarian Black sea cost is Varna. Primarily, the centuries-old city was 

known as Odessos. It is assumed that the settlement was founded in the 4th c. BC, but there are suggestions 

that it was inhabited much earlier. 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 national importance “Durankulak” is in the farthest north-eastern part of Bulgaria. 

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 to 4600 - 4200 BC remained 

from their fortified village - a cultural monument of national importance. Further into the island there’s a 

rock-hewn Hellenistic temple of the goddess Cybele. In Antiquity/In ancient/ times, there was a Thracian 

settlement on the territory of the modern-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 in sulphur hot and healing mineral waters. The protected area "Shabla Lake" is nearby. 

The architectural reserve "Yailata” is not far either –with its numerous monuments from various ages and 

unique protected plant and animal species.  Every year, the village of Kamen Bryag with its rocky coast 

attracts thousands of rock fanatics 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 healing hydrogen sulphide at its bottom. 

Magical and mysterious the Kaliakra cape dives into the sea - a natural and archaeological reserve. There 

are still dolphins in the waters around it. 

 

The southern Black Sea coast runs south from Cape Emine to the village of Resovo 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 the city 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 the fourth-largest in 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 territory of 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 and serviced by 12 

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 

beaches, 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 bays. Thus, among the coastal cliffs are formed narrow and deep 

bays with crystal clear water and big habitat, which is a real paradise for divers. The neighbouring beaches 

are separated by the capes and are protected from the cold winds during the winter, which makes them 

appropriate for a year-round resort usage20.  

 

Water sports such as water skiing, spearfishing, windsurfing, diving and yachting are popular along the 

entire Black sea coast.  

 

                                                 
20 http://www.beachbulgaria.com/pages/southern_black_sea_en.html 
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The Black Sea resorts offer also hiking, biking and horse tourism, eco-tourism, photo safari, visiting 

natural, cultural and archaeological sites. 

 

During last year the total revenues left from foreign tourists for accommodation (real nights spent) in the 

Black Sea resorts amount of ar. 273 Mil. Euro, which is ar. 92% of the total revenues from nights. 

 

 
 

Source: NSI, 2017 

2.4.3. Profile of the tourists 
 

Bulgaria is recognized as 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 and the improved 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 cultural-learning tours and events, interested in local culture, history, 

traditions and customs. The length of stay for foreign tourists is 10-14 nights. The average cost per day 

for foreign tourists is 71-88 Euros per person/day. 45-46% of foreign tourists tend to combine sea tourism 

with other forms of tourism. 

 

In 2016 most of the visitors to Bulgaria are from Romania, Turkey, Greece and Germany and in this year 

the profile remains the same with some changes. 

 

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

2017  

 

Country of origin Total 

Purpose of visit 

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 

Total
Of which: by 

foreigners
Total

Of which: 

foreigners
Total

Of which: by 

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

Activity of the Black Sea resorts in 2016

Resorts

Accommodation 

establishments - 

number

Bed-places - 

number

Number of nights
Number of visitors 

staying overnight
Revenues from nights -EUR
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*"Others" - as guest, transit and other purpose 

Source: NSI, 2017, Table: NTC BG Guide  
 

II. 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 which describes the artificial reef as “a submerged (or partly exposed to tides) 

structure deliberately placed on the seabed to mimic some functions of a natural reef, such as protecting, 

regenerating, concentrating and/or enhancing populations of living marine resources. This includes the 

protection and regeneration of habitats. It will serve as habitat that functions as part of the natural 

ecosystem while doing “no harm”.21  

 

For the purposes of these Guidelines, the ArtReefs Consortium considers artificial reefs as 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 Seas. Their main 

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 fisheries management – to protect the coastal 

areas and/or other habitats against illegal trawling, to enhance small-scale fisheries 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 level (self-purification processes) 

due to fish farming, the discharge of contaminants from industry, and other human activities.22 Only part 

of the reefs are used for recreational purposes, 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 Rigs-to-Reefs program), scuttling ships, or by deploying rubble or construction debris. Other 

materials used for artificial reefs are PVC or concrete. When they are preserved on the sea floor 

shipwrecks become artificial reefs. In the Black sea in a recent research over 60 well-preserved wrecks 

were discovered, dating 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, corals, and oysters attach; the accumulation of 

attached marine life in turn provides intricate structure and food for assemblages of fish.23 

                                                 
21 FAO (2015), Practical guidelines for the use of artificial reefs in the Mediterranean and the Black Sea, General Fisheries 

Commission for the Mediterranean, by Gianna Fabi, Giuseppe Scarcella, Alessandra Spagnolo, Stephen A. Bortone, Eric 

Charbonnel, Juan J. Goutayer, Naoufel Haddad, Altan Lök, 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? National 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 habitats, increase productivity and manage aquatic resources.  

 

“Artificial reefs are used in coastal waters worldwide for many applications, e.g.:  

• protecting sensitive habitats from fishing activities;  

• restoring depleted habitats;  

• mitigating habitat loss;  

• enhancing biodiversity;  

• improving populations of aquatic organisms by providing shelter for juvenile and mature individuals as 

well as for adults during delicate life stages (e.g., molting season for crustaceans);  

• providing new substrates for algae and mollusk culture;  

• enhancing professional and recreational fisheries;  

• creating suitable areas for diving;  

• providing a mean to manage coastal activities and reduce conflicts;  

• research and educational activities;  

• creating potential networks of Marine Protected Areas to manage 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 fishing and finfish enhancement). In this case they are defined as 

“multipurpose artificial reefs”.24 

 

Currently, the increasing interest for artificial reefs has given rise to some concerns regarding the possible 

negative impacts due to the use of unsuitable materials and dumping of waste.25 

 

3. Artificial reefs deployment in some European countries 
 

For the purposes of these Guidelines only the participating in the ArtReefs public-private partnership 

European countries will be briefly reviewed in terms of artificial reefs deployment 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 

program was developed and to date more than 90 000 m3 of reefs 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 medium- and large-scale reefs. Only a few small-scale experimental reefs have been 

deployed for research purposes. The main purpose for artificial reef construction remained the fisheries 

management – for protection the coastal areas or sensitive habitats from illegal trawling, reducing conflicts 

between different fishermen categories and enhancing small-scale fisheries by increasing local fish 

populations. 

