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Introduction

The ALAS project of the European program Ecos-Ouverture unites four regions from Greece, Portugal, Slovenia and Bulgaria – countries with traditions in salt production, Lesvos island and municipalities of Figueira da Foz, Piran and Pomorie respectively. The main goals of the project are:
· Development of salt production by means of experience exchange, economic and marketing surveys, improvement of the organizational structures and training of salt-workers.
· Salt-works management in harmony with the ecological requirements with care to the salt-works regions – wetlands with rich flora and fauna.
· Collection and preservation of specific material and intangible culture related with salt production and on the basis of culture – development and quality rise of tourism.

The aim of the current study paper – the interregional task of the municipality of Pomorie – is to review the current state of tourism as well as to give recommendations and directions for the development of the forms of tourism suitable for the Salinas regions of the four partners of the ALAS project. The initiative for building the Salt Museum is used as a fulcrum. In the preparation of this work the national features as well as latest trends in tourism in the examined four regions are taken into consideration and attention is paid to the answers of the questionnaire, which was sent to the partners of the project.
The paper is divided into six chapters. Chapter 1 describes briefly the features of the four partner regions. Chapter 2 deals with the current state of tourism in the regions of the four partners. Chapter 3 gives a short summary of Mediterranean salinas' characteristics. Chapter 4 is dedicated to several European case studies on the utilisation of salinas as a tourist resource. Chapter 5 indicates the forms of tourism suitable for the regions, the main target groups and tourist activities. Chapter 6 examines possible future problems due to tourist activities in the regions and proper solutions for overcoming them. 
Countries are reviewed in alphabetical order: Bulgaria, Greece, Portugal and Slovenia.

2. Brief description of the four partner regions

1.5. Bulgaria 

Location: Bulgaria is situated in Southeastern Europe, bordering the Black Sea, between Romania and Turkey. The country's border countries are: Greece, The Former Yugoslav Republic of Macedonia, Romania, Yugoslavia and Turkey. The coastline is 354 km long. 

Any journey of length showcases the country's amazing variety of landforms. From the banks of the Danube, a windswept plain slopes up to the rounded summits of the Stara Planina. This east-west range runs right across the northern half of the country from the Black Sea to Serbia. Southern Bulgaria is even more mountainous. Musala Peak (2925 m) in the Rila Mountains south of Sofia is the highest mountain between the Alps and Transcaucasia, and is almost equaled by Vihren Peak (2915 m) in the Pirin Massif farther south. The Rodopi Mountains stretch east along the Greek border from Rila and Pirin, midway between the Aegean Sea and the Thracian Plain of central Bulgaria. This plain opens onto the Black Sea coast with great bays and coastal lakes at Burgas and Varna.

The climate is predominantly temperate with cold damp winters and hot dry summers. 

Current environmental issues are air pollution from industrial emissions; rivers polluted from raw sewage, heavy metals, detergents; deforestation; forest damage from air pollution and resulting acid rain; soil contamination from heavy metals from metallurgical plants and industrial wastes.

Transportation

Bulgaria has a very well developed transportation network with 4294 km in railways (2710 km electrified and 917 km double-track) and 36724 km highways (92% are paved). The waterways are 470 km. The main ports and harbors are Burgas, Nesebar (nearest to Pomorie), Lom, Ruse, Varna, and Vidin. The total number of airports is 215 of which 128 are with paved runways and 60 of them can be used for international flights. There is only 1 heliport.

Attractions

Sofia – capital of Bulgaria

Sofia's city center is an eclectic mix of architectural styles, largely rebuilt after WWII bombings and complete with a yellow-brick boulevard. The city's compactness and diversity make it a great place to get your bearings before heading off to discover the real Bulgaria.
Rila Mountains

The majestic Rila Mountains south of Sofia are the place to go hiking. The classic trip across the mountains to Rila Monastery can start at the ski resort of Borovets and climb Musala Peak (2925 m), the highest mountain in the Balkan Peninsula, on the way to the Rila monastery. Nestling in a narrow valley 119 km (74 mi) south of Sofia, Rila Monastery, helped to keep Bulgarian culture alive during the long dark age of Turkish rule from the 15th to the 19th centuries. The monastery was founded by Ivan Rilski in 927 and served as a retreat for hermits; it was moved 3 km (2 mi) to its present location in 1335. The clock tower beside the church is all that remains from this period. In 1833, a fire destroyed the monastery, but it was soon rebuilt on a grand scale in the National Revival style. The magnificent church, with its three great domes, is lined with 1200 frescoes depicting donors and biblical figures. There's also a gilded iconostasis depicting 36 biblical scenes. The museums here house religious art and artefacts as well as folk costumes and household implements. A couple of kilometers into the forest is the cave where Ivan Rilski lived and where he is now buried. 
Culture and events

Public holidays include New Year (1 and 2 January), Liberation Day (3 March), Cyrillic Alphabet Day (24 May) and Christmas (25 and 26 December). Bulgarians observe a number of traditional customs. Trifon Zarezan on 14 February is the ancient festival of the wine growers. Vines are pruned and sprinkled with wine to ensure a bounteous harvest. On 1 March Bulgarians give one another martenitsi, red and white tasseled threads which are worn for health and happiness at the coming of spring. When wearers see their first stork of the season, the martenitsa is tied to the nearest tree.
At the Koprivshtitsa International Folk Festival, which is held every five years, some 4000 finalists compete for awards. There is a biennial festival in Pernik at which participants, wearing traditional masks and costumes, perform ancient dances to drive away evil spirits and ask the good spirits for a plentiful harvest.
Kukeri is another spring festival, most avidly celebrated in the Rodopi Mountains. The Festival of Roses is celebrated with folk songs and dances at Kazanluk and Karlovo on the first Sunday in June.
An ancient Greek myth ascribes a Thracian origin to Orpheus and the Muses, a heritage which Bulgaria's singers still take very seriously. Orthodox religious chants convey the mysticism of regional fables and legends, whereas the spontaneous folk songs and dances of the villages meld classical origins with a strong Turkish influence. International interest in Bulgarian vocal music was ignited by groups such as Le Mystere des Voix Bulgaires, who have taken Bulgaria's polyphonic female choir singing to a world audience.

Activities

Skiing is well-established in Bulgaria, with the season running from December to April. Mt Vitosha, on the southern outskirts of Sofia, is the most accessible of Bulgaria's ski areas; but the largest resort is at Borovets, 70 km (43 mi) south of Sofia, which has the highest mountains in the Balkans as a backdrop. Pamporovo in the Rodopi Mountains is popular with package tourists and

Bansko in the Pirin Mountains is Bulgaria's least commercialised ski resort. Mountain climbing is also feasible. There are less strenuous hiking and caving possibilities in the Stara Planina range and in the Rodopi Mountains. Waterspouts and horseriding are also popular leisure activities among Bulgarians.

Cuisine

Bulgarians fill up on meals of meat, potatoes and beans, crisped up with salads, and tossed back with dangerous liquor usually rakia or mastika. Breakfast is a bread-based snack on the run. Lunch is the main meal of the day. Dinner appears late at night. The best places to look out for are mehanas, tavern-style traditional restaurants, usually very cheap, and serving traditional Bulgarian food until late.

Tourism season

Spring (April to mid-June) is a good time to visit, with mild and pleasant weather and a host of cultural events taking place. Summer (mid-June to September) has reliable weather, perfect for hiking and outdoor festivals. The coast is virtually deserted from mid-September to mid-May. The ski season begins in mid-December and can last until April.

Pomorie

The town of Pomorie is situated on a picturesque peninsula where the specific climate and curable conditions provide a long-lasting holiday season all the year round. The winter is mild, the autumn – long and warm, and the summer is sunny but gently breezy.

The average annual temperature in Pomorie is 12.9ºC. The average January temperature is 2.6ºC, and the average July temperature is 23.6ºC. Autumn is the rainiest season of the year. Winds are strongest in winter and weaker in spring and summer with prevailing direction from North, Northeast and Northwest with an average annual velocity of 2.7 m/sec. Snowfall duration is about 10 – 15 days in winter. The average number of foggy days during the year is 19. The atmospheric pressure is relatively high – 761 mm average annual. The average annual absolute humidity is 9.7 mm and the relative humidity is 76%. All this data defines the climate of Pomorie as sea climate favorable for the development of recreation, agriculture and forest vegetation. At Pomorie Lake there are excellent conditions for mud therapy and balnaelogical recreation as well.

The beach is covered with fine sand, the seashore is slightly sloping and the sea temperature is 24ºC, and all this helps bathing till late summer. The beaches of Pomorie municipality are 268000 sq. km offering 33500 bathing places. The only environmental risk here is the landslides, which may get activated as a result of particularly strong or abundant rainfalls.

If you want to visit interesting places in the town of Burgas or Nessebar, or the Sunny beach resort (just 18 km away) you can use convenient transport. The perfect location of the town and its wonderful nature has made it an attractive center for holiday, sport and health recreation. Until 1989 when the democratic changes in Bulgaria began, Pomorie was visited annually by 60000 tourists its own population numbering about 14 – 15000.

Anchialo (the name of Pomorie up to 1934) is one of the first Greek colonies (VI – V B.C.) and has a rich history with periods of rapid cultural and economic progress as well as years of tragic probations. Many cultural monuments preserve the ancient spirit of the town – the Thracian tomb, the Wooden town, the Christian church, the Monastery "St. George", the Salts Reserve etc. The town of Pomorie combines today in unique way the past and the present of its historical and cultural treasures.

You can have fun in Pomorie during the whole year – there are:

· The Carnival for chasing away the evil ghosts in the beginning of Easter;

· The 6th of May – the Day of the town – St. George's Day;

· Week of the sea – in the beginning of August (this year 4 – 11.08.2002). There is a rich program with many concerts and theater performances, parades, children's competitions etc.

· Yavorov's days (usually in July) – hey are dedicated to the creative work of the great Bulgarian poet Peyo Yavorov, who has lived and written his most beautiful poems in Pomorie (this year 18 – 20.07.2002). There is a rich cultural program including poetic recitals, concerts, exhibitions etc. 

Pomorie enjoys a rich and vibrant cultural life all the year round with its 2 education and cultural centers, a theater group, a children theater group, 2 choirs, 2 museums etc.

There are no polluting industries in or around Pomorie. The noise pollution is also within norms. The main economic activities here are tourism, agriculture – grapes, fruits, vegetables, wheat, tobacco, and wine production. Among the most famous white wines produced here are Pamid, Dimyat, Muskat, Ugni Blanc and some of the best red wines are Cabernet Sauvignon and Merlot. Pomorie is also famous for its salt production.

The unique natural product – the firth mud which has been formed thousands of years ago at the bottom of Pomorie lake and its combination with the sea water and sea climate, together with the modern medical facilities and the highly qualified medical staff make Pomorie an attractive place also for medical treatment and whole-year-round recreation for thousands of visitors with various health problems – locomotory, nervous, reproductive, skin, respiratory etc. 

Thanks to its preserved nature and ecological conditions Pomorie is awarded the International Blue Flag Award.

Near Pomorie is Pomorie Lake (760.83 ha) – a natural very salty lagoon which is a part of Bulgarian humid zones with specific flora and fauna. In 2001 it was declared a protected area of national and international importance hosting 63 endangered species of birds. The lake's extremely high salinity provides conditions for unique and rare plants and animals attracting many visitors. 

There are two more protected areas in Pomorie municipality:

· A 2 ha area near the village of Goritsa with marsh snowdrops

· A 20 ha woods area near the village of Galabets.

Attractions near Pomorie: Nesebar

In 510 BC the Greeks founded Nesebar, ancient Mesembria, on the site of a Thracian settlement. It was once of great importance to Byzantium as a trading town, although many of the 40 churches built in Nesebar during the 5th and 6th centuries are now in ruin. Nesebar ceased to be an active trading post in the 18th century and today lives mostly from fishing and tourism. The town sits on a small rocky peninsula connected to the mainland by a narrow isthmus. Remnants of the 2nd-century city walls rise above the bus stop, and stone and timber houses line winding, cobbled streets.

1.6. Greece

Location: Greece is situated in Southern Europe, bordering the Aegean Sea, Ionian Sea, and the Mediterranean Sea, between Albania, Bulgaria, the Former Yugoslav Republic of Macedonia and Turkey. The coastline is 13676 km long. 

Greece has a temperate climate with mild wet winters and hot dry summers. Winter temperatures can be severe in the mountains, and even Athens can get viciously cold. Maximum temperatures on the islands hover around 30°C (87°F) in summer, but the heat is often tempered by the northerly wind known as the meltemi.
Greece is endowed with a spectacular richness of flora – over 6000 species, some of which occur nowhere else, including more than 100 varieties of orchids. 

Current environmental issues are air pollution and water pollution from industrial emissions; deforestation; forest damage from air pollution and resulting acid rain.

Transportation

Greece has 16 international airports and has air links to every major city in Europe. Olympic Airways operates flights between many cities and islands at about three times the ferry fare. There are 2 heliports. Buses (117000 km highways of which 92% paved) are the most popular form of public transport as the train system is limited (2571 km) and confined to the mainland. People do cycle in Greece, but you'll need strong leg muscles to tackle the mountainous terrain. An extensive ferry network connects the mainland and islands. The main ports and harbors are Alexadropoulis, Elefsis, Irakleion (Crete), Kavala, Kerkyra, Chalkis, Igoumenitsa, Lavrion, Patrai, Peiraiefs (Piraeus), Thessaloniki, and Volos. 

Attractions:
Athens

Athens ranks with Rome and Jerusalem for its glorious past, yet few fall in love with the modern city. Athens is a curious blend of east and west; its raucous street vendors and colorful markets are reminiscent of Turkish bazaars, while crumbling neoclassical mansions hark back to the city's brief heyday as the 'Paris of the Mediterranean'.
The Acropolis, crowned by the Parthenon, stands sentinel over Athens and is visible from almost everywhere in the city. Beside the Parthenon, which is unsurpassed in its grace and harmony, is the Erechtheion, immediately recognisable for its much-photographed Caryatids, the six maidens who take the place of columns. The Ancient Theatre of Dionysos, where every Athenian citizen took their turn in the chorus of Greek tragedies, is on the southern slope of the Acropolis.
Other attractions include the National Archaeological Museum, which houses magnificent gold artefacts from Mycenae and spectacular Minoan frescoes from Santorini (Thira), among other exquisite objects and antiquities; and the Goulandris Museum of Cycladic & Ancient Greek Art, with a collection of the elegant marble figurines that inspired the likes of Modigliani, Brancusi and Picasso.
Packed into its northeastern corner of the Peloponnese, Greece's southern peninsula are the ancient sites of Epidaurus, Corinth and Mycenae. Other attractions in the region include ancient Olympia, the World Heritage monasteries of Meteora, in theprovince of Thessaly, which are one of the most extraordinary sights in mainland Greece. 
Many attractions are to be found on the numerous islands of Greece – Myconos and Santorini (Thira) of the Cyclades group, Crete (the largest Greek island) with the palace of Knossos, Rhodes from the Dodecanese group and Corfu of the Ionian island group with its beguiling landscape of vibrant wildflowers and slender cypress trees rising out of shimmering olive groves, is considered by many to be the most beautiful of the Greek islands.
Northeastern Aegean Islands
There are seven major islands in the northeastern group: Samos, Chios, Ikaria, Lesvos, Limnos, Samothraki and Thasos. Huge distances separate them, so island hopping is not as easy as it is within the Cyclades and Dodecanese. Most of these islands are large and have very distinctive characters. Samos, the birthplace of philosopher and mathematician Pythagoras, is lush and humid with mountains skirted by pine, sycamore and oak-forested hills. Egg-shaped Samothraki has dramatic natural attributes, culminating in the mighty peak of Mt. Fengari (1611 m) which looms over valleys of massive gnarled oak and plane trees, thick forests of olive trees and damp dark glades where waterfalls plunge into deep icy pools. 

There are 2 to 3 big and well-known monasteries on Lesvos, several museum collections (archaelogical and art in Mytilini, geological in Vrissa, a future olive museum in Assomatos), some thermal baths, archeological sites in Archaia Pyrra etc. There are many historical and cultural sites around the island but no one very well known to attract tourists apart from The Petrified Forest in Sigri, which is known not only at national but also at international level.