 

In the later 1980-s Spain started the construction of artificial reefs after the elaboration of the first legal 

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 Black Sea, s.a. 
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constructions, the public interest was significant. Up-to-date the main policy remained to be the use of 

artificial reefs as tools for fishery management.  

 

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 oil 

products, the introduction of alien species, and the overexploitation of fish stocks due to unmanaged 

fisheries, Black Sea is facing serious environmental issues.  Moreover, “nearly 87 % of the Black Sea is 

entirely anoxic (without oxygen) and contains high levels of hydrogen sulfide”.26 In this area artificial 

reefs are mainly tested as a technology for habitat restoration through biofiltration and the enhancement 

of marine life. Nowadays, mostly mussel reefs are deployed along the Bulgarian coast aiming to protect 

the habitat and the underwater species. 

 

However, regardless of their purpose, the custom-designed 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 coasts – Mediterranean and Black Seas. 

 

III. Tourism packages  

 What is a tourism package? 
 

“Tourism packages” or “package tours” are excursions or holidays which include a variety of basic 

and/or additional tourism related services combined to form a single “packed” vacation for a total price.  

 

Within the scope of the tourism package there are basic essential services such as transport and 

accommodation, but also additional services such as meals, supplementary excursions and attractions, 

travel assistance by tour guides, animation, insurance, etc. However, the tourism package is not just a 

bunch of unrelated tourism services. Although it comprises of two or more services which could be 

purchased and used independently, the tourism package represents a common product with added value 

to its elements.  

 

All of the elements shall fit perfectly together in terms of topic, timing, audience and price. One of the 

most important aspects of developing a tour package is that it represents “production of dreams”. The 

nature of the tourism package is virtual – it cannot be touched or examined in advance. It is a virtual image 

of what the tourist desires to experience during his/her “most valuable days in the year”. The fulfilment 

of the tourists` expectations is essential for the success of the tour operator.  

 

 Characteristics of the tourism packages 
 

Tourism packages are carried out by specialized agents - tour operators which combine other`s services 

and offer them on the market in their own name and on their own behalf. Tour operators 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 regime. Therefore, 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 biodiversity - biogeographical regions and seas, Seas around Europe The Black Sea - an oxygen-

poor sea, Zaitsev et al. 
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contractors’ supplementary services which will enrich the tourists experience and add value to the 

accommodation.   

 

The providers of basic services such as hotel operators, air and land transport (charter) companies and 

restaurants conclude frame contracts with the tour operators and sell their services usually in prior even 

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 usually to pay the price of the separate services in advance.    

 

In contrary to the tour operators which are considered “producers” of the tourism package the travel 

agencies are only “seller” of the combined product. They do not take the risk of preliminary purchasing 

the elements of the tourism package, but act as an intermediary between the tour operator and the end 

customer. 

 

The tourists purchasing the tourism package are the end customers of the tourism products. Therefore, 

they stay in the focus of the tourism offering and their wishes and preferences play significant role in the 

tourism process. They are also considered as the “weak” party in the relations with the professional tour 

operator and enjoy the legal protection of their consumer rights.   

 

The following picture shows the product chain of the tourism package to its way to the end customer.     

Product chain of the tourism package 

 
Graphic: NTC BG Guide 
 

 Types of tourism packages 
 

The types of tourism packages are vast and can be classified into several categories. So, they perfectly 

adapt to the consumers’ needs and desires. Some of the categorizations can be, as follows: 

 

• By number of participants (Group or individual) 

• By means of transportation of transport (air/rail/sea) 

• By type of meals – breakfast, 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 purpose (sun & beach, SPA & relax, sightseeing, sport / extreme, etc.)   

 

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 these Guidelines we will take use of a classification of the tourism packages focused 

on the diversification on the axis of high/low value, resp. high/low volume. It distinguishes between four 

types of maritime and coastal tourism:   

 

 

 
 

 

Source: Ecorys27, graphic: NTC BG Guide 

 

One of the strategies towards sustainable tourism is to increase the added value of the tourism package 

and to limit the negative impact of the tourist flow. A strategic approach of a small tour operator which is 

not able to compete successfully with the major players could be to target a narrow customer group and 

to increase the added value of the proposed tourism package. So, instead to develop a mass tourism 

product the tour operator can develop a high-profile tourism or a niche tourism package.  

 

Specialized tourism proposals 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 could be alternative and sustainable forms 

of yachting tourism, focused on specific target groups (e.g. diving, cultural island hopping, gastronomic 

tours, etc.). The higher added value will support the higher profits across the whole value chain from the 

intermediating web agency to the local service providers which is crucial for the sustainability and social 

responsibility of the tourism product. Because of their characteristics the artificial reefs have specific 

value propositions for three of the above tourism types: 

 

• High profile tourism – 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/study-maritime-and-coastal-tourism_en.pdf 
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https://ec.europa.eu/maritimeaffairs/sites/maritimeaffairs/files/docs/body/study-maritime-and-coastal-tourism_en.pdf
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• Niche tourism – diving, adventure tourism  

• Low profile tourism – recreational fishing, education  

 

Certainly, some variations are possible, as the value proposition of a low-profile tourism package to be 

improved and for example recreational fishing to be converted in a higher value-added tourism experience.  

 

 Advantages and disadvantages of tourism packages  
 

The packaged tour as a specific tourism services has numerous of advantages for both – tour operator and 

consumer. However, they have also some disadvantages, which should be considered when one decides 

to act as a tour package organizer. 

  

Advantages for the consumer 

 

• Lower price 

 

The price of the tour packages is generally lower than the individually organized trips. The reason is that 

the tour operators bulk buy the single services of the package, which guarantees lower prices. As the 

primary “production” costs are lower the organized trip can be offered for more advantageous price to the 

end customer. The all-inclusive concept allows the tourist to calculate the exact costs of the vacation 

without incurring unexpected costs like expensive meals, taxi, etc.  

 

• Informational advantages  

 

The tour operator is a professional and disposes over comprehensive, accurate and up-to-date information 

on the destination, accommodation facilities, restaurants and attraction. Even if such information can be 

found on various spots in Internet, the individual organization is often time consuming and uncertain 

undertaking.  

 

• 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/she has 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 the tourist can claim against the tour operator 

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

 

• Socialising   

 

Usually the organized tours are group travels, so the tour operator takes advantage of the scale. The group 

travel allows the tourists to establish short or long-term relationships. Some of the tours are focused on a 

specific narrowly targeted audience like singles, seniors, families with children. This fact additionally 

fosters the social integration and attraction between the participants at the group travel.  

 

Disadvantages for the consumer 
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The characteristic of the organized tour can be found unfavourable and turned into disadvantages 

especially for those tourists who prefer individual experience, adventure, privacy or romantic.   

  

• Inflexibility  

 

The organized tourists must follow the exact schedule as planned by the tour operator. They have limited 

freedom to arrange own program according to their interests and wishes. If for example the food at all-

inclusive basis is not satisfying, the tourists shall continue eating at the hotel until the end of their vacation, 

without having the opportunity to visit another restaurant and/or order different meal without losing their 

money. Furthermore, the tour operator is generally not willing to fulfil individual requests, as they may 

confront with the group interests and cause tensions into the group.  

 

Advantages for the tour operator 

 

As a whole-purchaser the tour operator can negotiate better prices for the single services – part of the tour 

package, resp. to succeed higher margin.  

 

Disadvantages for the tour operator 

 

The tour operators as organizer of the tourism packages undertake the economic risk of non-selling their 

product after buying the single services in advance. The history knows stories of clashing bankruptcy of 

tour operators which did not plan well the available resources and could not sell their tourism packages at 

proper price.  

 

IV. Stages for developing a tourism package  
 

This section gives a general overview on the stages and tools for development of a tourism package, which 

is focused on the valorisation of the artificial reefs. Besides the common techniques and process, an 

emphasis shall be put on the specifics which will distinguish your artificial reef based tourism package 

from the standard tourism offerings.  

 

The process of development of a tourism package comprises from five major stages: 

 

1. Analysis 

2. Concept  

3. Design  

4. Implementation / Execution 

5. Control 
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Graphic: NTC BG Guide 

 

 Analysis 
 

Tourism demand. Segmentation 

 

The first and most key step in planning a tourism package is the analysis of the potential market (tourism 

demand). The organizer of tour package should be aware of the structure and size of the prospective clients 

(tourists). To achieve competitive advantage before the other tour operators it must fulfil a customer 

specific need. In tourism, as well as in other industries there are no “pain-killers” – universal products, 

which fits to everybody. As narrow the target of prospective clients is, so better the value proposition 

could fulfil the customer`s needs and expectations. This is the so known “niche market” – a small part of 

the whole market where we can identify customers with needs that are different from the mass public28. 

Creating of niche products enhance the possibility of the tour operator to sell its “unique” service to the 

chosen target.  

 

The development of tour packages based on the valorisation of artificial reefs can be deemed as a niche 

product.  

 

Therefore, the in-depth knowledge on the market and the social, demographic, cultural profile of the 

prospective tourists is essential for development of a tailor-made tourism product. The process of dividing 

a market of potential customers into groups, based on distinctive characteristics is called segmentation. 

The segments are composed of consumers who will respond similarly to marketing strategies and who 

share similar interests, needs, or locations.  

 

                                                 
28 Fresh Perspectives: Entrepreneurship, Mary Jesselyn Co, Cape Town: Pearson Education, 2006 
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The major segmentation of the tourists is to inbound (tourists traveling within their own country) and 

outbound market (travels abroad). Further, the tourists can be divided on demographic criterion. Here are 

meant the age, gender, nationality, religion, etc. As some of these characteristics (education, social and 

family status) are essential for the formation of customer`s needs, others allow the tourists to satisfy them 

(wealth, free time). The segmentation based on client`s preferences is important indicator for the 

requirements of the potential users of the tour packages.  

 

The sources of information on the potential market can be official statistic information (e.g. UNWTO, 

Eurostat, ministries of tourism and economy), analysis and studies of research institutes and professional 

organizations, media publications, online and offline surveys, etc.   

  

Since the analysis of the tourism demand provide an up-to-date overview on the potential market, the 

analysis of the market trends gives “a glimpse” in the future, helping the tour operator to predict the future 

market size.   

 

The market segmentation plays significant role at the concept phase of the development of tour packages, 

as the strategy shall be related to the specific target group.  

 

Competition  

 

The analysis of the competition is often easier and cheaper than the analysis of the tourism demand and 

therefore preferred by the start-up companies. This analysis is focused on the strategies of the main 

competitors which offer comparable products. The competition analysis can give an overview on the main 

players, their targeting, market share and incomes, tourism products offered on the market.  

 

The background of this strategy is that “what is (and remains) on the market could not be wrong”. It is 

deemed that the competitors have already “done their homework” and have elaborated feasible marketing 

strategies which could be followed without investing too much money and efforts in the development of 

own ones. However, the copy-paste of the competitors` strategies is not always a shortcut to the success, 

as they usually leave little space for other competitors in the same niche. Therefore, the competition 

analysis should identify the strengths and weakness of the competitors, based on which the tour operator 

shall create its own business strategy for positioning on the market. Samples of market strategy could be 

offering a product with:  

 

• Same quality at a lower price  

• Better quality at the same price 

• Better quality at a lower price 

 

The internet sites, advertising brochures, banners and other information materials provide detailed 

information on the offered tour packages – their elements, price, distribution channels, etc.  

 

Factor conditions  

 

The factor conditions include various aspects which influence the competitiveness of the tourism product, 

but could not be influenced by the economic actors. Such are the climate and weather conditions, natural 

resources and cultural heritage, tourism superstructure (accommodation places, restaurants, bars, 

attractions, etc.), infrastructure (airports, highways, marinas, etc.) and various facilities (rent-a-bike, surf 

and diving schools, aquaparks). Factor conditions include also the educational institutions in the field of 

tourism, government policies, etc. 
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Suppliers 

 

The suppliers in the field of tourism include all key actors – providers of basic tourism and anxiliary 

services (hotels, restaurants, transport companies). The large offering of these services will give sufficient 

flexibility and variety to the tour organizer by development of the packaged tour. The strong 

competitiveness between them will strengthen the position of a tour operator and will allow it to negotiate 

preferrable prices, resp. to lower the self-costs of the tourism product.  

 

 Outlining the tourism package 
 

This stage comprises the development of a long-term and short-term strategy. Clear objectives should be 

set. The objectives should be measurable and under the control of the tour operator. 