Culture and events

The Greek year is a succession of festivals and events, some of which are religious, some cultural, others an excuse for a good feast. Gynaikratia on 8 January is a day of role reversal in villages in northern Greece. Women spend the day in kafeneia (cafes) and other social centers where men usually congregate, while the men stay at home to do housework. The Greek carnival season runs through February-March over the three weeks before the beginning of Lent, and features fancy dress, feasting, traditional dancing and general merrymaking. Easter is the most significant festival in Greece, with candle-lit processions, feasting and fireworks displays. Emphasis is placed on the Resurrection rather than on the Crucifixion, so it is a joyous occasion. There are numerous summer festivals across the country, the most famous being the Hellenic Festival (mid-June to late September), which hosts drama and music in ancient theatres.
Activities
Greece's mountainous terrain is perfect for trekking. The countryside is crisscrossed with donkey and goat tracks, and Byzantine cobbled paths link most villages. Although some of the alpine trails are a tad overgrown, most of the popular routes are well maintained. The forested Pindos mountains of Epiros, the Peloponnese and the southwest of Crete are the among the best areas for trekking. The meltemi and the lakelike surface of the Aegean provide perfect conditions for windsurfing, which is the most popular water sport in Greece. Although snorkeling is encouraged and well worthwhile anywhere along the coast, scuba diving is strictly forbidden, unless under the auspices of a diving school, so those underwater antiquities are protected from pilferers.
Greece is one of the cheapest places in Europe to go skiing and has around 20 resorts, which provide a pleasant alternative to the glitz of the Alps. The most developed resort is on Mt Parnassos near Delphi.
Birdwatching is popular on many islands including Lesvos.

Cuisine

Much of Greece's culinary heritage can be sourced to the 400 years of Turkish rule, particularly appetisers such as tzatziki (cucumber and yoghurt dip) and octopus pickled in lemon juice and olive oil. Cheap snacks such as souvlaki (skewered, grilled meat in pita bread) and spanakopita (spinach and cheese pie) are easy to find. Popular main dishes include mousakas (eggplant baked with minced meat and bechamel sauce), stuffed tomatoes, and freshly grilled seafood. The mainstay of the Greek diet is the ubiquitous horiatiki salata (country salad), consisting of cucumber, tomatoes, onions, feta cheese and olives. Greek yoghurt, more like sour cream than the thin sharp-tasting version available in most countries, is delicious and sold everywhere. Typical Greek drinks include ouzo, tsipouro and raki.
Lesvos is known for its quality foodproducts. The island is a member of a French inspired network of gastronomical sites. The main attractions are: Olive oil, sheep cheese stored in olive oil, ouzo (more than 10 distilleries), sardines from the Bay of Kalloni and a bivalve from the same Bay.

Tourism season

Spring and autumn are the best times to visit Greece. Conditions are perfect between Easter and mid-June – the weather is pleasantly warm in most places, but not too hot; beaches and ancient sites are relatively uncrowned; public transport operates on close to full schedules; and accommodation is cheaper and easier to find than in the mid-June to end of August high season. Conditions are once more ideal from the end of August until mid-October as the season winds down. Winter is pretty much a dead loss outside the major cities as most of the tourist infrastructure goes into hibernation from the middle of October till the beginning of April. This is slowly changing, however; on the most touristy islands, a few restaurants, hotels and bars remain open year-round.
The tourist season in Lesvos is mainly in late spring, summer and early autumn (May to September) but you can meet tourists in low numbers all year round. 

1.7. Portugal

Location: Portugal is situated in Southwestern Europe, bordering the North Atlantic Ocean, west of Spain. The coastline is 1793 km long. Portugal includes the Azores and Madeira Islands as well.

Most of the area surrounding Figueira da Foz is below 100 m high. There are some hills to the north of the town (Serra da Boa-Viagem) so the coast has some cliffs in that area. However most of the coast lines morphology are sand-dunes.
Portugal's climate is maritime temperate, cool and rainy in north, warmer and drier in south. The country is generally warm from April to October, though somewhat less so in the north, while the southern region of Algarve can experience uncomfortably hot temperatures in midsummer. 
The climate in the area of Figueira da Foz is moderate of an Atlantic type, with few rains in summer.
Figueira is in the estuary of the Mondego River, one of the most important Portuguese rivers. The region's vegetation and fauna are characterized mainly by saltmarshes, sand-dune vegetation, pine woods, and scrubs. The Mondego basin has a good population of otter Lutra lutra. On the salinas there are some wader breeding populations, namely black-winged stilt Himantopus himantopus, and kentish plover Charadrius alexandrinus.
Environmental protection
In the region (Baixo Mondego) there is a Natura 2000 site "Paul de Arzila" PTCON0005. This site is also a Nature Reserve under the national legislation. This area is a wetland (a freshwater marsh).

In the area of Figueira Municipality there is another Nature 2000 site: Dunas de Mira, Gândara e Gafanhas PTCON0055. It is a coastal area of sand dunes and pinewoods.

The estuary and the salinas are not in the framework of any legal protection concerning protected areas, however all the areas that are between the tidal and flowed influence are considered as "national ecological reserve", a general law that doesn't allow any type of works or changes in these areas, unless you have special permits for that. 

Current environmental issues include soil erosion; air pollution caused by industrial and vehicle emissions; water pollution, especially in coastal areas.

The population of Figueira da Foz is about 62620 (1999). People work mainly in the rice fields and in wine production (in Bairrada area – one of the best Portuguese wine regions). Nowadays there are between 60 – 80 persons working in the salinas (but not permanently).

Transportation

Portugal has a very well developed transportation network with 2850 km in railways (623 km electrified and 426 km double-track) and 68732 km highways (86% are paved). The waterways are 820 km. The main ports and harbors are Aveiro, Funchal (Madeira Islands), Horta (Azores), Leixoes, Lisbon, Porto, Ponta delgada (Azores), Praia da Vitoria (Azores), Setubal, Viana do Castelo. The total number of airports is 66 of which 40 are with paved runways and about 35 of them can be used for international flights. 

Through Figueira da Foz pass the major routes N/S (N 111, N109, A14, IP3). It doesn't have ferryboats or airports. There is one sport marine.

Attractions: Lisbon (Lisboa), the country's capital, stands breezily on the banks of the Rio Tejo. The city's low skyline, unpretentious atmosphere and pleasant blend of architectural styles conspire to make it a favourite with many visitors. A clear choice for Lisbon's finest attraction is the Mosteiro dos Jerуnimos – a remnant of Manueline architecture. Lisbon has a number of attractive museums, including the Museu Nacional do Azulejo, which contains superb displays of decorative tiles; the Museu Nacional de Arte Antiga, which houses the national collection of works by Portuguese painters; and the immense Museu Calouste Gulbenkian, considered the finest museum in Portugal, with exhibits of paintings, sculptures, carpets, coins and ceramics from around the world.
Attractions near Figueira da Foz: Coimbra – Portugal's old capital

The town, famous for its University, being one of the oldest in the world (founded in 1290 in Lisboa and moved here in 1307) is no longer a king's capital but a "capital of students and poets". Other names for the town are "The Athens of Portugal" and "The Town of Roses". Its houses are situated on a picturesque amphitheatrical slope along the Montegue River very much like the houses of Bulgarian Veliko Turnovo. Coimbra was capital of the state in the period 1134 – 1256. More than 10000 students live and work here in 15 students' republics. The town is adorned by ancient monasteries, cathedrals and churches. Coimbra's rich botanical garden features the luxurious abundance of Portuguese flora. A special landmark is the miniature town in which the most famous Portuguese buildings are presented. Worth visiting are the Montemor-o-Velho castle and Conimbriga (Roman ruins).

Culture

Portugal's architecture is renowned for its Moorish and surrealist flourishes, culminating in the development during the 16th century of the Manueline style characterised by the extravagant use of twists, turns, spirals and nautical themes for decoration. The nation's best-known musical form is the melancholic fado (songs believed to have originated from the pinings of 16th-century sailors), while traditional folk dancing remains popular in rural towns. The most striking craft is the making of decorative tiles known as azulejos, a technique the Portuguese learnt from the Moors. Portugal's rich literary tradition also has its origins in the 16th century.
Portugal abounds with romarias (religious pilgrimages), festas (festivals) and feiras (fairs) which bring whole towns to a standstill. At the core of many are religious processions. The further north you go, the more traditional and less touristy these celebrations get. Carnaval is one of the biggest events, featuring partying, parading and painted faces about six weeks before Easter. There are vast and colorful processions during Braga's Easter or Holy Week Festival. The Festa de Sгo Joгo in June is biggest in Porto where everyone dances through the streets, amicably hitting each other over the head with leeks. The Feira de Sгo Martinho (Golegг, November) showcases all manners of horses, riding contests and bullfights.
There is a rich and diverse architectural and cultural heritage in Figueira da Foz: the Sotto Mayor Palace, the Maiorca Palace, the St. Catherine’s Fortress, the Quinta das Olaias estate, the Eng. Silva Castle and the Santos Rocha Museum, only to name some examples. Ancient crafts like fishing, handicraft, rice growing or salt extraction is still alive in Figueira daily life. Most popular handicrafts are nautical knots and boat miniatures.

Activities
Water sports such as swimming, snorkeling, windsurfing and big-game fishing are popular along the Algarve Coast, while surfing is big along the west coast. With advance notice, organisations can also provide a weekend of canyoning and hydrospeed near Porto. Southern Portugal is dense with championship-standard golf courses. Other activities include mountain biking, hiking and pony trekking in the Serra da Estrela and Peneda-Gerкs regions.
Main activities in Figueira da Foz are: Cultural Agenda, Carnival, Town Feasts – St. John, Summer Animation, Summer Concerts and the New Year Show.

Cuisine

Portuguese food is cheap, delicious and served in gut-expanding portions. Classic Portuguese meals include sardinhas assadas (charcoal-grilled sardines), pasties de bacalhau (cod fishcakes) and caldo verde (a soup of cabbage and potatoes). Seafood dishes such as linguado grelhado (grilled sole) and bife de atm (tuna steak) are appetising staples. Meals can be washed down with Portugal's good-quality wines (vinhos) or port – the drink synonymous with Portugal.
Figueira is near one of the most famous Portuguese wine regions: Bairrada. For food tourists prefer fish dishes that include grill sardines, and of course the codfish – bacalhau; Chouriço de Quiaios (smoked pork sausage), Bolo das Alhadas, e Brisas da Figueira (sweet cakes). Other local dishes are:

Appetizers: disguised codfish (raw), flaked cod in batter, breaded codfish tongues, boiled periwinkles, baked Quiaios sausage, breaded tripe, capt. João de Deus omelete, dried octopus, dried skate

Shellfish: whelks with chick peas, grilled stone crab, fried crawfish, boiled barnacles, fisherman’s crab

Fish: cusk, king mackerel rice, sardine rice, crampfish rice, dried cod heads, grilled cape horse mackerel, conger eel with green peas, Vila Verde eels, pout with lemon, sole in wine sauce

Meat: baby pigeons braised with onion, stewed duck, chicken with green peas, charcoal grilled pork fillets, pork or beef sirloin with cranberry jelly

Sweets: vermicelli, blood cakes, Figueira breezes, Figueira maize cakes, golden slices, moado mush

Tourism season

The ski season is from January to March but February is best. Peak tourist season is roughly from mid-June to September, except in the Algarve where it really only quiets down in the dead of winter. Carnaval and Easter are two holidays celebrated with gusto all over the country and are worth going out of your way for.
1.8. Slovenia 

Location: Slovenia is situated in Southeastern Europe, eastern Alps bordering the Adriatic Sea, between Austria, Italy, Hungary and Croatia. The coastline is 46.6 km long. 

The country is home to 2900 plant species and many are unique to Slovenia. Slovenia's climate varies from Mediterranean on the coast to continental climate with mild to hot summers and cold winters in the plateaus and valleys to the east. The Adriatic coast and much of the Primorska (westernmost) province have a Mediterranean climate with warm, sunny days and mild winters. Current environmental issues are: Sava River polluted with domestic and industrial waste; pollution of coastal waters with heavy metals and toxic chemicals; forest damage near Koper from air pollution (originating at metallurgical and chemical plants) and resulting acid rain.

Transportation

Slovenia has a very well developed transportation network with 1201 km in railways (489 km electrified) and 19586 km highways (90.6% are paved). Main ports and harbors are Izola, Koper and Piran. The total number of airports is 14 of which 6 are with paved runways and half of them can be used for international flights. 

Attractions 

Little Slovenia (Slovenija) straddles Eastern and Western Europe. Many of its cities and towns bear the imprint of the Habsburg Empire and the Venetian Republic, while up in the Julian Alps you'd almost think you were in Bavaria. 
Ljubljana is a smaller Prague without the hordes of tourists. By far Slovenia's largest and most populous city, it feels like a clean, green, self-contented town rather than an industrious municipality of national importance. Most of the city's sights are along the banks of the Ljubljana River. More museums occupy the Old Town, which also features cafes, baroque churches and quaint bridges hidden in its maze of narrow streets.
There are several bustling beach towns along Slovenia's short Adriatic coast. Italianised Koper, only 21 km (13 mi) south of Trieste, Italy, was the capital of Istria under the Venetian Republic in the 15th and 16th centuries. The Old Town's medieval flavour lingers despite the surrounding industry, container ports and superhighways. 
Pretty Piran with amillenium long history is a gem of Venetian Gothic architecture with narrow streets, which tend to be a mob scene at the height of summer. Its name derives from "pyr" – the Greek word for fire – referring to fires lit at Punta, the very tip of the peninsula, to guide ships to the port at Koper. Piran's long history dates back to the ancient Greeks, and well-preserved remnants of the medieval town walls still protect it to the east. The Maritime Museum, in a 17th century harbourside palace, has compelling exhibits on seafaring and salt-making, which have been important to Piran's development over the centuries. The nicest beach along the coast is nearby at Fiesa. From its clean sands and boat-restricted waters you can see Trieste's Miramare Castle. Piran is 17 km (10.5 mi) southwest of Koper, which in turn is 163 km (101 mi) southwest of Ljubljana. Bus service to both towns is frequent from Ljubljana and Trieste; buses also conveniently link all the coastal towns. A train also links Koper to Ljubljana. 
Other attractions include the thermal baths, possibilities for trips to Venice by fast boat, Cave of Postojna by bus, a visit to saltworks by small boat, panoramic flights etc.

Culture

Since WWII, many Slovenian folk traditions have been lost, but compilations by the trio Trutamora Slovenica go back to the roots of Slovenian folk music. Popular music runs the gamut, but it was punk in the late 1970s and early 1980s that grabbed straitlaced Slovenia by the collar and shook it up. Postmodernist painting and sculpture has been dominated since the 1980s by the multimedia group Neue Slowenische Kunst (NSK) and the five-member anonymous artists' cooperative IRWIN. Many notable buildings and public squares in Slovenia were designed by architect Joze Plecnik (1872 – 1957), whose image adorns the 500 SIT note. 
The International Summer Festival is the nation's premier cultural celebration, featuring music, theatre and dance performances in Ljubljana and Bled during the months of July and August. Maribor's Lent Festival, in late June or early July, celebrates foklore, culture and music. The Cows' Ball (Kravji Bal) in Bohinj is a kitschy weekend of eating, drinking and folk dancing in mid-September to mark the return of the cows to the valleys from their high pastures. January and March bring ski competitions – the January Women's World Cup Slalom and Giant Slalom Competition is one of the major ski events for women, held on the slopes southwest of Maribor. In March, the Ski Jumping World Championships host three days of high flying in Planica. In between the two, there's a rite of spring called Kurentovanje, held every February for 10 days up to Shrove Tuesday. This is the most popular Mardi Gras celebration in Slovenia; most of the festivities are centered in and around Ptuj. 
Activities

Skiing is by far the most popular sport in Slovenia, and every fourth Slovene is an active skier. There are well-equipped ski resorts in the Julian Alps, especially at Vogel, which has impressive ski runs overlooking the Bohinj Valley. The ski season lasts from December to March. Hiking is almost as popular as skiing. There are 7000 km (4340 mi) of marked hiking trails and 165 mountain huts – which is quite considerable for such a small country. The full grandeur of the Julian Alps can be experienced in Triglav National Park at Bohinj. Veteran mountaineers should tramp the Slovenian Alpine Trail, which crosses all the highest peaks in the country. 
There's excellent rough and tumble white-water rafting on the Soca River; the town of Bovec makes a good starting point. The uncrowned roads around Bled, Bohinj and Otocec beg to be bicycled. 
Cuisine

Slovenian cuisine, which traditionally relies heavily on venison and fish, is heavily influenced by that of its neighbours. From Austria, it's klobasa (sausage), zavitek (strudel) and Dunajski zrezek (Wiener schnitzel). Njoki (potato dumplings), rizota (risotto) and the ravioli-like zlikrofi are Italian. Hungary has contributed golaz (goulash) and paprikas (chicken or beef stew). And then there's an old Balkan standby, burek, a greasy layered cheese, meat or even apple pie served at takeaway places. There are many types of dumplings; cheese ones called struklji are the most popular. Traditional dishes are best tried at an inn (gostilna). Slovenia produces some noticeable red and white wines, a strong brandy called zganje and Union and Zlatorog brand beers, which are very popular. Slovenia has been making wine since the time of the Romans, and it now produces many high quality varieties. The country has 14 distinct wine-growing areas, but two of the most important for white wine are just outside the town of Ptuj: the Haloze Hills and the Jeruzalem-Ljutomer districts. From Ptuj, the vineyards are accessible on foot, by car or by bicycle.
The well known wines in the region of Piran are “refošk” – red wine and “malvazija” – white wine. The guests prefer the Mediterranean kitchen with plenty of fish and other seafood, olive oil, vegetables and regional wine.
Tourism season

September is an excellent month to visit because it's the best time for hiking and climbing, and the summer crowds have vanished. December to March is high-time for skiers, while spring is a good time to be in the lowlands and valleys because everything's in blossom. July and August are the months, when there are lots more tourists, especially on the coast. 