 

Defining Objectives  

 

Defining objecttives is necessary for the prompt outlining of the package.  

 

 

Added value of the tourism package  

 

Primary objective of a business organization is the profit. Without profit the business activities cannot 

reach a required level of sustainability and will not last for the future. Therefore, the developed tourism 

packages and the business model must be profitable, i.e. the price of the product to be higher than its costs. 

The competition in the tourism sector is fierce and the phrase “the client is king” are not meaningless 

words. The price of analogue packages cannot differ too much, since the tourists will always choose the 

most discounted package. One of the profitable and sustainable strategies is to develop such package 

which offer more value for money.  

 

For the tourism industry the most valuable and key success factor is the satisfaction of the tourist. 

However, everyone has own needs, expectations, wishes and desires and the touroperator shall know how 

best to meet them. This knowledge may be obtained through analysis and segmentation of the tourists’ 

profiles. Next factor that shall be considered is the development of the tourism trends. Nowadays, the 

emphasis is put on the authenticity, local culture and traditions. The combination of uniqueness of a 

destination, geographical factors, attractions and local culture defines the preferences of the tourists. 

 

Sustainable and responsible development of the tourism 

 

Sustainability of the tourism is important not only in view of preservation the natural and cultural 

resources, but also for the business development in long term. The development of the human resources 

and the maintenance of good relations with the suppliers requires social responsibility of the tour operator.  

 

Work with the local communities 

 

The locals play vital role not just as suppliers of various tourism products, but also providing steady 

presence and environment of the tourism services. The tourism development shall not be on behalf of the 

local citizens. The boast of the tourism in some cities or regions (e.g. Barcelona, Venice, etc.) have 

provoked discontent among the local people, since they must share the resources with the tourist crowds, 
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lose their tranquility and most of the amenities. This reaction can be turned against the tourists considered 

as invadors, who disturb the normal way of living. Therefore, the local communities must be convinced 

that the development of the tourism will not harm their comfort, but could improve their life standard. 

Especially in small villages or detached places the tourism plays significant economical role. Its variety 

allows the local people to find their place in the tourism supply and to offer products or services, which 

can be used by the tourists. Examples could be selling of fresh fish on the market / to restaurants, renting 

of a boat or bikes, etc. The provision of local goods and food and the fair distribution of the added value 

supports the sustainability of the tourism.  

 

Furtheremore, the interest of various stakeholders, incl. residents and visitors should be considered. The 

Blue Growth strategy acknowledges the complexity of the relations between the stakeholder and seeks 

finding balance between them.  

 

Lesser dependence on seasonality and “sun and beach” packages 

 

From business point of view lowering of the dependence on seasonality is very reasonable, as it is a tool 

for prolonging the season and to obtain stabil incomes for longer period. The tourism product shall go 

apart from the standard Sun & Beach and to focus on tourism experience which is not so significantly 

dependend on the elevated temperatures.  

  

Targeting  

 

The accurate targeting of the potential clients is crucial for the prospective tourism business. The tour 

operator shall have a clear view on its “ideal” customer in terms of nationality, age, socio-demographical 

status (education, incomes), etc. The social profile determines the believes and expectations of the tourists, 

which influence their requirements to the tour operator. The needs, requirements and expectations are not 

always obvious, and the the tour operator should have done its “homework” and understand them in 

advance in order to prepare most suitable offer. A tour operator can be successful only if it addresses 

correctly the clients` requirements.   

 

The tourism experience is related not only to the consumed products and services, but a significant part 

of it is related to immaterial factors like feelings, impressions, etc. It is said that the tour operator is selling 

not a products or services, but dreams.  

 

 Design of the tourism package 
 

The design of a tourism package can be divided in several steps.  

 

Topic of the package 

 

Based on the analysis of the tourism demand and available resources in view of the objectives set, the 

operators shall identify a market niche, where they can have competitive advantage. It will determine the 

"topic" of the package and give a suitable name to package that will convey the type of offered experience, 

e.g. Balkan food and wine, Explore Barcelona, Dive with dolphins, Trekking in Rila, etc.  

 

Next step is to determine the target market that will best suit the tour package e.g. young divers, senior 

citizens, backpackers, special interests like bird watchers, golfers etc. 
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Choosing of elements 

 

Further, the operator shall identify the most suitable elements of the tour package. As revealed above, the 

main pillars of the tourism package are transport, accommodation and food.  

 

If the package is intended for wealthy seniors, the accommodation should be in at least 4-star hotel, 

preferably providing SPA and balneology treatment, disposes with medical personnel experienced in anti-

aging procedures. The transfer must be shorter and more comfortable. The restaurant should not be far 

away from the hotel, unless a special transfer is organized. The food shall be healthy and balanced, without 

a lot of fats and carbohydrate, concerning eventual diet regime of guests.  

 

Youngsters have certainly other needs and expectations which should be met. They can expect more social 

events, parties, attractions and innovations. Some destinations, as Ibiza (Spain) and Sunny beach 

(Bulgaria) are preferred by young people because of their clubs, bars and pubs. A popular tourism service 

thereto is the pub crawling – visiting a row of bars and drinking a shot or a cocktail in each of them.  

 

The age of the target is only one of the characteristics of the prospective tourists. The detailed 

segmentation is required to shape a most realistic profile of the prospective tourist. The challenge in front 

of the tour operator is to understand and fulfil in best extend the needs of its potential targets.  

 

The supplementary elements of the packaged tour, such as attractions, animation, tour guides, etc. are also 

integrated part of the tourism experience and should not been underestimated.  

 

Additional service, like insurance don`t have any direct impact on the tourism experience, but are 

important in terms of possible liability of the tour operator.   

 

By choosing all the elements of the tourism package the operator must be keen on the provided quality of 

the service. Every delay, lack of comfort, low quality or other discrepancy in the quality of the separate 

service will induce immediately the main tourist experience and thus their opinion on the quality of the 

tour package. Disgusting food or smell in the rooms, for example, can ruin the whole stay of the tourists 

and so their impression on the organization of the holiday. It must be considered that a party under the 

contract for an organized tour is the tour operator and it will be held liable for any discrepancy with the 

agreed or reasonably expected quality of the services.   

 

Recommendations:  

 

• Ask yourself if the package is attractive, feasible, profitable and sustainable. 

• Be creative, but stay focused on the goal – high added value in sustainable manner, through unique 

experience based on the Artificial Reefs and the maritime and coastal tourism.  

• Tell a story: Legend or topic of the vacation.  

 

Timing 

 

Timing is important to set up the profile of the tourists. You should keep in mind the high season and the 

popular time of the year for the target markets. Profits can take up to 2-3 years but can be achieved earlier 

if you stick to your strategy and have it well planned in advance. The process can be speeded up by online 

reservation systems that allow agents to check the availability and to book immediately. However, they 

shall not be commison-based, so they don’t lower you profits. Some packages can offer enticements for a 

short-term stay, especially in periods when you need to fill in the occupancy. If there is a special event or 
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festival nearby you can work with the organizers to offer promotional deals. In order to increase the 

booking period, you might require a minimum night stay. 

 

 

Start small 

 

Try two or three packages to start, and monitor how they are received. Each partner should be committed 

to a trial of at least six months. Never offer more than five different packages at a time to avoid diluting 

the effort. While it makes the most sense for the hotel partner to sell the package, any participating 

business that takes credit cards can also sell them. Once the packages are officially launched, make sure 

all partners list them on their respective websites and social media channels, including Facebook, Twitter, 

and Instagram. 

 

 Implementation / Execution 
 

Define your fees 

 

The price of the products should include all your costs – product development, entry and guide fees, meals, 

maintenance, and marketing plus a margin (profit). 

. 

If you want to partner with other tour operators (which you totally should), make sure that 

• Everyone has a good profit margin. 

• You have allowed for unexpected costs. 

• You have determined product break-even points. 

 

It would also be smart to ask everyone involved to promote and sell the package. 

If you want to reduce your package price, remember not to lower the quality. It should be your last option. 

Consider other strategies that will make your tours more competitive. 

 

Commissions 

 

Depending on the market you’re targeting, you will need to consider the commission you pay your agents. 

It differs from 10-30% depending on the type of agent involved. 

 

If your market is overseas, you’ll likely be dealing with an inbound tour operator, and they will expect a 

commission of 25-30%. 

 

Partnering with other tour operators who offer complementary products is a smart way to reduce your 

promotion costs while making your package more appealing. 

 

For example, you can offer: 

• A range of products from an area to specific niches with related interests. 

• A selection of products in a destination where a customer can create a personalised itinerary. 

 

 Control 
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If you are distributing the tourism package by wholesalers and retail agents, be aware that they provide 

explicit conditions for the sale. You shall also be selective with the product endorsement. Furthermore, 

you shall take control on the advertisements and not allow any misleading information. To guarantee 

customers satisfaction, you shall always require a feedback from your customers and modify your actions 

accordingly.  

V. Potential for development of Аrtificial Reef Tourism Package 
 

For a better understanding of the needs and expectations of the stakeholders from the involved regions the 

Project partners conducted an online survey. The survey was filled by respondents, representing public 

and local authorities, companies, tour operators, marine sports organizers, local communities, cluster 

organizations, etc. Geographically the stakeholders are located as follows:  

 

Respondents by country 

 

 
 

Source: survey NTC 2017, graphic: NTC BG Guide 

 

Most of the representatives who have taken part of the survey are holding leading positions in the 

organizations (manager or owner), the rest occupy expert positions.  

 

Almost all the respondents assess the standard relaxing vacation type “Sun & Beach” as most popular 

marine tourism type in their region or country. Fishing is considered as second popular type of marine 

tourism, as other active - Yachting and surfing, incl. wind surf and kite surf are less popular. Snorkelling 

and Scuba dive, as well as paddling and kayaking as more specific water sports are deemed least popular.  

 

The most crucial factors that drive maritime tourists to specific destinations are the suitable climate and 

weather conditions, followed by the various beach facilities and the amenities. The quality of the 

accommodation facilities, preserved nature at land and water, qualitative food and cultural sites are also 

identified as important driving factors. Less important is the developed night life and the presence of 

clubs, bars, etc.    

 



 

50 
Copyright © ArtReefs Consortium 

The wide offering of qualitative accommodation places and restaurants are considered as most significant 

of the primary infrastructures (superstructure). Marinas, diving clubs, aquatic sports facilities have 

comparable importance, since the disco clubs again are less important.  

 

Yachting, followed by beach facilities, is assessed by the participants as most high-value added amenities 

for the marine tourism. Capturing underwater places, diving centres and places with wildlife and clear 

waters are pointed out as a factor for development of exclusive high-value added marine tourism. As good 

examples are proposed the resorts in Costa Brava, La Herradura, El Hierro Island. 

 

Notwithstanding the differences between the involved regions all the respondents consider the 

perspectives for development of maritime tourism in their countries as excellent or rather good. Only one 

respondent assessed the perspectives as average. 

 

Most of the participants are aware of the concept of artificial reefs, but only some of them know about an 

artificial reef used for tourism purposes.  

 

As main advantages of the artificial reefs in view of their valorisation for tourism purposes are identified 

their versatility and possibilities for creating sustainable conditions for underwater tourism, diving and 

sport fishing. The ship wrecks, specifically designed reefs and sub-floating devices are given as examples 

for commercial use of the artificial reefs. 

 

The identified main weaknesses and risks of the artificial reefs can be summarized, as follows:   

• Before deployment of the reef: insufficient awareness by the economic operators, low territorial 

enhancement promoted by the competent institutions, administrative paperwork, 

• By the deployment of reefs - difficult and expensive instalment procedures, possible toxic 

ingredients in the structure of the reef; 

• By the use: potential misuse by professional fishing, damage to fishermen nets, conflicts usages, 

negative impact by the divers, safety of the divers;   

Almost all the participants assess the potential of artificial reefs for valorisation for tourism purposes as 

excellent or rather good.  There could be a moderate to significant demand for tourism services related to 

artificial reef both from foreign and local tourists. The opinion of the respondents on deployment and 

access to artificial reefs in their own region or country is generally positive or very positive.  

 

Almost equal are the preferences of suitable places for deployment of artificial reefs – near large cities or 

resorts (45%) and near small fishing villages or resorts (45%). Far away for tourism infrastructure is less 

preferred (10%). 