3. Present tourism development in the four partner regions – official statistics and expert evaluation
3.1. Overview of the tourist development in the four regions

Tourism activities play an important role in the national economy of the four countries included in the ALAS project. Bellow you will find a short summary of the latest figures and trends in each country.

3.1.1. Bulgaria
International tourism is the most important export branch of Bulgarian’s economy. In the last two years the revenues from tourism activities exceed 1 Milliard US$ (according to the Bulgarian National Bank). In 2001 the expectations are for 1.25 – 1.3 Milliard US$ (see B: Revenues from international tourism). According to preliminary statistics these revenues form 15% – 16% from the national export of goods and services.

The most developed form of tourism is the summer recreational tourism in the many resorts along the Bulgarian Black Sea coast. According to the latest statistics of the Bulgarian Ministry of Economy, around 65 – 70% from the accommodation capacity is situated on the Bulgarian seacoast. Taken this into account, the Salt Museum in Pomorie and the development of alternative forms of tourism, will be a good opportunity to attract qualitative tourists in the summer season and to load up the hotel basis in the out of season.
Figure 1. Revenues from international tourism
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Source: National Statistics Institute

http://www.mi.government.bg/tourism/pol.htm (4.02.2002)
In Pomorie the tourist season starts in May and lasts until October with maximum number of tourists in July and in August. Although the resort is famous for its balnaelogical resources attracting over 60000 visitors per season in the past, nowadays about 14000 tourists per year (2001) visit Pomorie. More than half of them (8000) is Bulgarians. Most numerous among the foreign visitors (6000) are Slovaks, Russians, Poles, Germans and Englishmen. The number of the registered overnights is 126 000 which means that the average stay is a bit more then 9 nights per visitor (9.2). Foreign tourists stay longer (10 nights) than Bulgarians (9 nights).

Table 1. Arrivals of foreign tourists by citizenship 2001 (January – December incl.)
No
Country
Tourism
2001/2000, %
No
Country
Tourism
2001/2000, %

1
MACEDONIA
643 106
-2,32
16
FRANCE
27 305
+27,50 

2
GERMANY
374 323
+42,31
17
AUSTRIA
27 253
+225,14 

3
FR YUGOSLAVIA*
359 467
+64,59
18
USA
25 560
+21,89 

4
GREECE
344 677
+7,16 
19
BELGIUM
24 946
+42,56 

5
ROMANIA
227 286
+11,43 
20
DENMARK
19 372
+28,85 

6
RUSSIA
130 886
+23,92 
21
ITALY
17 318
+5,46 

7
UKRAIN
70 168
+18,37 
22
NETHERLANDS
15 422
+8,66 

8
GREAT BRITTAIN
69 202
+33,15 
23
BELARUSSIA
15 386
-1,55 

9
ISRAEL
50 368
+62,95 
24
NORWAY
10 485
+4,01 

10
SWEDEN
48 070
+20,18 
25
HUNGARY
6 818
+28,25 

11
TURKEY
44 243
-53,70 
26
SWITZERLAND
6 147
+43,96 

12
CHECH REPUBLIC
36 986
+27,57 
27
GRUZIA
5 774
-10,22 

13
POLAND
31 492
+66,03 
28
IRELAND
5 201
+34,78 

14
SLOVAK REPUBLIC
30 999
+65,43 
29
MOLDOVA
5 091
-37,51 

15
FINLAND
29 178
+51,38 
30
SPAIN
4 681
+15,69 


TOTAL
2 755 717
+17,06

Source: National Statistics Institute

http://www.mi.government.bg/tourism/pol.html (4.02.2002)
Pomorie has a considerable tourist super- and infrastructure. About 90% of all private houses are offered as tourist accommodation – which is about 2500 beds, most of them in the "2 stars" category. There are some 300 beds in hotels and pensions and another 180 beds in bungalows and holiday homes. 

The town itself (without the neighboring villages) has 2300 sitting places in 41 restaurants, 2 300 places in 68 cafes and 34 fast-food establishments.

In Pomorie municipality operate about 31 touroperators and travel agencies, most of them local. The revenues from all tourist activities in the municipal budget are increasing every year – 118 thousand leva in 2000 and 188 thousand leva in 2001. This shows an increase of tourism generated income in the municipal budget from 4.14% in 2000 to 5.34% in 2001. The municipality expects these sums to double in the following years. The number of private tourist establishment has risen from 30 in 1996 to about 80 in 2001. In the municipality strategy for its development till 2006 tourism takes the first place as a structural determinant in the municipality economy.

A local Tourism Council has been established with about 30 members. There is a functioning Tourism Information Center subsidized by Pomorie municipality. It should be pointed out that the municipality supports all tourism activities and invests considerable sums in improving and developing the local tourist and general infrastructure. So far the Tourism Council has limited its activities to the publication of some promoting materials about Pomorie which was again paid for by the municipality. Some tourist companies are members of the Burgas Regional Tourist Association and 3 of the local touroperators are members of the Bulgarian Association of Travel Agents (BATA).
The strengths in tourism development in Pomorie, which will play a considerable role in the future as well, are:

· Excellent natural and climatic conditions for sun, sea and firth mud recreation;
· Availability of an international airport (Burgas) only 8 km away from the town;
· Availability of an international railway station (Burgas) only 22 km away from the town;
· Lack of industrial pollutants in the area
· Established (1998) a cleaning installation for waste waters;
· Well developed agriculture oriented towards the support of tourism development and activities
· Considerable development of more luxurious and numerous tourism establishments meeting the ever increasing (both in quality and in quantity) tourist demand
There are also some weaknesses and problems to be overcome in Pomorie tourism development such as:

· Comparatively poor diversity and low quality of some of the offered tourist services, attractions and activities;

· Low development of alternative tourism types as agrotourism, hunting tourism, eco-tourism, fishing tourism, tourist routes and paths etc.;
· Comparatively weak developed technical infrastructure and landscape design of the resorts;
· Low professional qualification; 
· Existence of some illegal tourism businesses (unlicensed companies and establishments);
· Insufficient utilization of the opportunities offered by the existing Tourist Information Center

Tourism in Pomorie is considered the main priority in the overall municipality development and there is no doubt that it will grow in the future with all the existing excellent conditions for that.

2.1.3. Greece
Greece comes in the 15th place in the world classification of tourist destinations, receiving 12164088 tourists in 1999 (Source: National Statistical Service of Greece). The major part (93.2%) comes from Europe and 70.2% from the EU. The estimated number of foreign tourist arrivals in 2000 is 12,5 millions.
The accommodation capacity of the 8100 hotels is 592400 beds (January 2000). Another 450000 beds are provided by some 28000 secondary accommodation establishments. There are also 331 camping sites with 30643 pitches and 949 bungalows.
Tourism contribution to the GDP is estimated up to 7%. The tourism receipts in 2000 were 9221 millions USD (+5% increase). One of the most developed forms of tourism is the summer recreational tourism. 
In Tables 2 and 3 you will find some statistics for the current situation of the tourism in Greece.

Table 2. Arrivals of foreign tourists at frontiers by citizenship

January - June

January - June

Country
Year
Variation
Country
Year
Variation


1999
2000
00/99

1999
2000
00/99

ALBANIA
361 360
319 143
-11,68%
TOTAL E.U.
1 725 165
1 824 748
5,77%

AUSTRIA
286 519
265 857
-7,21%
TOTAL EUROPE
6 142 710
6 548 924
6,61%

BELGIUM - LUXEMBOURG
190 518
185 566
-2,60%
JAPAN
51 897
44 303
-14,63%

BULGARIA
118 990
134 349
12,91%
ISRAEL
85 807
62 264
-27,44%

FRANCE
338 881
356 724
5,27%
LEBANON - SYRIA
9 394
10 885
15,87%

GERMANY
1 337 649
1 294 170
-3,25%
TURKEY
35 302
64 650
83,13%

YUGOSLAVIA
28 938
93 497
223,09%
IRAN
2 233
1 878
-15,90%

FYROM
55 309
122 024
120,62%
OTHER MIDDLE EAST
4 271
6 806
59,35%

DENMARK
194 207
194 881
0,35%
OTHER ASIAN
51 071
48 830
-4,39%

SWITZERLAND
160 441
168 299
4,90%
TOTAL ASIA
239 975
239 616
-0,15%

UN. KINGDOM
1 261 748
1 433 622
13,62%
EGYPT - SUDAN
14 051
19 712
40,29%

IRELAND
28 010
33 331
19,00%
SOUTH AFRICAN UNION
5 452
6 713
23,13%

SPAIN
48 576
61 471
26,55%
OTHER AFRICAN
6 926
6 185
-10,70%

ITALY
400 102
438 744
9,66%
TOTAL AFRICA
26 429
32 610
23,39%

CYPRUS
77 025
56 224
-27,01%
ARGENTINA
3 134
3 068
-2,11%

NORWAY
152 670
192 052
25,80%
BRAZIL
2 723
2 243
-17,63%

NETHERLANDS
337 511
360 973
6,95%
MEXICO
2 353
2 229
-5,27%

HUNGARY
62 516
90 383
44,58%
U.S.A.
142 354
133 868
-5,96%

RUSSIAN FEDERATION
54 015
49 589
-8,19%
CANADA
31 711
32 662
3,00%

POLAND
57 634
84 603
46,79%
OTHER AMERICAN
6 431
8 871
37,94%

PORTUGAL
12 541
5 965
-52,44%
TOTAL AMERICA
188 706
182 941
-3,06%

ROMANIA
35 617
52 909
48,55%
AUSTRALIA
30 192
35 023
16,00%

SWEDEN
278 646
278 530
-0,04%
OTHER OCEANIC
3 440
4 096
19,07%

CZECH REPUBLIC
92 574
100 836
8,92%
TOTAL OCEANIA
33 632
39 119
16,31%

SLOVAKIA
25 799
32 349
25,39%
TOTAL
6 631 452
7 043 210
6,21%

FINLAND
106 057
85 624
-19,27%
CRUISES
209 800
205 895
-1,86%

OTHER EUROPEAN
38 857
57 209
47,23%
GRAND TOTAL
6 841 252
7 249 105
5,96%

Source: NSSG,GNTO. http://www.gnto.gr/ (4.02.2002).
Table 3. Arrivals of foreign tourists by chartered flights by month
Month
Total
Variation


1996
1997
1998*
1999*
2000*
97/96
98/97
99/98
00/99

JAN.
20 172
20 783
22 264
25 204
23 223
3,03%
7,13%
13,21%
-7,86%

FEB.
12 626
10 987
14 147
18 248
17 496
-12,98%
28,76%
28,99%
-4,12%

MAR.
61 248
67 346
27 438
60 412
35 904
9,96%
-59,26%
120,18%
-40,57%

APR.
265 158
240 753
259 184
313 619
357 140
-9,20%
7,66%
21,00%
13,88%

MAY
751 703
873 820
898 018
1 067 989
983 628
16,25%
2,77%
18,93%
-7,90%

JUNE
894 693
1 002 583
1 061 058
1 254 292
1 295 929
12,06%
5,83%
18,21%
3,32%

JUL.
1 063 789
1 232 316
1 345 519
1 501 216
 
15,84%
9,19%
11,57%


AUG.
1 193 473
1 266 908
1 365 839
1 533 709
 
6,15%
7,81%
12,29%


SEP.
954 069
1 009 423
1 041 729
1 272 796
 
5,80%
3,20%
22,18%


OCT.
447 357
459 813
513 299
587 708
 
2,78%
11,63%
14,50%


NOV.
41 449
23 009
22 234
17 817
 
-44,49%
-3,37%
-19,87%


DEC.
29 923
35 429
31 005
32 248
 
18,40%
-12,49%
4,01%


TOTAL
5 735 660
6 243 170
6 601 734
7 685 258
 
8,85%
5,74%
16,41%


PERIOD JAN. - JUN.
2 005 600
2 216 272
2 282 109
2 739 764
2 713 320
10,50%
2,97%
20,05%
-0,97%

* provisional data
Lesvos region. All types of tourism are developed here. Lesvos is not a main destination though. Not many charters, no big complexes. Greeks usually come for religious tourism, since there are 2 or 3 big and well-known monasteries in the island. Foreigners usually come because Lesvos is a cheap destination for holidays. There are though few foreigners that come for bird watching. 
The tourist season is mainly in late spring, summer and early autumn (May to September), but you can meet tourists in low numbers all year round. Some come on big cruising boats from Cyprus to Istanbul and stop over one day in Mytilini. The high season can be defined as July and August, with many Greeks returning to their origins.
Near the salinas are some tourist resorts: Skala Kalloni, 5 kms from the big salina, is rather developed with many hotels. There are many rooms to rent in Skala Polichnitos, which is very close to the second salina where the salt museum will be placed. 
The main reasons for tourists to visit the island are sea and sunbathing, beauty/unique nature and good food. Less attractive are the cultural/historical sites. Very few tourists are attracted by additional tourist activities – sports, events, night life, entertainments.

Tourists coming from northern Europe are quite standard. They want to have sun and clear warm water and they come with their family. Tourists are not wealthy and do not buy expensive souvenirs (they go to Mykonos and Rhodos). They may rent a car for one or two days.

There is also the nature tourist (not to confound with eco-tourist): in spring many birdwatchers come from Britain, Denmark and Holland (but also other countries) to see the birds returning from the winter quarters in Africa. Some birds are rare in the rest of the world but easy to see on Lesvos (To get as many species as possible is a «must» for a convinced birdwatcher and most birdwatchers that come to Lesvos for the first time get at least 15 new «twitches»). Some botanists also seem to come during this period (mid-April to beginning of June). During this period most hotels are full in Skala Kalloni, because it is the most interesting place for birdwatchers to stay (central position, many wetlands around).
Another type of tourist are people returning to Lesvos in summer because they are from here. They may stay in hotels or rent a room, but many have their family houses. A specific category is the lesbian community: the poet Sappho was from Eressos and many women come there to commemorate her. The mayor of Eressos has tried to dissociate Eressos from the lesbians (no camping is one example, he also stopped a congress from being organized).
A survey held out in the summer of 1998, pointed out that foreigners when they come by boat they stay up to 7 days and when by charter 8 – 14 days. They come with their friends or family. Their first preference is rooms to let for their accommodation and then hotels. They come for recreation and because Lesvos is just another Greek island. Foreigners are usually from Holland, Germany, UK, Denmark and Italy. They are between 19 and 30 years old, mostly students and private employees. They spend around 10000 drs/individual/day (tickets not included – prices of 1998), which is around 30 euros. And they buy ouzo, ceramics and olive oil. 
The same survey for the Greeks showed that they usually come by boat, stay 4 – 7 days, they are mostly from Athens, and they stay at rooms to let or houses or relatives and friends. They are 19 – 30 or 41 – 50 years old, mostly public servants and students. They come for recreation and for religious tourism. They buy ouzo and cheese and they spend around 10.000 drs/ individual/ day (prices of 1998), which is around 30 euros.
There are only locally owned small tour companies, mostly based in the main centers (Mytilini, Kalloni, Molivos, Petra, Eressos). They organize bus excursions, rent cars etc. It is also possible to go to Ayvalik in Turkey several times per week by boat.
The main national tour-operators are Siris, Plotin, All Sun and Manos Tours. The main international tour-operators are LTU, Holland International, ARKE, TUI, Jet Air, Sun Snack, Kuoni, Bellair, Jahn Reisen, LaRoche, Neckerman, Cosmair, Happy. 
The main tourist institution in Greece is The National Board of Tourism (EOT). In Mytilini it even organized a course for tourist guides, but this was closed down one year ago. Today EOT in Mytilini only has two employees and has lost all dynamic. There are several so-called development companies (AENAL is one), that have tourism on their programme. AENAL has promoted Lesvos in several international fairs. At present a group of people has started a «company» for eco-tourism, it organized a seminar in June 2001 and is trying to promote sustainable tourism on the island.
3.2.3. Portugal
Tourism in Portugal is considered for the most important national service. During 2001, national statistics shows a total of 32.5 million overnights, representing a –1.7% decrease in comparison with the total in 2000. Residents in Portugal were responsible for 9.4 million overnights, a slight 0.3% increase compared to 2000. Overnights of non-resident foreigners rose to 23 million, a –2.5% reduction in comparison with the level in 2000. The main tourist-exporting markets were the United Kingdom, Germany, Spain, the Netherlands, France and Italy, representing a total of 73.5% of all overnights of non-resident foreigners.
Table 4. Arrivals of foreign visitors 2000 / 2001 (Temporary data)
Arrivals
2000
2001


SEP
JAN-SEP
SEP
JAN-SEP

Arrivals of foreign visitors ((10-3)
2 541
21 709
2 546
22 030

Source: Direcção Geral de Turismo
Table 5. Receipts 2000 / 2001 (Unit: 106 Escudos)

Receipts
2000
2001*


DEC
JAN-DEC
DEC
JAN-DEC

Total receipts
13 922
274 224
13 267
271 907

Accommodation receipts
8 506
184 104
8 192
186 143

* Temporary data
Source: Direcção Geral de Turismo
Figueira da Foz is an important tourism area since the early 20th century. The main tourist attraction are the long sandy coasts. The major tourism segments at Figueira da Foz are: sun and beach; game (Casino); sportive (water mainly) and events in the towns of Figueira and Coimbra. Salt tourism was never part of the tourist offer of Figueira da Foz.
The tourist season is very short – only for the 3 summer months with peak visitors in July and August. In the summer a special small tourist train is operating in the resort.
The main reasons for tourists to visit this region are the famous historical and cultural places, the good food, the beauty/unique nature. Less unique are the possibilities for sports, events, night life, sea and sunbathing.