 

The most suitable kind of artificial reefs for attracting tourists is considered Artificial reef especially 

designed for fish and diving. An underwater museum is identified as another most preferable type of a 

reef. Other identified options are artificial reefs especially designed for architecture purpose and ship 

wrecks. 

 

Although most of the respondents are convinced in the economic effects of the artificial reefs, the 

willingness of maritime tourists to pay for diving or fishing at an artificial reef shall be further analysed. 

Only half of the respondents identified that tourists will be willing to pay, while others are not sure. Some 

of them are convinced that tourists will not be willing or able to pay any money for visiting artificial reefs. 
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The identified price range is between 10 – 20 EUR (8). Some have pointed out the lower range, namely 

less than 10 EUR (5), and only 2 respondents propose a fee between 20 and 30 EUR. 

 

The profile of the “ideal tourist” according to the stakeholders is following:   

• Types: Scuba divers / recreational or sport anglers / yachtsmen  

• Age: 20-30 years / 40-60  

• Social status: middle class, mid-high education  

• Interests: Passionate about the sea, interests in local culture  

• Values: Eco-friendly, interested in local cultural life 

• Nationality: Any country, but locals and foreign tourists (EU, especially Germany and North 

Europe, UK, Russia, USA, Australia, Asia, etc.)  

Supplementary activities in addition to the artificial reefs packages could be:  

• Beach facilities and other water sports; 

• Dolphin parks and aquariums; 

• Biking, trekking; 

• Sightseeing, cultural tours;  

• Gastronomy - seafood and wine; 

• Environmental education issues; 

Half of the participants would participate in the promotion of artificial reefs and / or tourist products 

related to artificial reefs. Key driving reasons are:  

• Ecological - creating of habitats and fishery conservation;  

• Social - support the (sustainable) socio-economic and regional development;   

• Organizational - better sport prospects for the members; 

• Business - attraction of tourists and generating of higher revenues. 

Less than the half of the respondents reckon that their organizations would be interested in including 

artificial reefs in a tourist package. Further options to make use of the potential of artificial reefs are: 

• Organization of visits for diving, fishing and observation, diving excursions; 

• Using them for education and research and raising awareness on coastal dynamics, climate 

change and biodiversity; 

• Organization of underwater photography championships; 

• Tours with glass bottom boat, submarine, land museum/ exhibition; 

• Offering seafood, organization of visits / specific activities for tourists. 

There is an immense potential identified for development of tourist packages based on artificial reefs in 

the countries involved. The demand depends on the knowledge about the artificial reefs as well as on the 

opportunities for their deployment. The unrevealed potential of the artificial reefs for tourism purposes 

can be overcomed by dissemination of best practices and cases. 
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VI. Development of an artificial reef based tourism package  
 

The type of artificial reefs is decisive for their exploration and the design of the packaged tour. So, the 

shipwrecks are a perfect resource for development of underwater sports, mainly scuba diving. Some 

artificial reefs are specifically designed for mooring, but they can provide suitable conditions for fishing. 

Based on the conducted analysis the Partners have identified four main pillars for development of tourism 

related services focused on the valorization of the artificial reefs, as follows:    

 

1. Underwater sports (ship wrecks, underwater museum) 

2. Sustainable mooring (specially built constructions / ecoports) 

3. Recreational fishing 

4. Education  

 

Identified indicative tourism service lines based on artificial reefs 

 
Source – stakeholders’ consultation, NTC, 2017, graphic: NTC BG Guide 
 

The main tourism types differ as target groups and experience, but also have common cross-elements and 

may be linked in order to establish a combined tourism product, e.g. fishing & diving, yachting & fishing, 

yachting & diving. It could be even considered a combination of all proposed types of tourism. 

Educational activities in all three other pillars can be arranged. However, any combination should target 

specific needs and not be just a mixture of elements.      

 

The artificial reefs represent not only a physical attraction (ship wreck, underwater museum, etc.) or a 

simple construction, but should be perceived by the tourists at psychological / symbolic level, as an idea, 

which characterizes their holiday. The associations induced by the artificial reefs, which can be used by 

development of tourism packages are: 

 

• Security 

• Harmony 

• Tranquility 

• Power over the elements 

• Eternity 

• Innovation 

• Ecology  

• Sea life 

• Nautical experience, etc.   

Yachting

FIshing

DIving

Education
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Any tourism packages should be based on one or more of the perceptions above and unify the most of the 

elements of the tourism package (accommodation, transport, meals, etc.) under one idea/concept.   

  

 Tourism package based on recreational underwater sports (Scuba diving & 
Snorkelling) 

 

1.1. General overview on the underwater tourism  
 

Functioning as a habitat of various water plants, specious and fishes, the artificial reefs provide good 

conditions for practicing of underwater sports and underwater tourism. According to the main definition 

underwater tourism involves persons who travel from their usual place of residence, spend at least one 

whole night out of home and actively engage in one or more underwater activities such as snorkelling, 

traditional diving (scuba diving), diving to ship wrecks, etc.  

 

Underwater sports are mostly divided based on the used techniques - breath-hold, snorkell or scuba. One 

of the most practiced underwater sports is the scuba diving. It is a form of underwater diving allowing 

divers, by using a self-contained apparatus named scuba, to breath under water. The education and training 

in scuba diving is provided by schools according to the international standards established by the main 

scuba diving associations: CMAS, PADI, NAUIM, SSI. After a successful training they issue certificates 

acknowledging the level of experience of the scuba diver. 

 

Scuba diving tourism was identified as a prospective innovative tourism product with lower 

negative impact on the nature and water conditions which could reduce seasonality of the marine 

tourism and support the development of local communities.   

 

The recreational scuba diving and scuba diving tourism is a fast-growing branch with significant potential. 

Since its establishment up to date Professional Association of Diving Instructors (PADI) has certified 

more than 25.000.000 internationally autonomous divers, and each year approximately 1.000.000 divers 

get certified29. Around 65% of the certified divers are men and 33% women. Average age 29 (30 for male 

and 27- female).  In Europe there are over 3.5 million active divers, from which more than 1.5 million 

each year make at least one diving trip. Divers are interested in viewing underwater landscapes and marine 

life particularly when size, variety and abundance of species are distinctive. The keen divers with high 

incomes prefer to travel to emblematic diving destinations as Maldives, Indonesia, Thailand, Australia, 

Mexico, etc. These trips are quite expensive and related to longer vacations for the average European 

diver, as the most preferred divng destination remains the Mediterranean.30  

 

The average diving holiday for five to seven days costs 750 euros - without diving costs, which amounts 

to additionally between 300 and 400 euros.31  

 

                                                 
29 https://www.padi.com/sites/default/files/documents/about-padi/statistics/PADI_2016_WW_Statistics.pdf 
30 Hospitality & Tourism Management Pavlopetri, the World's Oldest Submerged City: Analysis of Dive Tourism 

Perspectives Development in the Region Through S. W. O. T Analysis  

https://www.researchgate.net/publication/312583261_Hospitality_Tourism_Management_Pavlopetri_the_World's_Oldest_S

ubmerged_City_Analysis_of_Dive_Tourism_Perspectives_Development_in_the_Region_Through_S_W_O_T_Analysis 
31 http://www.rstc-eu.org/de-de/Touristik  

https://www.padi.com/sites/default/files/documents/about-padi/statistics/PADI_2016_WW_Statistics.pdf
https://www.researchgate.net/publication/312583261_Hospitality_Tourism_Management_Pavlopetri_the_World's_Oldest_Submerged_City_Analysis_of_Dive_Tourism_Perspectives_Development_in_the_Region_Through_S_W_O_T_Analysis
https://www.researchgate.net/publication/312583261_Hospitality_Tourism_Management_Pavlopetri_the_World's_Oldest_Submerged_City_Analysis_of_Dive_Tourism_Perspectives_Development_in_the_Region_Through_S_W_O_T_Analysis
http://www.rstc-eu.org/de-de/Touristik
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A study on the divers’ preferences reveals the as inspiring attractions are considered diving parks, 

underwater shipwrecks and underwater archaeological museums. Further analysis shows that the average 

diver combines his/her holiday with other (sport) activities. 

 

1.2. Artificial reef based tour package for divers 
 

Smart developed package tours can target the leisure divers and propose them an innovative product based 

on the marine experience and artificial reef in particular. The target of such product could be youngsters 

and middle-aged adventure oriented recreational divers conscious on the ecological issues and interested 

to the local culture and cuisine.  

 

Small to medium groups (up to 10-15 travellers) may be suitable to enhance the social contacts and 

interactions between the participants. If more travellers are involved two or more groups can be formed, 

whereas some “gamification” elements can be included (analogue with a reality format, e.g. “Survivor”). 

The general focus can be on adventure quest/role-game, e.g. on searching underwater ships, hidden 

treasures or completing of missions. The groups or individual members can be provided also with daily 

goals or missions, e.g. to catch and to cook the fish, to build a small hut, etc. In such way the organizer 

will inspire and motivate the participants, resp. enhances their tourism experience.  

 

The accommodation can be chosen in relation with the main topic of the package, e.g. a fishermen camp 

or camping place, family owned hotel or private hosts. It is suitable when the accommodation place is 

near or even at the sea in order the guests to immerse theirselves in the “marine” atmosphere.  

 

Leading role of the tour shall have the diving experience: a few expeditions can be organized to 

shipwrecks or other artificial reefs, underwater caves or other interesting objects. Additional water and 

underwater activities like swimming, (spear)fishing, underwater photography, underwater orienteering, 

yachting, surfing, paddling can enrich the feeling of the sea spirit. Other suitable sports can be beach 

volleyball or football, ring fights, specially designed team sports, etc. Other activities, which will 

supplement the eco-friendly tour package could be horse riding, biking, trekking, visit of less known 

cultural sites.        

  

The meals can include sea food (local fish, mussels), but also traditional cuisine of the region with local 

products, fresh vegetables and spices (olive oil, oregano, etc.), fruits. An interesting aspect of the tour will 

be a lunch / dinner prepared by the local inhabitants, incl. with the participation of the tourists. A cooking 

master class for the fans can be organized as well. Wine lovers will be delighted with local wines as the 

Mediterranean and Black Sea coast have traditions in wine production.  

 

One of the days can be dedicated to the local traditions – folklore music, dances, etc. It is suitable this 

event to be combined with (to overlap) dinner. A beach party with acoustic (live) music is another terrific 

way to involve the travellers and to create a common spirit of community.     

 

During the holiday the locals will have vital role, but not just as “suppliers” of services and products, but 

as active participants. The tour can emerge as a small-scale festival and involve the local inhabitants, who 

will re-invent their culture, actively communicating with foreign guests and generate income from their 

home-made products or self-employed services. 

 

The risks related to such trip are: 
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• Significant investments in planning and developing of a tailor made packaged tour 

• Niche product with narrow target group    

• Incoherent groups (diverse needs and expectations of the participants) / conflicts within the group 

• Communication problems / conflicts with locals  

 

Furthermore, it could be choosed between two different concepts of such thematic tour package. The 

participants could be entirely isolated from the civilisation, e.g. to be “returned in the past” like in a time 

capsule to drive them away from the daily grid and to allow them to rethink their life achievements, goals 

and prespective. This could turn into a once-in-life experience, with crucial spiritual influence on the 

travellers` perception. They will remember their stay without Internet, TV or even electricity and hot 

water. However, the lack of simple conveniences can “throw away the baby with the bathwater” and be 

acknoweledged by the tourists as a significant disadvantage of the tour.    

 

Other concept could follow the opposite approach – the whole experience to be virtualized and socialized. 

The participants can be encouraged to upload in real time their experience and to share it with their friends 

and acquaintances via different social media networks – Facebook, twitter, Instagram, etc. The tour 

operator can arrange channels in all these media where the progress of the adventure can be followed. 

This aspect will provide free-of-charge advertisement and certainly contribute to the marketing placement 

of the product, but it will not have the purifying effect of the “detachment”. 

 

 Tourism package based on yachting  
 

2.1. General overview on the yachting tourism 
 

Yachting was identified as a developing tourism activity with high added value which can be associated 

with the artificial reefs. It refers to the use of recreational boats and ships called yachts for sporting 

purposes. With sailboats, it is called sailing, and with motorboats, it is called powerboating. 

 

The motivation for fleeting is various – to escape from the daily grind, to enjoy the sun and water, to feel 

the romantic of the sailing, team building, etc.  