The number of tourists in 1999 was 85466. The number of overnights was 205859 (1999). Average number of days per visit is quite short – 2.4 (1999). Annual tourism revenues (receipts) equal € 5744000 (1999).

Tourists vary in different seasons: old couples during the winter; adults and young people (mostly couples) in the summer. Most of the tourists are Portuguese (70%) followed by neighbors Spanish (10%); French (7%); English (5%). Preferred accommodation are pensions and apartment-hotels. Main interests: beach, cultural events and congresses.
There are 24 accommodation establishments in Figueira da Foz but the number of catering establishments is much bigger – there are 205 restaurants, 70 cafes, 25 bars etc. This can mean that in the high season there are quite a lot of one-day excursionists in the resort.

The town has 1 museum, 1 cultural centre, 8 cinemas, 33 theatre stages, 5 discos and a casino. There are a lot of sports facilities – Figueira is known for more radical activities such as biking, four-wheel driving, sliding from surf to bodyboard. The city has excellent natural and artificial conditions, meeting the needs of the most demanding youth. Figueira is proud to be an unbeatable destination for big sportive events: Beach Football World Cup, The Surf World Championship Tour, Horse-riding, Enduro, Four-Wheel Driving and Water sports.
There are quite a few private tourist companies operating in the region – some of them are local, others operate on a national scale. 
The tourist organizations responsible for the regional tourism development and which can contribute to the development of salt-based tourism are as follows: 

National: ministério da Economia – Secretaria de Estado do Turismo: Direcção Regional do Turismo e ICEP;
Regional: Região do Turismo do Centro e Figueira Grande Turismo – EM
Local:
Sociedade Figueira Praia (owner of the Casino), Figueira Grande Turismo (Municipallity);

There exist promotional leaflets in Portuguese, Spanish, French and English. The resort is promoted on television, radio, press and cinema. A video of Figueira da Foz is produced and the city is on national international promotional markets (ex: BTL, Fitur...).

2.1.4. Slovenia
Tourism is one of the most important sectors of Slovenia's economy, and one growing steadily in recent years. In terms of direct income from the hotel and catering industry, the tourist sector generates 3.4 % of GDP, whilst the tourism plus travel industry as a whole generate as much as 9.1 % of GDP. 
Table 6. Tourists and overnight stays ((1000)
Tourists and stays
1990
1995
1998
1999
2000

Tourists – total
2537
1577
1799
1750
1957

Overnight stays - total
7956
5883
6295
6056
6719

Tourists from Slovenia
2611
3448
3233
3315
3315

Foreign tourists
5345*
2435
3062
2741
3404

Of these: from


Austria
334
441
458
443
527

Croatia
688
213
212
217
251

Italy
714
388
550
490
651

Hungary
30
58
79
75
86

Germany
752
572
748
607
773

Netherlands
337
83
131
81
125

Russian Federation
-
85
116
52
69

United Kingdom
575
66
138
118
152

* Included are also overnight stays of tourists from the countries founded on the territory of former Yugoslavia
Source: Statistical Office of the Republic of Slovenia
The tourist resorts near the Salinas (less than 50 km away) are Piran and Portorose.
Town Piran with the touristic center in Potorose is a site known in Central Europe from as long ago as the 13th Century as a health resort in the Mediterranean climate (the Benedict Monks). The tourism types developed in the site are:
The most important is health tourism which has been practiced since the building of the original Palace Hotel with thermal baths in 1911 and today in the modern Palace Hotel. This tradition of health resort tourism is proceeding by offering preventive health care in: Thalasso centre using sea products originating from the Sečovlje saltworks that are the saltworks mud or “fango” and brine with strong healing effects; Physiotherapy centre offering balneotherapy, heliotherapy, etc. 

Other popular types include nautical tourism with the nearest yacht harbour to Central Europe; casino playing; congress tourism.
The tourism season lasts all year round with the high season being in the summer months: June till September (included).
The main reasons for tourists to visit this region are: sea and sun bathing; famous historical or cultural places (monuments, museums); other tourist attraction – events (thermal baths, a possibilities for the trips to Venice by fast boat, Cave of Postojna by bus, a visit to saltworks by small boat, panoramic flights, etc.), night life. Less important attractions are good food; beauty/unique nature; sport tourism.
In summer the region is visited by middleaged and young families; in spring and autumn by older and retired people. Out of the high season the congress tourism invites business people. In the time of holidays like Christmas and New Year everybody is present. Most numerous tourist groups are Germans, Austrians, Italians, Scandinavians, Netherlanders, Russians in the last two years, etc. theis main interests being: seaswimming and sun, Casino, health resort tourism. 
Tourism in the region is managed by local tourist organizations, National tourist organization and the Ministry of Bussiness affairs.
3.3. Common features in the four regions 
As the overview in section 1.1 shows, the four regions have some common features in the tourist development (e.g. the tourist season duration, accommodation types, tourist types and interests etc.). These features will serve for directing to similar forms of tourism related to the Salinas and the Salt Museums.
The Salinas and the planned sites for the Salt Museums in the four regions are located in proximity to tourist centers with good infrastructure and numerous accommodation facilities such as hotels or private lodgings. From this point of view, the Salinas and the Salt Museums are accessible to tourists. The main tourist season for all of the four partners is summer (busiest months July and August) when recreational tourism is practiced. The main tourist flows come from Northern Europe (Scandinavian countries, Great Britain, Austria, Germany) and Russia as well developed internal tourism is noted (70 per cent of the tourists visiting Figueira da Foz are Portuguese for instance, Bulgarians form more than half of the tourist flow to Pomorie). According to the survey among the four partners, the chief motives of the tourists during the summer months are sunbathing, specific nature and good food. In Pomorie the mineral water and mud treatment possibilities account for another group of visitors to the resort. Taking into account the conclusion, it is auspicious for the four partners to direct their efforts to the development of eco-tourism and gastronomical tourism because in this way many of the tourists, taking a summer holiday in the near resorts, will be attracted.
According to the same survey, a great part of the tourists in summer are young people below 30 years of age and students. Therefore, educational tourism in the Salinas could be aimed at this group. Married tourists and students are the main target groups during the active summer season. In Chapter 2 of this work will be indicated the proper forms of tourism related to the Salinas and the suitable methods for drawing the attention of the target groups to this characteristic of the corresponding regions. 

What is common for the regions of the Salinas in Piran and Figueira da Foz is the presence of casinos. This kind of attractions as a rule draws solvent tourists and to the ends of the project it is best to arise their interest to the Salt Museum as well.
It is significant to all of the four partners that there are suitable forms of tourism, which can be practiced out of the active tourist summer season, which lasts 3 to 5 months. A sound solution is the health resort tourism (practiced in Piran and Pomorie) directed at elderly tourists aged above 50, conference tourism (business tourists) as well as subject tourism – for example bird watching (Lesvos – the return of the birds from Africa in spring; Lake of Pomorie). The latter usually attracts small groups of solvent tourists out of the active season.
It must be noted that problems due to the effect of mass tourism are observed so far only in Figueira da Foz. Chapter 4 of this work is dedicated exclusively to possible problems due to the development of tourism and techniques to overcome them.
In conclusion it should be said that the Salinas regions and the Salt Museums of all four partners are located in areas favouring the development of soft forms of tourism. The main goal when developing tourism should be attracting of quality tourists during the active tourist season and making full use of the existing tourist capacities and facilities before and after the high tourist season.
4. Salinas and salt production through solar evaporation of sea water – a production technology which is attractive for visitors and can be used as a tourism resource

4.1. About salt and salinas 

Salt was always an essential part of human life. In ancient times people got it directly with their food - meat and blood from the animals they killed but later on the necessity of more salt became obvious.

Man has tried to produce salt for more than 70 centuries - already 7000 years ago [Dahm, Traditional salinas], the Egyptians had created some coastal salinas where seawater was concentrated to crystallize. The Chinese described 30 types of salt and two methods of producing it about 2700 B.C. Close to Hallstatt in Austria, Celtic miners had dug several kilometers of galleries 300 meters under the mountain some 3000 years ago. On the Atlantic coast people collected salty sand and produced salt in clay pots 2000 years ago and we know that the salinas of Guérande at least partly existed in the 9th century A.D.
Salt was widely used both for preserving food and as an exchange for the purchase of various items even slaves. It was so valuable that in Roman times soldiers' salaries were paid in salt. 
But today the situation is different. The uses of salt are extremely diverse and the chemical industry uses almost 50% of the European production, 20% is used against ice and snow on the winter roads and only 12% for human consumption [Dahm, Traditional salinas].
Over the time things have changed. Salt is now an industrial product to be produced by millions of tons in huge salt plants and mines abandoning the financially uninteresting or low-producing sites. 

Nowadays there are numerous small coastal salinas along the Mediterranean, Atlantic and Black Sea coasts which more often than not are deserted, transformed into fish-farms or filled in for roads or other constructions. In some of the salt production is still thriving but on a much smaller scale and the production techniques have been modified.
Recently there is a considerable interest in reviving some of the salinas shown by conservationists, ecologists, ethnologists etc. As a result some of the Mediterranean salinas were upgraded, restored and rehabilitated mainly due to their unique landscale and wetland features. In many publications and scientific papers it is pointed out that a possible way for future development of salinas their conservation as small-scale salt-producing sites in combination with soft tourism development - birdwatching, science tourism etc. [Petanidou, 2001]

In addition, there have been some Mediterranean initiatives aiming mainly at raising awareness and networking on the study and conservation of the salinas. Such initiatives are the Salt Routes of UNESCO, the current ALAS (All About Salt) ECOS-OUVERTURE project (1999 – 2002), the first Mediterranean collaboration initiative between salinas: of Lesvos (Greece), Figueira da Foz (Portugal), Piran (Slovenia), and Pomorie (Bulgaria) financed by the European Commission, and the recent MedWet/Com4 Technical Session (Sesimbra, May 2001) which recognizes the importance of ecological, cultural, historic, landscape, educational and touristic values of Mediterranean salinas, the pressures and threats they are currently facing, and proposes a set of recommendations for their conservation.

According to the size, the variety of methodology for salt-making employed, as well as other characteristics [Petanidou, 2001] distinguishes the following types of Mediterranean salinas: primitive or artisanal salinas, in which salt is gained with little or no human intervention, mainly collected from nature (e.g. rocky coasts, closed lagoons etc); traditional salinas, comprising small compartments and crystallizers that can be efficiently operated by one or two persons. They are characterized by intense human presence in all stages of salt-making; semi-industrial salinas (rather saltworks), with relatively large compartments and crystallizers. They are still characterized by involvement of man and are manually operated at least for salt harvest; fully mechanized huge industrial saltworks, with almost no manual operation, that are extremely large and economically profitable. 

Today about 170 coastal salinas are recognizable of which no more than 90 are still in operation [Petanidou, 2001]. Most of them are in Northern Europe (about 80%) while the rest are to be found in the Mediterranean region.

The Greek and Bulgarian salinas are today all semi-industrial unlike the Portuguese and Slovenian which are traditional (artisanal). 
In their respective countries Mediterranean salinas are recognized for various reasons and values. These are:

· Economic value. Salinas played a very important role in the past when salt was known as the "white gold" and it was not only a simple everyday commodity but also a tool of power.

· Historical value. Through history salinas were an example of human genius in devising ways and devices in order to tame wind and waves for letting salinas be white.

· Cultural value. The immense human work and labour led to a specific culture of these sites comprising architectural and technical achievements (devices, equipment, tools, techniques), as well as social aspects such as the salter's life style and manners (materials, housing etc.). Yet, the salt, basic seasoning and food preservative, served as the vehicle for the tastes of the European history of gastronomy since the ancient times: from γάρος (gr.) to garum (lt), salcicia (lt) to sausages, salsa (it.) to sauce, insalata (it.) to salad, salsamenta (lt) and salgama (lt), salted herring. Inside the ancient Greek salt cellars, the Roman salina (sing. salinum), the Byzantine alatika, and the Italian saliere, salt has always had a special place on the table, and a prominent position in the famous museums [Petanidou, 2001].

· Ecological value. Salinas are very important for nature conservation. The reasons for that are: 

· the special biodiversity in them due to the hypersaline character of the environment. Species which cannot survive in other environments are overabundant here. Such are the brine shrimp Artemia, flamingos and avocets.

· their biological richness due to the high humidity in them. As Petanidou points out [Petanidou, 2001] their biological richness is due to the wetland mosaic consisting of a combination of basins of a wide salinity gradient, providing diverse niche possibilities to species of different tolerance. 
· sometimes salinas appear to be "the only functioning wetlands among extremely dry areas such as islands and extended Mediterranean archipelagoes" [Petanidou, 2001]. The author defines Mediterranean salinas as artificial idiosyncratic wetland systems, characterized by:
· the presence of equally uncommon species: salinity tolerant unicellular organisms, some of them interfering with the quality of salt produced (Aphanotheca, Dunaliella salina, Halobacterium); 

· an interesting halophilous flora, aquatic and terrestrial, the latter pollinated by a specialized wasp fauna. 

· quite diverse salinity tolerant aquatic invertebrates, few fish genera; 

· a considerably high diversity of waterbirds using the salinas for breeding (often in large colonies) or as wintering and refueling sites during their transcontinental stopovers. 

Nowadays in Figueira da Foz in Portugal salinas are only around 250 – 300 ha. There is no reliable data for the salt produced in the last 5 years.
According to Petanidou [Petanidou, 2001] Mediterranean salinas are today facing many pressures and threats due to change of social values and economic stresses, notably: conversion from low intensity to mechanized production. Worst is the transformation to high salinity bringing salinas of almost no biological value; abandonment or conversion to other uses such as ports and airports, aquaculture and rice farms, industrial, urban or tourist zones. These impacts affect the salinas role as a cultural landscape and the coexistence of sustainable salt production and biodiversity. Landscape quality may be additionally affected by occasional pollution events, marine (e.g. oil accidents) or terrestrial (wastes, sewage).
· Possible actions for the preservation and protection of Mediterranean salinas can be: local development of traditional salt production as a means for maintaining jobs and preserving local cultural and natural heritage; adopting of a wetland oriented environmental and ecological policy and implementing corresponding management plans; promotion of traditionally produced salt and salt products as a high-quality ecological production; establishing or improving salt-museums for raising awareness on cultural and natural heritage of salinas; experimenting to use the cultural and natural heritage of salinas and traditional salt for additional quality tourism. 

In order to be preserved as special ecosystems and be attractive for the birds, salinas require an active ecological management. This is often fully compatible with the production of salt. The general aims should be to provide the birds with food, protection and suitable nesting sites. The ecological management is mainly a question of managing the water levels to prevent the nests from drowning and the pools from drying out. [Dahm, Traditional salinas].
Petanidou suggests [Petanidou, 2001] that the best protection for salinas is that they remain economically viable and continue to produce salt. Another way of protecting small Mediterranean salinas is to preserve their ecological, historical and cultural heritage through developing soft (ecological) tourism in them.

3.2. Tourism in salinas 

Salinas are quite rare, semi-artificial ecosystems. They host various rare species of plants and animals which are of interest to many visitors. These visitors are usually called eco-tourists since they have a pronounced interest in nature and ecology and their main motivation in visiting such places is to observe the specific environment in them. This tourism is known as soft or eco-tourism since it makes no or very little harm on the natural environment and the natural resources, on the contrary, it can contribute to its protection.

Saltworks are places where various kinds of soft tourism, e.g eco-tourism, agrotourism, cultural, gastronomical, educational, walking, sport tourism, or even conference tourism can be developed [Vayanni, 2001]. 

Eco-tourism is a special kind of tourism that is related to nature and the environment. It is quite difficult to give a comprehensive definition for it but altogether this is a kind of tourism that does not harm the natural environment and even enhances its protection and conservation. In fact all known types of tourism should be ecological. Tourists, who are interested in nature, ecology and environment, visit the saltworks where they can learn about the wetlands and the special ecosystem that is formed in the salinas and watch the various bird species (flamingos, avocets, black-winged stilts etc). Eco-tourism is related to mountain and trekking tourism. A well-organized network of paths and trails would help them in their tours round the salinas. The paths can be used for mountain bike tours as well. As saltworks are often situated near the seashore, some soft sea sports, such as rowing and sailing can be organized. 

Another form of tourism, which could be related to saltworks, is agrotourism. Tourists can stay at farmhouses, take part in the agricultural works and consume local products. They can learn how to use salt to prepare some local or national dishes and specialties. Usually seaside salinas are situated near to vine-growing and wine-producing regions so there exists the perfect possibility for developing gastronomical tourism It can be combined with cultural tourism. Festivals can be organized, where tourists can take part and learn about local foods, traditional music, dances and customs. 

Saltworks can offer a great opportunity for the development of educational tourism. Students from nearby schools can watch the birds, visit the installations and learn how salt is being produced. There are also many physical, chemical, or biological studies which can be organized in the saltworks for university students. Various scientific conferences can be organized here providing all the necessary equipment and facilities are available. 

A good possibility is the establishment of a salt museum open all the year round where tourists and students can learn about local salt production, even if it is not the harvesting period, and watch the birds, even if it is not the breeding or immigration period. Furthermore, they can learn about the history and geography of salt production all over the world.

There are a lot of volunteer groups and organizations of naturalists and environmentalists that find salinas an interesting and alternative way of spending their holidays, while at the same time learn about traditional ways of salt production [Vayanni, 2001]. For this purpose camping facilities should be established nearby the salinas, where volunteers can stay for longer periods. 

It is obvious that tourist development in the saltworks can offer many opportunities for local development, especially in places that are in decline. Apart from the economic development, new jobs can be created as well as new sources of income for the local people. The exploitation of saltworks for tourism purposes can also help in protecting the environment and offer a new alternative in the world’s tourism saturated market. 
Following are some examples of good practice in developing salt-museums as a tourist attraction in Great Britain, France and Poland.

5. European case studies of salinas' utilisation as a tourism resource

5.1. The Salt Museum, Northwich, UK

Contact information:

162 London Road, Northwich, Cheshire, CW9 8AB, U.K. 

Tel: (44) 01606 – 41331, Fax: (44) 01606 350420 

http://www.aboutbritain.com/SaltMuseum.htm 
http://www.saltmuseum.org.uk
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The Salt Museum in Northwich works to conserve and promote the history of the Cheshire salt industry and the communities of the Cheshire salt towns. 
Roughly 200 million years ago in the Triassic era vast salt deposits were laid down under what's now the county of Cheshire in England. Since before Roman times people have been extracting and trading this salt – an activity which has had an incalculable effect on the region's history and development. Even today Cheshire is the only place in Britain where salt is produced on a large scale.
Through original artefacts, models, re-constructions, old photographs, paintings and interactive exhibits the Salt Museum, housed in the old Northwich Workhouse, tells the story of a unique industrial heritage.
Visitor facilities
The Salt Museum is well sign-posted with a convenient car park adjacent. Facilities include 

· a museum shop 

· coffee shop 

· accessible toilets 

· baby changing facilities 

and a program of regularly changing temporary exhibitions. 

Some of the offered programs

KS1
Groups usually stay for a day doing 3 of the following 45 minute sessions: 

· gallery visit including new Hands On gallery 

· artefact handling and costume session about an 1870s salt pan family 

· laboratory session on dissolving materials 

· River Weaver ramble looking at working locks and swing bridges 

KS2
Groups usually stay for a day doing 3 or 4 of the following 50 minute sessions: 

· gallery visit including new Hands On gallery 

· artefact handling looking at salt pans and mines 

· laboratory session making salt crystals by dissolving, filtering and evaporating rock salt 

· subsidence sleuth walk looking for the impact of salt mining on the town 

· River Weaver ramble:

Walks can include a guided tour of the working Edwardian Dock Road Pumping Station or seeing a lock in action. 

KS 3 - 4
Groups usually stay a half day with artefact handling session, guided subsidence walks and the gallery on offer.

The museum offers open days and free preliminary visits for school groups.

The museum has an adjoining garden area with seating, and the River Weaver is a few minutes walk away. Tourist information on the locality (including the Anderton Boat Lift and the Lion SaltWorks) is available at the museum. 

A tailored educational service is provided to all groups, with a range of optional sessions geared to the National Curriculum Key Stages 1 – 4. Further and higher education groups, as well as groups with special needs, can design a tailored program with the Community and Education Officer.

Research Facilities

The museum library has an extensive range of publications on the history of the salt industry in Cheshire, elsewhere in the UK and overseas. Large scale 19th century Ordnance Survey maps of central Cheshire can be consulted as well as a photographic archive of over 4,000 images. Other available material includes a collection of oral history recordings. 

Friends of the Salt Museum
The Friends of the Salt Museum is a charitable body with over 90 members. Its aims are: 

· to support the work of the museum 

· to have an enjoyable time.

The Friends run a regular program of talks and events throughout the year. One can join the Friends for a small fee. 
5.2. St. Barbe Museum, Hampshire, UK

Contact information:

New Street, Lymington, Hampshire, SO41 9BH

Tel: 01590 676969, Fax: 01590 679997
Email: office@stbarbe-museum.org.uk
http://www.stbarbe-museum.org.uk 
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St. Barbe Museum is an independent museum run by Lymington Museum Trust, a charity.

The area has seen a thriving salt industry, smugglers landing their illegal cargoes on the coast, and has a long tradition of innovative boat building. The museum's aim is to capture the unique flavour of life in the district and to bring first class art exhibitions into the town.

The Museum is the result of much work by a dedicated band of people. The Lymington Museum Trust was formed in 1992 as a Charitable Company and, in partnership with Hampshire County Council Museums Services and New Forest District Council, supported by The Friends of St. Barbe, is committed to establishing a modern, active museum.

The museum represents the heritage and culture of the parishes of Boldre, Hordle, Lymington and Pennington, Milford-on-Sea, New Milton and Sway.
In 1993 the New Forest District Council purchased the recently closed Infant School and leased it to the Lymington Museum Trust at a peppercorn rent.

After extensive renovation the first stage housing the NFDC Visitor Information Centre, The Museum Shop and 'Museum in a Room' exhibition hall opened in May 1995.

By the end of 1996, sufficient funds had been raised to convert the building at a cost of £326,000. This work is now complete, together with the fitting out of the Ted Marsh Gallery and John Coates Gallery. A program of exhibitions began in the new galleries in November 1997.

By the summer of 1998, the remaining funds needed to create the museum displays had been acquired and work began in November. The completed displays opened in March 1999.

The Ted Marsh Gallery provides a high environmental standard and the security necessary for the Museum to borrow works of art from well known collections. The museum has begun a series of exhibitions including artists as far removed as David Hockney and Lucy Kemp Welch.

The John Coates Gallery is a multi-purpose space designed to house locally produced exhibitions including history, art and natural history.

The Friends of St. Barbe Museum was established to promote and support the Museum. The organization is entirely staffed by volunteers led by a professional curator. Members can help in the shop, act as stewards and can assist with developing the Collection, conservation and exhibitions.

Tourist services: well accessible, parking lot, coffee-shops and souvenir boutiques 

Pricing policy: special discount prices for: students, children under 16 years old, unemployed, members of “Friends of Saint Barbe Museum”, families, group visits and school groups.

4.3. The House of Salt, Guérande, France (La Maison du Sel, Guérande, France)

Contact information:
La Maison du Sel
Pradel B.P. 5315 – 44353 Guérande Cedex
Tel./fax : +33 (0)2 40 62 08 80

http://www.seldeguerande.com 
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In the 70s and 80s, salt was no longer a viable industry in the region and a whole craft and its production site seemed likely to disappear. Then, from 1970 to 1990, the industry underwent a restructuring process and a renewal began. In an effort to save their salt and their salt works, salt works operators changed their economic approach: 
· A training program was designed and implemented, and a training centre for salt makers established in 1979;

· A farming co-op was created in 1988;

· A promotion tool, the "Association pour la Promotion du SEL de l'Atlantique" (APROSELA), was developed, thereby honouring the ancient processes that still make Guérande salt unique;

· The "Salines de Guérande", a sales subsidiary, was created in 1992;

· "La Maison du sel" (The House of Salt) began welcoming visitors in 1994.

"La Maison du Sel" – is a project initiated by the Guérande salt producers' Co-op and involving salt makers and naturalists. It has the active support of the Co-op and "Salines de Guérande", Univer-Sel, BirdLife International, the GFA agricultural land group and the Guérande Basin salt workers protection union. Such collaboration between salt makers and naturalists shows that natural treasures in the salt marshes are intimately connected with salt production activities.
Being a non-profit association, the "House of Salt" aims primarily at raising public awareness about salt marshes and their treasures. Various outings are offered, with LPO/BirdLife International guides to observe animals and plants, or with salt makers eager to share their experiences and explain how the salt production operates. Special events are staged with photographers, actors, storytellers. Educational programs and activities are offered all year round. Since 1997, a team of enthusiastic salt makers has been running an educational program with schools on the Guérande peninsula, aiming at making tomorrow's citizens more aware of their immediate environment.

Educational activities
Exploring salt works is a rewarding experience Exploring salt works entails mingling with nature and meeting people. Multi-faceted exploration gives children an opportunity to develop a global appreciation for both natural and man-managed environments. Salt works can increase environmental awareness through a sensory approach (elaborate scenery, aesthetic considerations), a scientific approach (observation, experimentation) or a human approach (meeting salt makers and naturalists). 

Salt producing activities can easily be incorporated into a school curriculum
· Geography: natural setting, scenery, human activities, exploiting a natural resource;

· Science: the water path, salt concentration, evaporation; fauna and flora, adapting to a given environment; the season cycle;

· Economy/Maths: following the product "from producer to consumer";

· Language: traditional salt production vocabulary, naming plants and birds;

· Art: the colours, sounds, forms or materials can inspire creative projects and plastic arts
Events
A number of events are organized regularly like “Local produce market” on Sunday mornings throughout the summer and Educational contest in September. Special attention is paid on educational events and trainings to be a salt-worker. 
Tourist services
The museum has special tourist offer for organized groups and students.
4.8. The Marais Breton Vendéen, France (Marais Breton Vendéen, France)
Contact information:

85550 La Barre de Monts

Tel.: 02 51 938484

Fax: 02 51 492670

http://www.ecomusee-ledaviaud.com 
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Lying between sea and land, the Marais Breton Vendéen holds a priceless biological richness. With 45,000 hectares of water meadows and polders, criss-crossed by canals, drained by channels, this former bay is a genuine treasure. Its micro-environments are home to rare flora and fauna: a wide variety of migratory birds, redshank, avocet and sheldrake, stilt, Montagu's harrier. The marsh is regulated by hydraulic systems controlling the flow of fresh, brackish and salt water, in rhythm with the seasons and the tides. It has been able to preserve its environment and retain its traditions and deep-rooted history.

The collections. Set on a 60-hectare estate, the Daviaud Ecomusée du Marais Breton Vendéen contains important collections, which retrace the history of the marshes. 
· The salt industry on the Vendée coast with a salt marsh restored to working order and the salorge, a barn where the salt and the tools needed to gather it were stored. This activity, which remained an important one until the 19th century, had practically disappeared from the Marais Breton Vendéen. 

· Exhibition on the natural environment: the natural environment of the Marais Breton Vendéen remains a rare preserve. Its wildlife, its plants and its formation are presented and explained in an exhibition combining audiovisuals, slides and CD-ROM. 

· Daviaud farm. Daviaud farm has been worked since the 18th century and currently covers 15 hectares. It is shown, as it would have been at the beginning of the 20th century, with daily life precisely detailed.

· A bourrine (cottage with mud walls, thatched with reeds) in its proper setting. With its unique tranquil ambience restored, its simple but cosy interior, the visitor is able to see typical household items and furniture: the high bed "on stilts" in case of flooding, for example. 

· Human history. An important collection of articles and furniture displayed in the island barn with its remarkable roof beams, provide evidence of the gradual development of the people who lived in the marshes, their technology and their environment. 

· The Daviaud is also a genetic conservatory. local breeds are bred and protected here: the Marais cow, the island sheep and the Vendée sheep, the Bayeux pig, the common brown donkey, the marshland duck, the Challans black hen and the Vendée cob. In the moated vegetable garden, old and forgotten vegetable varieties are grown such as marsh beans, vetch, chives, millet, flax and cardoons (to curdle the milk), haricot beans… and some modern crops. 

Events
A number of events and tourist activities are organized:

· Tours and workshops on farm animals, salt, farming, games, the vegetable garden, etc. 

· Farmwork in rhythm with the seasons: haymaking, harvest, harness animals, ploughing, etc. 

· Working the salt marsh and the salt harvest. 

· Using soil and reeds for building. 

· tours of the site in a cart pulled by a donkey, horse or oxen 

· traditional music and dance 

· birds (with the LPO) on and off the farm 

· techniques used in farming and building 

· breadmaking 

· the gastronomy of the Vendée 

· games once played in the marshes (aluette – an old card game and palets – Vendée boules)

And, a canoe trip around the Marais, followed by a visit to the museum every Wednesday in July and August.
Pricing policy: special discount prices for students, children under 16 years old, families, group visits and school groups.

4.9. Wieliczka Salt Mine
The Wieliczka Salt Mine, located in southern Poland near the city of Krakow, has been worked as a source of rock salt since the late 13th century. The mine consists of over 200 km of underground passages, connecting more than 2000 excavation chambers on 9 underground levels extending down to 327 m below the surface. Over the centuries, miners
have established a tradition of carving sculptures out of the native rock salt. As a result, the mine contains entire underground churches, altars, bas-reliefs, and dozens of life-size or larger statues. It also houses an underground museum and has a number of special purpose chambers such as a sanatorium for people suffering from respiratory ailments. The largest of the chapels, the Chapel of the Blessed Kinga, is located 101 meters below the surface, it is over 50 meters long, 15 meters wide, 12 meters high, with a volume of 10,000 cubic meters. 
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The Saltmaster’s Castle
The Cracow Salt-Works Museum is one of the most important mining museums in Europe As a testament to its historical and artistic importance, the mine has been placed on UNESCO's World Heritage List. It receives up to a million visitors yearly, most of them during the warmer summer months.
The museum offers two permanent exhibitions, the underground and in the Saltmaster’s Castle and several events and collections during the year.

Organizational Structure of the Museum
The Museum is a scientific and educational institution acting within the frames of the statute given by the order of the Minister of Culture and Art. The Museum possesses seven basic sections: 
· Material Culture
· History
· Archaeology
· Geology of Salt deposits
· Art and Ethnography
· Archive Bibliography
· Science Education
It also has inventory and publishing department, as well as service workshops, like photography, art, conservations of iron antiquities, archaeology and paper. 
All of his section has a great educational value.