 

The main types of yacht tourism are following: 

 

• Learn to Sail – educational sailing with an experienced skipper (instructor) who is also teaching 

the participants on sailing principles and techniques, 

• Charter with a skipper – leisure tourism sailing with a skipper. No educational elements are 

included.   

• Flotilla sailing – sailing without skipper, but in a row of yachts. Provides convenience for 

unexperienced sailors.  

• Bareboat – independent charter or hiring of a yacht, whereby no crew or provisions are included.  

• Sail and stay – several days sailing and several days staying ashore accommodated in a hotel or 

villa.  

• Sail and dive – excursions with liveaboard yachts specifically for divers. They provide quality 

conditions, professional crew and diving equipment as part of the service. 

• Regatta (boat races) – sport racing with boats / yachts.   

• Cruising is usually done by experienced skipper who cross considerable distances and practically 

live on their yachts.  
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There are over 4,500 marinas in Europe, which offer 1.75 million berths for a total boat park of 6.3 million 

vessels. Today, 70% of boat charter takes place in Europe, with a significant part being held in the 

Mediterranean Sea. These activities represent an important income for coastal and insular economies with 

boating, water sports and marinas accounting for 180,000 jobs and generating approximately 17 billion 

euros in revenue per year across Europe.32 

 

Yacht tourism is part of the higher class of experience and is not cheap. It’s usually practiced by travellers 

with higher incomes. Most of the yachtsmen prefer to sail with their friends or families, while only a 

relatively small percentage sail with work colleagues or alone.  

 

Yachtsmen profile 

  

 
Source: European Boating Industry, graphic: NTC BG Guide 

 

 

2.2. Artificial reef based tour package with focus on yachting 
 

The most appropriate for the purposes of organized tour type of sailing is Charter with a skipper, Sail & 

dive or sail & stay. These types do not suppose any preliminary sailing experience by the tourists, but 

allow them to relax and to enjoy the benefits of yachting. Additionally, during the sailing, they can acquire 

some basic knowledge on the yachting, without this being the focus of the trip.    

 

The above described profile of the charter tourists can influence the choice of a target group for a 

development of a packaged tour the focus of which is on sailing. The target could be elder couple who 

want to detach from the daily grid and responsibilities or just celebrate their golden wedding anniversary 

and to spend a romantic week or two in the sea, literary a “romantic autumn”.  

 

The purpose of the artificial reefs will be primarly for sustainable mooring, but the concept of the travel 

will be related thereto. Possible inducement could be that the reef will last forever. 

                                                 
32 http://www.europeanboatingindustry.eu/eu-affairs/tourism 
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The yacht should provide outstanding conditions, comfort and private cabin. The accommodation places 

ashore must be quiet, romantic and secluded. The tour package can be organized outside the season. Small 

resorts or villages with all facilities (incl. hospital, supermarkets, etc.) may be suitable. The room can be 

arranged with candles, champagne, fruits, romantic music and other details helping the couple to chill out. 

Balneological (antiaging) treatment, SPA or even jacuzzi in the room may be suitable addition to the 

package. The meals should be delicate and healthy, rich on local sea food and vegetables.  

 

 Tourism package based on fishing 

4.1. General overview on the recreational fishing 
 

Recreational fishing is widely practiced type of sport, especially in the coastal regions. Its advantages are 

the low costs, resource aspect, flexibility and usability. The recreational fishing appears to be resilient to 

the economical crises. When the economy weakens people tend to seek nearby and cheap outdoor 

pleasures like recreational angling.33 In contrary to the above described marine tourism types recreational 

fishing does not have high added value, but provides sustainability in terms of low ecological impact and 

reduced seasonality.   

 

4.2. Artificial reef based tour package with focus on recreational fishing 
 

A proposal for a fishing holyday could target affluent seniors – recreational fishermen. They can enjoy 

with their friends or families several days fishing holiday. This topic could be combined with yachting to 

develop a comprehensive and high value-added tourism package. The trip must meet the highest standards 

– the yacht should provide all amenities, incl. comfortable cabins, professional crew and eventually 

medical personnel. Ashore the guests can relax in a comfortable high rated SPA hotel. The concept shall 

be based on one or more artificial reefs where the main fishing experience shal ltake place. The artificial 

reef can be used in its symbolic meaning – it stays solid for decades despite the rush of the waves. This 

moto can apply to the ones health, achievments, the men friendship, etc. A men company can enjoy sport 

angling even in complicated conditions, incl. in bad weather. This will enhance their connection, mutual 

trust and reliance. Cordial evenings in an ashore bar mulled with a glass of aged rum or whiskey and/or 

with a cigar can complete the travellers` experience.    

 

Low tourism profile package can include simple services as accommodation, renting a boat and required 

fishermen equipment and providing of access to the artificial reef, eventually supported by a professional 

coach. 

 

VII. Final remarks 
 
In a conclusion, it can be highlighted that the creation of artificial reefs can be designed to serve various 

purposes – for environment protection, restoration and sustainable tourism. New artificial reefs locations 

lead not only to economic opportunities but also to increased marine life. A magnet for scuba-divers and 

snorkelers become mainly artificial reefs with stunning structures. They can be paired with suitably 

deployed artificial reefs that gain larger and healthier fish or mussels population due to their placement. 

                                                 
33 https://ec.europa.eu/maritimeaffairs/sites/maritimeaffairs/files/docs/body/study-maritime-and-coastal-tourism_en.pdf 
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Special designed structures in the form of mazes could be used for scuba-diving training (technical 

diving). The increased marine population attracts recreational and sport anglers and may be used as a 

source of fresh sea food. The conditions for sustainable mooring is a driving factor for high-value added 

yachting tourism.  The artificial reefs can provide outstanding possibilities for educational activities in the 

field of marine life and water sports.  

 

The tourism packages remain popular and accessible tourism products. In times of new technologies 

invasion, boom of information and accessible transport, the tourism packages should be re-considered and 

re-aranged in order to provide more value for the end-customers. The critical success factor is fulfillment 

of tourists` needs and expectaions and granting an outstanding experience. Artificial reefs provide unique 

value proposition tools which can be used for attracting and servicing of various tourists` target groups. 

The key for a successful tourism package based on an artificial reef is the proper combination of the basic 

services around an attractive topic, the detailed planning of all activities and possible risks, as well as its 

accurate execution.   
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