Collection

The collection of the Cracow Salt-Works museum is differentiated thematically. It is composed of objects from various scientific disciplines connected with the Cracow Salt- Works and the history of the mining cities of Wieliczka and Bochnia. The number of museum pieces amounted about 17.000 objects (excluding the library, special collection and microfilms). Over fifteen percent of the Museum collection is found in permanent exhibitions located in the mine and salt-works castle. Besides the standard antiquities found in most technical museums, are unique objects like mining machines and tools for horizontal and vertical transport, unknown outside of Wieliczka. Also of interest are: the geological collection comprised of salt specimens, concomitant rock samples, and fossils of Miocenic fauna and flora; a rich cartographic collection of numerous mining maps and plans; and archeological materials documenting the beginnings of salt making on polish soil. Of particular value, especially for the exhibition, are the pieces of art and ethnography such as artistic handicrafts connected with the past of salt production in Wieliczka and Bochnia.

Tourist services: guided tours, discount prices for students and groups.

The museum has special tourist offer for organized groups, students and for tour-operators.

“Society of Friends of the Cracow Salt-Works Museum” in Wieliczka, working to popularize the Museum is organized in Wielizka.
4.10. Common features in the above mentioned case studies which can be utilised and implemented by the four partner regions
Salt works can increase environmental awareness through a sensory approach (elaborate scenery, aesthetic considerations), a scientific approach (observation, experimentation) or a human approach (meeting salt makers and naturalists). 
In the above case studies there are some common features which should be taken as an example and followed when possible in the development of a soft tourist product of salinas in the four regions. These are:
The establishment of a Salt Museum. Through original artefacts, models, re-constructions, old photographs, paintings and interactive exhibits the Salt Museum tells the story of salt-making in the corresponding area. Its wildlife and its plants are presented and explained in an exhibition combining audiovisuals, slides and CD-ROM. The Museum can develop a program of regularly changing temporary exhibitions and a library containing a range of publications on the local and overseas history of the salt industry. It can borrow works of art from well known collections and house locally produced exhibitions including history, art and natural history.
Visitor facilities at the Museum. The Salt Museum is well sign-posted, well accessible, with a convenient car park adjacent, a museum shop, coffee-shops and souvenir boutiques. Facilities include accessible toilets and possibly baby changing facilities. There should be a visitor information centre providing tourist information on the locality. It is advisable to have an adjoining garden area with seating near the museum. 
Educational services at the Museum. Educational programs and activities are offered all year round. A tailored educational service is provided to all groups, with a range of optional sessions. Groups with special needs can design a tailored program with an Education Officer. Enthusiastic salt makers can run an educational program with schools, aiming at making tomorrow's citizens more aware of their immediate environment.
Pricing policy of the Museum. The museum may offer special discount prices for: students, children under 16 years old, unemployed, members of charitable bodies, families, group visits and school groups. Other possibilities are open days and free preliminary visits for school groups.
Managing body. It usually is represented by an NGO – a charitable company whose aims are: to promote and support the work of the Museum. Members can help in the shop, act as stewards and can assist with developing the collections, conservation and exhibitions. Being a non-profit association, this company Salt" aims primarily at raising public awareness about salt marshes and their treasures.
A training centre for salt makers may be established.

Events. Various outings are offered, with guides to observe animals and plants, or with salt makers eager to share their experiences and explain how the salt production operates. Special events are staged with photographers, actors, storytellers. Some events can be organized regularly like “Local produce market” on Sunday mornings and annual Educational contest in September. Traditional music and dance feasts, local games, local food and wine tasting etc. with visitors participation can be organised.
Other possibilities for soft tourism attractions are:
A salt marsh restored to working order and a barn where the salt and the tools needed to gather it are stored. Willing visitors may be offered to work the salt marsh and the salt harvest.
A farm shown as it would have been at the beginning of the 20th century, with daily life precisely detailed. On the farm local breeds can be bred and protected. In the vegetable garden, old and rare and sometimes forgotten vegetable varieties can be grown. Tours and workshops on farm animals, salt, farming, games, the vegetable garden, etc. can be organised. Visitors can be encouraged to participate in various framework in rhythm with the seasons: haymaking, harvest, harness animals, ploughing, breadmaking etc. 

An ancient local cottage with mud walls, thatched with reeds in its proper setting in which the visitor is able to see typical local household items and furniture. Visitors can join a training program using soil and reeds for building. 
Organised tours of the site in a cart pulled by a donkey, horse or oxen.

Birdwatching.
A canoe trip around the lake.
Everyone of the four partner regions can study the above mentioned possibilities in depth and decide which one of them are applicable and appropriate for their particular region. Some of these activities can be run all the year round, some of them are seasonal. In any case the development of soft eco-tourism forms in salinas will diversify the mass tourism activities at the seaside of the four regions, will add to their tourism attractions and will improve the local inhabitants’ economic situation – new jobs will be created and the direct income will increase through the sale of local products. There may be many other possibilities not mentioned here which will be specially designed for a particular tourist destination in the four partner regions.
6. Possibilities for introducing alternative salinas and salt production based tourism types in the four partner regions
6.1. Types of tourism

Product development strategies in tourism are closely related to the issue of the origin, evolution and nature of the tourism product. It is crucial for the marketing practice to address product development. As demands of holiday makers continuously change, become more complex and sophisticated all tourism destinations will increasingly need to focus on. tourism product development as the only way to match products with the requirements of the different groups of tourists.

Medlik and Middleton’s (1973) component model of the tourist product is widely accepted internationally though it does not describe adequately the structure of the tourism product or the way it is produced. 

Developing the components view Medlik and Middleton (1973) suggest the total market concept of the tourism product as being a composite one containing a number of tangible and intangible components.

According to the total product concept there are five main components:

· Destination attractions

· Destination facilities and services

· Accessibility of the destination

· Images of the destination

· Price to the consumer

The total view of tourist products should receive adequate attention from policy makers, planners and marketers at all levels – national, regional and local. It is a horizontal dimension linking a series of individual products – their blending creates the image of any destination of strong local identity.

We assume that eco-tourism has the same features as tourism in general. There are, however, a number of differentiating features, which will significantly influence the formulation and development of the eco-tourism product. They are as follows:

· Eco tourism is associated closely with the quality of the natural environment, compared to the built environment associated with urban tourism.

· There is a higher degree of plurality in eco-tourism activity. With tourism enterprises forming part of wider businesses, which are often land, based.

· Local culture is both an important part of the tourist product. and vulnerable to external influence from tourist activity

· By its location eco-tourism is often part of fragile local economies.

The practical implications of the components view of a product require strong public sector involvement to ensure tourism usage of a variety of tourist attractions and offer a wide range of alternative tourism types which will reflect the character of the area. Tourism development in the Regions can be diversified with the following options: 

5.1.6. Thematic tourism and eco-tourism

The characteristic flora and fauna in the area of the Salinas raise possibilities for the development of educational eco-tourism. This type of tourism may be developed on the basis of congresses, symposia, meetings and conferences being held in the near by resorts.

Special attention should be placed on thematic tourism, for instance bird watching.
A prerequisite for the development of this type of tourism is the provision of interpretation as a tool for visitor management. This particular type of tourism can be offered all-year round. Since it is targeted to the individual it will, therefore, attract small groups of tourists. 

The area of the Salinas is famous as a habitat of rare bird species. In view of providing the adequate facilities, it is recommendable that a watching tower is constructed. This type of tourism is usually practiced outside the active season and for instance, in spring time on Lesbos Island one can watch birds coming back from Africa, whereas, in the area of the Pomorie Lake it is possible to watch pink flamingoes and other rare species.  Since the major markets will be small groups of connoisseurs and professionals, predominantly high market tourists, it is advisable that the area is advertised in different specialized publications, and also that links will be established with specialized tour operators and institutions or projects' teams working in the field of biodiversity 
Major target markets will be:

· groups of professionals – researchers, university students in biology, zoology and other relevant areas of study;

· local population with ecological awareness and special interests in the field; 

· students groups;

· groups of eco-tourists combining their stay at the sea-side with hiking in the area.

Educational tourism is very profitable because of the relatively small investments necessary (for constructing the watch tower or a similar facility, for providing binoculars and lenses), the special target group and the time suitable for practicing it (outside the active summer season).
5.1.7. Health tourism

The regions may develop facilities for curative tourism based on the available mineral waters and the curative mud (Pomorie). This could substantially lead to improvement of the infrastructure and superstructure – bath facilities, accommodations around the spa's access roads etc. Efficient practice of health resort tourism necessitates the provision of specialized infrastructure: hydropathical sanatoriums for treatment and prophylactic of different diseases. The survey carried out shows that this type of tourism is being practiced in Piran and Pomorie. It attracts mainly the mature market – above 50 years of age, who prefer the shoulder season. These tourists group can be involved in eco-tourism by taking them to the Salt Museum. Health resort tourism can provide almost yearly employment in the region, so its development is highly recommended.

5.1.8. Gastronomical tourism

Visits to the salt-works should be suitably combined with gastronomical tourism. After watching the very process of salt production the tourist should be offered to taste traditional local dishes flavoured with the salt obtained from the Salinas. Dishes specific for coastal region such as fish dishes can substantially contribute to the tourist experience. The Regions famous for their good wines (Figueira da Foz and Pomorie) can also offer wine trips to vineries including tasting of local wines. These "mixed" tours will be especially appealing to the guests during the active season. According to the survey carried out within the framework of the project carried out good food is ranked second or third among the motives for holiday. 

The development of this kind of tourism requires the availability of folk-style taverns, fish restaurants and other appropriate places near the Salinas and the Salt Museum where the tourists can enjoy the local hospitality. Gastronomical tourism is a good addition to recreational summer tourism. It will be appealing for the whole range of target groups relevant to the other types of tourism mentioned. Suitable advertising campaigns among the local people would make these places attended even out of the active time of year. Catering and accommodation facilities may then be improved or established. 
5.1.9. Cultural tourism

All the four regions have great varieties of typical cultural and historic resources. By upgrading the level and access to these attractions the regions will get cultural prestige. The service and quality of museums may be improved. Furthermore organizations of art exhibitions and a number of other cultural manifestations may contribute to sustainable tourism development. The exercise of cultural handicrafts should be encouraged as well. 

5.1.10. Agro-tourism

This type of tourism favours the economic activities in the agricultural sector at the same time. It is dependent on the availability of special facilities at farmers' places. Tourists may watch the processing of typical farm product and/or get acquainted with typical production processes. Olive oil production in Lesbos and Figueira da Foz, ouzo production in Lesbos, wine production in Pomorie are traditional activities to which agro-tourism may be applied.

5.3. Environmental policy instruments and techniques

A number of environmental policy instruments are applicable to ALAS project:

· Regulatory instruments

· Entrance restrictions

The purpose of this technique is to limit and control the number of visitors in the region. The access of visitors to a spot is restricted and automobile restrictions are also possible. In the protected regions licenses are implemented. It is best to bring into use warning signs as well as clear notice for the consequences of non-observance of the restriction. This technique also includes the control of camping equipment and camping sites. To the ends of the project, the popularizing of the opportunity to camp in the Salinas is not recommended. 

Economic instruments
· Use of price mechanism

These instruments impact via costs and influence the decision-making and behaviour in such a way that alternative will be chosen which are favourable to the environment [OECD, 1989] A basic feature of economic instruments is that the price of goods and services should reflect the associated environmental costs.

Communication instruments

· Management of the site and placement of signs

The technique comprises creation of well signed and directed routes and information centres. It is feasible that the site be controlled by guards who will deliver information to the visitors and observe the adherence to the routes. By improved routes the tourist flow can be drawn away from more vulnerable spots where the flora and fauna could be harmed.
Access techniques
· Preservation of the tracks

This technique is especially topical for the project but it is conditioned by significant funds for preserving the routes. It is crucial that the initial planning of the tracks (rocks or hard surfaces which can stand higher traffic as well as developing alternative routes). The materials for building tracks in the forest can be pieces of cork and wood. The ones for construction of tracks in marshy areas are even more expensive. The treatment of the tracks with natural materials is very likely – for instance rocky materials and stone.

In the process of determining the tracks some consideration must be given to the feasible routes which the people would like to take in their wish for the most direct one. This is a problem for the management of the site.

Techniques for reinforcement of the manmade/natural resources

· Encouragement of the natural processes

This technique is suitable for regions like the Lake of Pomorie where it is best to leave the growth of the flora and the fauna take place naturally.

Other suitable techniques refer to: planting and grassing and drawing waste water away.

Soft forms of tourism, which the current project seeks to develop, are oriented at smaller tourist groups with built up sense of nature preservation. It is worth, however, taking into consideration the possible problems and the techniques for successful solutions.

5.4. Organization 

A steering group should be set up to coordinate tourism marketing in the Regions. Local authorities and areas tour operators should initiate the establishment of partnerships between the private sector (tourism and handicrafts enterprises) and the public sector (local authorities and non government tourist organizations) to outline and produce a marketing strategy as well as to develop and take forward specific initiatives such as visitor management plans and interpretation plans. 

5.5. Initiatives to be undertaken

5.4.5. Visitor management plans

It is crucial to draw visitor management plans. A key feature of these plans should be local authorities' and interests groups involvement. They are very good at identifying issues and developing programmes of action. The range of issues to be covered includes traffic management, parking, public transport, information provision, interpretation and local industries initiatives.

5.4.6. Interpretation 

A key element of this activity is the development of interpretative plans with the aim of using interpretation to influence visitor behaviour. 

5.4.7. Environment fund

Eventually an environment fund could be established to collect voluntary contributions from visitors to environmental projects.

5.4.8. Marketing 

The establishment of a sustainable marketing strategy is extremely important for the long term success of the Salinas. 

· Creating a Web site for each region, with abundant information for the region and the Salinas: history, production methods, tourist information, map of the region, etc. It is a good idea to have this page included into several popular search engines (www.altavista.com, www.google.com, etc).On the site, a forum could be created for exchange of opinions on the Salt Museum. It is recommended that the web-site will provide information both in local language and in English. It’s essential that the current web-site for the ALAS project contains links to the particular sites of all four partners.

· Information and advertising materials – brochures, prospects, catalogues (for instance, presenting rare species of birds that can be seen, etc.), calendars and other materials, in local language and in foreign languages, relevant to the tourist flow profile. It is desirable to spread this information between the tourist agencies and tour operators, the information offices in the nearby tourist complexes, as well as in the schools and universities, located near the Salinas (as the survey has shown is the case in the four regions). Extremely attractive are multimedia materials, such as CD-ROM, movies about the museum, etc. (convenient mostly for children It is recommendable to publish advertisements for the Salt Museum in specialised tourism editions in the country and abroad, taking into consideration the main source markets for the relevant season (Germany, Russia and Scandinavians are considered as a constant). An effective advertising tool directed to the young people is the banner publishing on Internet.

· Creating tight relations with tour operators and tourist agencies acting as main organisers of tourist activities in the region. Publicizing the ALAS project to tourist intermediaries – tour operators and travel agencies by organizing Salinas trips for them is of extreme importance. Once they get convinced of how attractive are the Salinas and the Salt Museum they will include them in their programmes.. and will contribute to the marketing of the Salinas. Tourist agencies could assist in organising excursions for students, individual tourists, etc. interested in the Salt-works.

· PR – materials in everyday and specialised press, scientific publications
· Organising clubs such as "Friends of the Salt-works" in schools or nearby universities, guided by the Salt Museum. In this way the interested circles of people will receive regular information. 

· Advertising boards/billboards exposed in the region and on the nearest airport.

· Access to international tourist trade fairs – co-operation with the National tourist organisations as well as with National tourism associations is recommendable. Taking into consideration the profile of main tourist flows, the following expositions are convenient:

1) ITB Berlin - held in March. 

2) WTM in London – held in autumn and winter.

3) The MITT – held early spring in Moscow.

For participation in tourism trade fairs it is recommended to unite efforts within commercial associations. 
An interesting idea for making popular the Salinas is the organisations of student interchange programs between the countries included in the program. There is already an agreement for such programs between Bulgaria and Greece. These forms of events would do a lot for increasing the popularity of the regions.

5.6. Major findings and recommendations for eco-tourism development

5.6.1. Major principles of eco-tourism development in the wetlands

· The natural and cultural resources and the related biodiversity used for eco-tourism are conserved for continuous use in the future, while still bringing benefits to the present community;

· Eco-tourism development in wetlands is an integral part of the overall social-economic plans so that negative tourism impacts are avoided;

· High quality of the product is maintained so that the destinations will retain their popularity and attractiveness;

· The overall environmental quality is well maintained and improved;

· The benefits of tourism are widely spread throughout the community.

5.6.2. Product development

The core product is based on the traditional salt production process and the Salinas. It is a typical eco-tourist product based on the natural sustainability of the wetlands thus requiring special accounts on carrying capacity/visitors pressure with a view to the preservation of the quality of the natural resources.

To core product can be further diversified and developed into a portfolio product, which will enhance the educational aspect typical of the eco-tourism product as well as will enhance the social and economic benefits to the communities from its development. The most adequate types of tourism for this purpose are related to the inherent nature of all coastal tourist destinations, in particular the preservation of local cultural identity. Amongst them are cultural tourism which is often key in the attractiveness of the areas (biodiversity – birds watching, healing mud, hot springs) cultural heritage tourism based on historic features (cultural events, traditions, handicrafts, etc.), gastronomical tourism.

The product development process should start up by the preparation of a Product Development Manual as a major tool for the future work of the Initiative Group. 

5.6.3. Establishing private-public partnerships

Eco-tourism development, as tourism development in general, is dependent on favourable business environment. To ensure such an environment various interests groups – directly and indirectly related to tourism should unite their efforts within local Eco-tourism Initiative Group. The group should identify common agenda and develop a working set of roles and responsibilities. It consists of representatives of the local stakeholders, the local government authorities, local service providers and NGOs (associations, clubs, societies) and of eventual natural protected areas administration. The Salinas representatives are to play an initiative and leading role in the Group. 

The Group should contribute to the community planning process, in particular, the eco-tourism development plans. It should also identify general objectives of a partnership with the Salinas and develop sustainable eco-tourism activities.

The Group should also focus on networking. By establishing links with regional and national tourism associations, specialized tour operators and other actors in the industry (educational and training institutions); it will ensure long-term marketing of the product.

5.6.4. Market strategy development

The core product of the Salinas and the portfolio product is better to be marketed as ’set’, ‘group’ services and goods. The development of market surveys targeted at both national and international audience is a key activity of the Group. In relation to this a range of language and service issues are addressed. A final product of the marketing activity is the development of marketing materials and the design and promotional plans.

5.6.5. Eco-tourism monitoring system

A key factor to the success of sustainable tourism development is the availability of a monitoring mechanism to measure positive impacts and prevent from negative ones. The major subjects of monitoring are locals, visitors/tourists, tourism establishments, local authorities and non-governmental organizations.

For effective management of natural areas it is important to recognize not only scientific considerations but also of judgemental [Graefe et al, 1990]. Therefore the attitudes, perception of tourism development by local people, visitors/tourists, local entrepreneurs and tourism managers is crucial to the achievement of quality tourism and overall environmental quality. Sharing responsibilities between local authorities, local tourism operators and NGOs also contributes to the quality of the tourism product. The quality of tourist experience and the quality of the environment are complex and interwoven. They are influenced by a number of factors apart from use levels. The monitoring process therefore incorporates: create and review data base; identify measurable indicators to assess success and impacts; identify reasons for impacts, identify a range of management strategies; and implement selected strategies. 

5.6.6. Business planning and financing and tourism development

Business plans development process is to be managed by the Group including provision of technical assistance. Business plans should be refined, reviewed and finances by linking business service provision to projects and other financial sources. The process is based on regular networking, which also supports efforts to develop infrastructure, education, interpretation.

7. Sustainable tourism development in coastal areas. Ecological balance. Possible conflicts with the tourism industry 

6.4. Environment protection and sustainable development

Environmental protection in tourist areas has become a major policy issue in the developed countries. The natural (physical) environment has been for many years and is probably still the greatest attractiveness of a destination. Tourism is environmentally dependent and the environment is vulnerable to the impacts of tourism. That is why tourism has been responsible for a number of environmental problems. The latter arise in the first place because of over-utilization of natural resources and/or inadequate planning of tourism development and mismanaged tourist destinations. As a rapidly growing industry tourism makes the conservation and management of environment a necessity.

On the other hand, it should be specially noted that tourism has substantially contributed to the increased environmental concern. The industry recognizes the importance of natural resources and therefore spends efforts on preserving and enhancing attractions. In addition a number of administrative and planning controls are adopted. As a result of these activities “ tourism provides the incentive for ‘cleaning up’ the overall environment through control of air, water and noise pollution, littering and other environmental problems and for improvement of environmental aesthetics through landscaping programmes , appropriate building design, sign controls and better building maintenance” [Inskeep, 1991, 343]. The past four decades saw the shift from an increasing awareness of the environmental impacts of tourism to the creation of harmonious relationships between tourism and environment as manifested in eco-tourism and tourism on a sustainable basis [Hudman, 1991]. 

Sustainable development is a major policy issue in the world today. Despite the numerous definitions of sustainable development the majority of them focus on the relationship between economic development and the sustenance of natural resources – “make development sustainable to ensure that it meets the needs of the present without compromising the ability of future generations to meet their own needs” [WCED, 1987, 43]. The major components of sustainable development relate to:

a) Environmental sustainability – the eco-tourism product is to be developed so that the quality of the environment is preserved and ideally enhanced according to the requirements of the tourism product;

b) Economical sustainability – initiatives concentrate on developing viable tourism enterprises. This means reducing barriers to growth such as seasonality, limited product range and capacity constrains;

c) Social sustainability – creation of new jobs and benefits for the locals / high service levels, new infrastructural developments, etc.) which will lay foundation for continued growth

Tourism stimulates the creation of natural parks and other types of natural protected areas, including coastal and marine conservation units. 

The impacts of tourism on the environment have been reviewed many times by a number of authors: the basic and systemized review on tourism impacts is provided by Mathieson and Wall [Mathieson et al, 1982]; Pearce [Pearce, 1989; 183 – 243] and Hall [Hall, 1991; 159 – 177] provide concise reviews on tourism environmental impacts, shorter reviews can be found in [Cohen, 1978], regional accounts on coastal tourism impacts can be found in [Hall, 1991; 169 – 172] and [Wong, 1991; 23 – 28].

The environmental problems commonly associated with coastal tourism are: changes to coastal processes, changes to coastal dunes, vegetation, pollution due to poor or lack of sewerage systems, demands on water, aggregates, etc. on the environment. 

Environment-tourism relationships in coastal areas have become the focus of much recent discussions with significant role being played by the Coastal Zone conference series as a forum for discussion on coastal and ocean-related issues. The 1991 Coastal Zone companion series on ‘Coastlines of the world’ has a more specific focus on coastal tourism – environment issues in Japan, the Caribbean and California. 

The physical environmental issues, in particular the geomorphological forms and processes in coastal tourism areas have been subject of study within the framework of a project carried out by the International Geographical Union (IGU-CCE) from the 1988 – 1992. It has shown that a number of environment-tourism issues in coastal areas are present and that there is great need to focus on the physical aspect of various coasts and to examine the complex spatial and temporal relationships between the environment and tourism thus getting to the development of models and systematic approach to coastal tourism problems.

6.5. Principles for sustainable tourism development

Krippendorf [Krippendorf, 1987] proposes 10 principles for achieving a tourism development in harmony with nature.

1. Recognize the need to take action;

2. Support week elements/destinations/communities;

3. Set the objectives of development in a restrictive way;

4. Exercise control over property and land and pursue an active policy towards land ownership and land development;

5. Adopt a policy of restrictions on materials and facilities according to integrated objectives;

6. Protect nature and the countryside effectively by managing it dynamically in a way in which nature can evolve positively;

7. Strengthen agriculture and forestry and use as allies;

8. Widen the range of economic activities;

9. Help preserve local architecture, traditions and cultural and folk heritage;

10. Put tourism marketing and promotion at the service of integration.

6.6. Environment – tourism relationships in coastal areas

6.6.1. Sustainable coastal eco-tourism development. Environmental concern – protection, conservation, renovation and transformation.

The coastal zone is viewed by the industry as an important component of the tourism product and there is understanding of the need to consider the sustainability of that resource. Sustainable tourism development in terms of the physical (natural) environment is primarily associated with the maintenance and improvement of the quality of the natural resources through adequate use. As a result, “tourism development assigns natural resources to a determinate use and ensures that more harmful and perhaps polluting industrial development does not occur” [WTO, 1983, 18] 

As Buhalis and Fletcher [Buhalis et al, 1995, 4 – 5] England note the environment-tourism relationships can be either symbiotic or antagonistic. The symbiotic relationship recognizes the need to preserve the environment once it becomes an asset to the tourism industry e.g. once it has been transformed into a tourist destination. 

The major features of this type of coastal environment are: a) the landscape – it is predominantly natural or semi-natural b) the recreational activity – it is present on much of the coastline in the form of mass tourism c) present land-use includes a number of activities and d) to some degree all the land-use activities are competitive. The major aspect therefore is multiple land use, which should be aimed at a balanced and harmonious use of land and water resources.

The tourist destination is mix of attractions and range of support facilities i.e., tourist destination is both an amalgam of resources as well as an end product [Cooper et al, 1995].

The common features of all tourist destinations including coastal areas are:

· cultural appraisals – preserve identity of local landscapes 

· inseparability – tourism is consumed ‘en place’

· perish ability and seasonality – different patterns of use varying with weather

· multiplicity of use – tourist consumption v. local residents’ consumption

There should be accounts on the evaluation of a variety of components, which together comprise the tourist destination such as 1) attractions; 2) amenities; 3) access and 4) ancillary services. They serve the basis for all the productive activities that involve the provision of goods and services for the tourists. 
Therefore sustainable tourism development in coastal areas, in particular wetlands, for the purpose of converting salinas into tourist attractions requires the use of the basic concept of carrying capacity and the continuous application of the Environmental Impact Assessment (EIA). This will integrate the three components of the sustainable development and will lead to “Improving the quality of life while living within the carrying capacity of supporting ecosystems” [IUCN, et al., 1991, 10]

Carrying capacity of coastal zones 

From the point of view of the resource managers and the visitors of key consideration are: 1) the increasing number of visitors – outdoor recreation areas are often used intensively for short periods of time and patterns of use vary in space and time; 2) the resource base and 3) the quality of the recreational experience

They raise important environmental policies and management issues.

Recreation carrying capacity – the level of recreation which an area can sustain without deterioration in the character and the quality of the attraction and the experience. The most widely used definitions of capacity elucidate: 1) the physical limit to output – output taken to be the number of visitors per time period; 2) the minimum cost per unit and 3) the socially optimal visitor flow

Visitor pressure – the distribution of visitors is largely dependent on the facilities layout including access, communication and parking places.

Patterns of use vary with weather. Extreme time peaking means high costs or/and poor service and therefore one of the major management challenges.

The resource base – many factors influence the attractiveness of an area. Some of them are of an objective nature whilst others are subjective. The different combinations of natural and man-made features which are amalgamated to form specific types of “recreation environment” are closely related to specific management styles and practices. These should be based on resource evaluation, visitor pressure and land-use practices. 

Eco tourism is based on the natural sustainability of landscapes. Nevertheless tourist visits require some degree of transformation of landscapes through incorporating tourist infrastructure. As a result the carrying capacity of coastal areas designated for tourist development should be defined taking into account:

· the resource base designated for ‘direct’ use, its nature and volume;

· availability of land for various types of tourist constructions; 
· the specific features of the natural resources and the technology envisaged to be used for ‘cleaning up’ the overall environment so as to prevent from air, water and noise pollution and from deteriorating the character and the quality of the natural resources upon which eco-tourism is being developed. 
· The present state of the art of the coastal tourist area with a view to the construction of various elements of the technical super-structure (sewerage, water and electricity supply systems, transport communicating system etc.) 
· Other economic activities within or in adjacent to the wetland space with a view to compatibility with the eco-tourism function and/or other tourist functions (mainly mass tourism)
· Social-demographic situation with the view of ensuring labour force and improving employment levels. On the other hand accounts should be focused on local recreation demand for eco-tourism thus ensuring all-year round use of the attractions.
Classifications 

The above mentioned aspects are specific of the character of the various types of coastal areas used for eco-tourism. They allow to determine their specific features (classifications) identifying the approaches to the physical planning of each type of coastal area. 

The particular case of Salinas will require the development of a relatively independent coastal zone containing a number of tourist facilities – a parking area, a museum, Salinas demonstrating specific salt production technologies, tourist centre providing administrative, information, etc. services. All these should be subject of specific layout to facilitate the natural tourist flow and specific ecodesign. 

· Geographic location – coastal tourist area;

· Natural resources on which the specific tourist activity is developed – coastal wetlands, sea water for the production of salt through sun evaporation as a primary resource and the biodiversity of the adjacent landscape as a secondary resource;

· Tourist function – primary function: cognitive and educational (salt production technologies) and eco-tourism ( birds watching as well as  other natural features which are attractions); secondary function – other types of soft tourism related to the preserved cultural identity of the area;

· Operating period – seasonal tourism related to the primary function, out of season tourism related to the secondary functions;

· Type of the establishment – specialized eco-tourism;

· Type of customer – major market segment – small-size organized up-market groups on ‘tailor-made’ basis; other market segments – students’ groups and individual visitors; 

· Capacity – small up to 50 visitors per time period. This approximately equals  a standard bus or a couple of mini-buses of tourists;

· Level of importance – international, because of the uniqueness of the salt production technology and the natural features of the coastal  area, in particular the biodiversity as well as the uniqueness of the preserved cultural identity; national, regional and local; 

· Urban planning feature – a small group of tourist establishments located in a coastal resort town.

6.4.2. Sustainable coastal eco-tourism development and conflicts with the environment 

The antagonistic relation – a wide range of negative impacts emerge from the tourist activity. In general the limited natural resources can not satisfy the increasing tourism demand. Two major types of impacts occur: those associated with structures (accommodation, roads, etc.) and those resulting from the visitors’ activities [May, 1991, 113]. Table 1 illustrates a comprehensive list of environmental damages which can be caused by tourism, which has been developed by the OECD [OECD, 1980, 24 – 25].
Another type of negative impacts is the visual pollution which may result from a number of sources [Inskeep, 1991, 345]:

· Poorly deigned hotels and other tourist facility buildings that are not compatible with the local architectural style and scale or well integrated into the natural environment;

· Use of unsuitable building materials on external surfaces;

· Badly planned layout of tourist facilities;

· Inadequate or inappropriate landscaping;

· Use of large and ugly advertising signs;

· Overhead utility (electric and telephone) lines and poles;

· Obstruction of scenic view by development and

· Poor maintenance of buildings and landscaping.

A major consideration related to the sustainable tourism development is maintaining and improving environmental quality through a sustainable use of resources. In coastal wetland areas tourism has been believed to be based predominantly on natural resources. However new uses coastal areas even if it would be eco-tourism require transformation of landscapes and the creation of tourist facilities and infrastructure. This creates a number of conflicts related to:

· new high pressures on natural resources;

· different interests between long-time residents and newer settlers – they generally focus on development issues because of different desires, expectations and requirements.

· relationships between new uses themselves – after the Cold War much defense land is being considered for return to former owners. The purpose for which such land is to be used – agriculture, tourism, reservation etc., is a substantial area of conflict.
All these conflicts are found at local level and relate to decisions made according to economic, social and environmental considerations.

The majority of above mentioned conflicts exist at local level and relate to social-economic, nature protection and other decisions made by the local authorities. Their solution should be based on the principle for rational use of natural resources and for protection of the land property of the various owners – the state, the community, the business companies and the individual private land owners.
6.5. Factors influencing the environment in a tourist destination 
The recreational resources of the natural and built environments have been regarded as being free and inexhaustible supply. One of the five basic principles of sustainability identified in the report of WCED (1987) says: “ to develop in such a way that productivity can be sustained over the long term for future generations” Legislative controls over the use of environment by the industry, inc. the tourism industry should be exercised at local, regional, national and international levels. Tourism is managed by a great number of private and public sector organizations each having its own goals. Nevertheless they all have to share one environmental viewpoint – the committed viewpoint. 

Most of the natural resources in a destination are public. They are available for recreation use by the public. The major characteristics of the behaviour of each player in the tourism production process and its impact on the environment are comprehensively described by the 5-actors model [Buchalis, D. and J. Fletcher, 1995] namely: locals, tourists, local tourism enterprises, tour operators and National Tourism Organizations.

7.4.1. Local people

Local people are divided into two main categories. Firstly, people who are directly related to the tourism industry – they are involved in the tourism services production process. They derive most of their income from tourism. This is the financial return on the usage of environmental resources. This makes them more tolerant towards some environmental damages. They are ready to accept them in return for their personal income. Many tourism businessmen are prepared to sacrifice natural resources as long as they attract tourists. 

The other type of locals are not involved in the tourism industry. As Krippendorf [Krippendorf 1987, 50] notes “many social costs caused by tourist development are not borne by their perpetrators, i.e. the various business and the tourists, but by the local population alone” these people loose part of their social welfare. Not only this but they often finance, through taxation, the infrastructure facilitating the tourists’ free access to the attractions [Sinclare, 1992, 76]. As a result local population may have negative attitude towards the tourists and strongly oppose any tourism development initiatives 
7.4.2. Tourists

Tourists are the largest user of environment resources. They use most intensively and within very short time period a wide range of natural and man-made resources. The reason for this is the complexity and the inherent nature of recreation to combine a number of activities in time and space thus exerting various impacts on the environment. Although a comprehensive and accurate classification of the various types of tourists does not exist there is a number of typologies describing tourists’ behaviour. For the purpose of this research Cohen [Cohen, 1972, 167] is followed. Cohen identifies 4 major types of tourists: 

· the organized mass tourist – buys a package tour to well known destinations. Everything is organized well in advance through intermediaries - tour operators and travel agencies. They often pay relatively low prices. The mass tourist looks for security and for the comfort of their home places and are not very sensible to damages to the environment of the destinations they visit. As a consequence they pay little or no contribution to the ‘social cost’ incurred by the host community and involved in the tourist consumption of the natural resources.

· The individual mass tourist – very similar to the previous one, except that the package tour is a little bit more flexible according to the individual travel plans. This allows to make some independent decisions. The individual mass tourist looks for the similar security offered by the Tour Operator. This type of tourist is more environmentally conscious and more sensitive towards the pollution of the environment. The tourists belonging to this type have better behavior to the environment and often make greater contribution to the local economy, which tends to balance the social costs.

· The explorer – arranges the trip independently and chooses a destination which has little or no tourism development and only minimal facilities are provided. Nevertheless this tourist requires comfortable accommodation and reliable transportation. The explorer looks for destination in which the environment is not damaged and is environmentally conscious.  The impact on the environment is similar to that of the local people while the explorer has a greater expenditure. Therefore he is considered to contribute to the preservation of the environment and to have positive impact.

· The drifter – makes all travel arrangements independently and tends to discover new pioneer destinations and to ‘merge’ with the locals so as to feel the local atmosphere and culture. The drifter has minimal impact on the environment and often contributes to its preservation by getting involved in environmental projects. All the drifter’ expenditure stays within the destination. Therefore it is considered that this type of tourist has greater contribution to the local economy per unit of expenditure than any other type of tourists.

As a result of the ecological orientation of tourist demand over the last 10 – 15 years a wide range of alternative forms of tourism have been initiated. In order to place an emphasis on tourist behavioural patterns preserving the environment various terms such as ‘green’, ‘soft’, ‘eco’, ‘responsible’, ‘sustainable’, ‘alternative’ have come in use by theorists and practitioners. Eco tourism is a form of “tourism which directly or indirectly promotes conservation and supports sustainable economic development” [Pleumarom, 1990, 12 – 15]. Goodall [Goodall, 1992, 60 - 74] suggests that “sustainable tourism requires that the demand of increasing number of tourists are satisfied in a manner which continues to attract them, whilst meeting the needs of the host population with improved standards of living, yet safeguarding the destination environment and cultural heritage”. All the above mentioned forms of tourism are considered to be the other extreme, against mass tourism. However, the tourist practice of the world does not provide evidence against Wheeller’s [Wheeller, 1991, 94] statement that “responsible tourism seems to be adopted more as a marketing tool than as a sensitive planning mechanism”.

7.4.3. Tourism enterprises and supporting industries at a destination level

It is important to assess and measure the environmental impacts and in particular the impacts on the natural resources with respect to the whole spectrum of economic activities supporting the tourism industry.

Normally there is a wide network of small and medium tourism enterprises (SMTE) which independently offer a great variety of products and services within the following sectors of the tourism industry – accommodation, transportation and tourist attractions. The great majority of SMTE tend to maximize their financial results in the short term. This objective sets an unfriendly environmental behavioral pattern especially if the business operates on external investment basis. In this case the “investment is constructed for maximum capacity or density as close to the environmentally highly valued attractions point as possible; his contribution is often for high rate of depreciation and he aims for maximum utilization of his facilities. Aiming for recovering his capital quickly, maintenance expenditure is often kept to a minimum and capital gains are realized in the shortest possible time” [OECD, 1980, 55]. In general, the practice of SMTE is to maximize profit and minimize costs. However, it is common knowledge that recreation requires investments to improvement the quality of the environment and preserve the natural resources. Sewage systems are classical example of conflict between the short term costs and the environmental preservation. The behavior of the tourism enterprises more often results in deterioration of the natural and other components of the environment, while it rarely leads to an adequate return on the social cost incurred by using the natural public resources.

It should be emphasized however, that short term profits at the expense of negative environmental impacts do not prevent from the risk of loosing business and attract up-market visitors in the long term. Consequently the business faces lower profit margins thus making small contribution to the local wealth. As Buchalis [Buchalis, 1991, 69] notes the greatest strategic threats for SMTE is environmental pollution. 

7.4.4. Tour operators and the environment

The role of Tour Operators as an intermediary between the market and the producer has been controversial in historical perspective. Firstly, they are blamed for the tourist concentration in a number of resorts and tourist complexes. Their business is guide by the ‘economies thus achieving substantial discounts of scale’ principle. They are regarded as responsible for the overuse and damages to the natural environment.

Secondly, they are considered responsible for the anarchic and chaotic tourism development where no consideration of the environment is taken. Majorca is probably the best example where local people were not able to exercise control over the level of tourism development. 

The growth of tourism supply has been stimulated in many places through prepayment of services, e.g. “investment” in renovation and in hotels’ construction. This coincides with the hoteliers’ interests to expand and leads to increase in total destination capacity, consequently tourist concentration.

The increased competition between the producers reduces prices of the tourism products, consequently the level of costs for the use of the destination natural resources.

Thirdly Tour Operators enter in direct conflict with environmental preservation. Often they demand amenities which exceed the sustainability of the natural resources. There are lots of examples from different countries in the world. A recent example is the forest clearing in Pirn National Park in Bulgaria to build ski-runs.

7.4.5. National tourist authorities – the public sector

Traditionally the responsibility for the destination’s tourism panning and development has been one of the National and Regional Tourist Authorities. Aiming to improve the balance of payments they undertake activities to attract tourists. In many countries the NTOs consider the maintenance and increase in the number of international arrivals as well as the promotion of the national tourism product to be their major function. They overlook the control of the quality of the environment as one of their key functions. They leave the environmental control to the public sector. As early as the first half of the 80-s the WTO [WTO, 1983, 10] explains the negative tourism impacts: “The absence of planning and failure by the public sector to assume responsibilities leaving private enterprises with the task of developing tourism according to the logic of the marketplace, which does not always reflect the interests of the community has been responsible for most of the negative results of tourism development" Tourism development planning is crucial for attaining balance with the environment. It is definitely necessary to work out tourism development strategy outlining the links between the objectives and the parameters of the environment This will be the basis for objective identification of the responsibilities of all the 5 players. This also requires close cooperation of the private and public sectors to create a sustainable development framework. 

7.5. Trends and responsibilities of the players in a tourist destination

On the basis of the principles of sustainable tourism development and the views of Buchalis and Fletcher (1995, 15 – 21) on the 5 players’ responsibilities at destination level the latter can be summarized as follows:

7.5.1. Local population

Firstly, it is necessary to build awareness about the tourism role of their environment resources, which apart from supporting their survival create recreation opportunities and are the primary attraction for the tourists. Therefore they should actively participate in the tourism development planning process through the use of adequate mechanisms.

They should also make sure that they can get a sufficient return on the usage of their environment resources.

7.5.2. Tourists

The tourism practice gives evidence of the emergence of t a new modern, more demanding, educated and environmentally conscious tourist whose behavior is environmentally friendly. He chooses forms of travel that are least harmful to the environment Such a behavior can be encouraged by more flexible production practices – for example adopt financial stimulus (discounts of room charges) for savings of energy, water etc. 

7.5.3. Tourism enterprises and supporting industries.

Long term development and profitability should be a major strategic direction of tourism enterprises. Each company should adopt an environment protection policy. At the same time responsibilities to the local people should be taken. As tourism enterprises use the public natural resources in order to make profits they are ethically obliged to return some of this value to the host community.

7.5.4. Tourist intermediaries – tour operators

An ecological trend has been observed over the last two decades in the Tour Operators behavior towards the environment. One of the reasons explaining that behavior is the environmentally conscious tourist. This trend is used by the tour operators as a marketing tool. Some contribution to this is also made by the new EC directive (990/314/EC) on Package Travel, Package Holidays and Package Tours which imposes certain responsibilities on tour operators regarding their product. It encourages European Tour Operators to be environmentally conscious. Another reason, which explains the 'green' trend, is that Tour Operators are running out of destinations. Some authors [Brackenbury, 1992] suggest that the key tour operators’ resource – the tourist destination is running low. It is no longer easy to move from one destination, after it becomes saturated, to another one. 

The objective long term ‘attachment’ to a certain destination makes the tour operators more concerned for the environment which is a component of their tourism product meant to be subject of repeated sale.

7.5.5. Public sector

The public sector and the National Tourist Organizations should realize the importance of the environment as a key asset for the development of the tourist destination. It is especially true for the natural resources, which influence the decision to choose certain destination. 

It is therefore necessary to formulate a policy for environment protection and enhancement of the quality of the natural resources.

Such a policy requires specific engagements in the from of structures and a system of activities. It also requires common legislative framework. This is the way to ensure that a price is charged for the right to use environmental resources for private business interests. Only these responsibilities will make it possible for the National Tourist Organizations to play coordinating and enforcing role.

Each public organization should launch promotional campaigns to both local people and tourists explaining the sustainable tourism development objectives it is in pursuit of and what would be the direct benefit to them

A major role to play in this area is to be played by the educational system, which is expected to teach adequate behavioral patterns, including tourism ones. Table 7 illustrates the sustainable tourism policy objectives among with the responsibilities for its formulation and implementation.

Table 7. Sustainable tourism policy objectives: formulation and implementation
OBJECTIVE
FORMULATED BY;
IMPLEMENTED BY;

Development of environmentally friendly tourism products, e.g. eco-tours, walking and cycling holidays
Destination tourism boards and offices, individual tourism firms, e.g. tour operators, hoteliers.
Firms supplying tourism products, e.g. tour operators, hoteliers, transport carriers, souvenir shops, etc.

Compliance with environmental legislation and development of reasonable and workable environmental regulations, e.g. aircraft noise level at take-off
Destination (national) public sector agencies and planning authorities
Tourism firms (monitored via public ector inspection)

Reduction of any negative environmental impacts of currant tourism activities and avoidance of such impacts from proposed tourism developments, e.g. installation of sewerage treatment in place of disposal of untreated sewage directly into the sea; phasing out use of CFC-based aerosols and detergents, cleaners containing phosphates
Destination planning agencies and tourism firms
Destination planning agencies and tourism firms jointly

Increasing the efficiency of resource use, including waste minimization, and substitution of environmentally benign inputs and equipment wherever feasible, e.g. by recycling rubbish such as paper, glass, cooking oil; tourist promotional literature, etc. printed on recycled paper; consideration of energy efficiency of buildings
Tourism firms
Tourism firms, e.g. hoteliers, restauranteurs, car hire firms, tour operators, theme parks, zoos etc.

Fostering of an understanding of environmental issues amongst tourism entrepreneurs and employees, destination residents and tourists, e.g. codes of conduct advising tourists on behaviour at a destination issued by tour operators
Destination tourism boards and planning authorities

Tour operators
Destination tourist information services and offices

Tour operators

Source: Goodall, B. and Stabler M. (1992).

7.6. Major spheres of activities

The major spheres of activities relate to all the sectors, which offer services and good to the tourists, as well as all the private and public sectors supporting the tourism industry, namely:

· adequate urban policy and planning – this relates to the quality of the urban environment which is also a component of the tourism product;

· insurance of investments in building and improving the specialized tourist infrastructure as well as  key elements of the superstructure such as transport and information systems; 

· development of relationships of the tourism industry with the local population – in the first place these are the relationships with the tourism associations as well as with the local authorities and other public groups of interests;

· decentralization of local level management by means of creating mechanisms for real participation of public structures in the decision-making process related to sustainable tourism development

7.7. Physical planning for eco-tourism areas

The presentation and use of the tourist attractions at local level is closely related to the:

- national strategy for eco-tourism development in urban areas – it is related to town-planning and architectural styles;

- national strategy for eco-tourism development in countryside areas – this requires to determine the cultural heritage identity and the way it will be integrated with the rest of the components of the physical plans at different space levels (regional, local). In our particular case of importance are issues related to the development of specific type tourist environment – alt production theme park

World practice gives examples of two types of strategies, which are used, at local level in the planning process:

A) increase supply for achieving more even distribution of demand, e.g. tourist pressure

B) decrease supply for the purpose of limiting the visitors’ numbers. It is also preferable for eco-tourism areas to do zoning of the area as a means to manage visitors’ flows by allocating them in various sites within the tourism area 

Both strategies have accounts on: the concept of the carrying capacity, which is based either on the natural sustenance of the resources or the technically increased capacity; and the multiple land use. They both are dependent on the nature of the attractions and their environment.

In the case of salt production theme park the above mentioned functional zoning is of extreme importance and in the first place the number and the size of the zones. We consider that there should be 4 zones:

- the cognitive eco-zone – it contains the attraction itself in particular the Salinas. The specialized facilities will be determined by the nature of the contact of the visitors with the attraction. In the Salinas these should be watch places from where visitors can observe the production process;

- green zone – greenery will play the role of a buffer to prevent from harmful influences from outside the wetland area. It will also fulfill aesthetic function;

- administrative zone – it provides a wide range of services to satisfy the various needs of the visitors during their stay in the theme park, e.g. information, souvenirs, refreshments etc.
- materials supply and maintenance zone – contains warehouses, maintenance workshop etc.
7. General conclusions

A number of general conclusions can be drawn. It must be recognized that although each country and tourist destination is unique, the experience from planning and development different types of countryside areas provides useful ideas which can be adapted to the specific needs of wetlands areas as tourist destinations.

The major conclusion relates to the fact that integrated approach of eco-tourism development in Salinas proves to be very successful in achieving sustainable development. 

The conclusions will be grouped under several headings.

7.1. Planning

Access – as a major component of a tourist destination it serves a basic planning consideration. Adequate access to salinas tourism areas must be provided though in some case this may implies a change in transportation.

Within regional and national planning – sustainable tourism development of coastal areas should be subject to a country’s overall tourism policy, including relationships to physical structure and major tourist attractions. It is only within the national context that further local tourism development plans should be elaborated with major considerations given to local community actions and participation, potential tourist attractions and infrastructure.

Site selection – considerations with respect to site selection relate to availability of land where recreation function could be harmoniously combined with other ecological (preservation) functions, to availability of, or feasibility of developing, an adequate infrastructure.

Future demand growth – planning should be based on forecasts for future changes in tourist tastes and influencing factors. This means that planning should allow for flexible development over a long period of time.

Layout and design standards – these should be set as a part of the planning and reflect the basic concept of the tourism product. They refer to building heights, architectural styles, landscaping, parking areas, signage etc.

7.2. Management
Effective organization –essential for the successful sustainable tourism development are structures which typically include government agencies, public and private corporations, including coordination which is normally a responsibility of the development authority. Local government should in all cases retain control of planning and the application of a wide range of standards – development and operational in order a desired quality of the product to be achieved and maintained.

Education and training – training of residents willing to be employed in tourism enterprises as well as of employees and the provision of training centres, if needed, should be a part of the coastal area development plan.

Marketing the countryside area – appropriate marketing of the eco-tourism product to future customers and specialized tour operators who can facilitate exit to markets is essential. As many case studies show cooperation of public and private sector for joint promotion of the tourism product is very successful.

7.3. Financing

Funding sources – Infrastructure development is expensive and is normally secured through a combination of sources. Therefore identification of sources for funding is of extreme importance and should be a part of the planning process. A wide range of sources and a number of different combinations can be used. 

In the field of financing it is also important to establish cooperation between the public and private sector. 

Private sector investment – this is also very important for successful tourism development over a long period of time. In order to attract it incentives and tax exemptions need to be offered.

Long term investments – although not yet a problem there may be the tendency that some coastal tourism areas will increase densities in an attempt to gain short term profits. 

In order to maintain a quality tourism product and to meet current market demands continuous effective management and monitoring of the coastal area’s facilities, services and the overall environment quality is essential.
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