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INTRODUCTION 

 

Building the ADRION Brand Name in Tourism, indulging all Five Senses. This was the main 
objective and  experience of ADRION 5 Senses. This project started in 2018 and aimed to address 
the common territorial challenges within ADRION areas, namely the lack of sustainable tourism 
model based on innovative, high quality tourism products and services.   

The project suggested an holistic approach to sight, hearing, smell, taste and touch to develop 
effective branding strategies and boost performance of ADRION destination by creating 
conditions to enhance tourist experiences. This integrated approach (sensory marketing) was 
new and innovative for the ADRION area.  

ADRION 5 Senses also aimed to use technology for the co-creation of enhanced destination 
experiences.  Under this aspect, the ADRION destination had the opportunity to better address 
the multi-sensory nature of the tourist experience in order to design experiences by exploring 
the potential of ICT.  

The main outputs of ADRION 5 Senses, included a Joint Strategy & Action Plan for the ADRION 
destination management, the ADRION 5 Senses Transnational Cooperation Network and 
demonstration actions (Map of Sensations, Multilingual Web Platform and Exhibition Centres) 
that benefit local/regional/national authorities, SMEs, business support organisations and 
academia.  

The aim of this Roadmap is therefore to be a guideline for future projects and stakeholders that 
might wish follow the path towards the development of ADRION 5 Senses. To get this purpose, 
the Roadmap provides essential information and tools for any interested partner/stakeholder 
that want to learn more about sensory marketing and branding and to apply a similar approach 
to a new initiative or more simple to join to the ADRION 5 Senses Network.  

  



5 
 

Background 

 
ADRION 5 SENSES is an European Territorial Cooperation project financed by ADRION Programme. 
The project is based on a transnational partnership involving regional authorities and 
development agencies from different EU and IPA countries participating in the ADRION 
Programme. The figure below shows the composition of ADRION 5 Senses partnership.    

 

The cultural and natural assets of the ADRION 5 SENSES area are numerous, of high value and 
quality, but unsustainably valorised. The area constantly deals with common territorial 
challenge such as the lack of a sustainable tourism model based in innovative, high quality 
tourism products and services, with a light ecological footprint. 

In particular different studies have demonstrated shortcomings regarding touristic destination 
marketing such as:  

▪ weak on-line market presence, with digital marketing channels on basic level;  
▪ lack of cooperation of local stakeholders in promotion of the territory / destination;  
▪ underused 5-sense/multisensory marketing as a concept in destination promotion;  
▪ lack of valorisation and recognition of valuable natural and cultural tourist destinations. 

   
To cope with these shortcomings, ADRION 5 Senses developed new branding strategies and an 
innovative approach to boost the performance of ADRION destination, by creating conditions to 
enhance tourist experiences by  sensory marketing. The sensory experience in tourism activities 
is indeed crucial to engage the consumers’ senses and affecting their perception, judgement and 
behaviour. 

Thus, sensory marketing coincided with the development of ADRION’s sensory branding for 
tourism through which the 5 senses were associated with each of the tourist destinations in the 
partnership areas, according to the figure reported below. 

 

ADRION 5 Senses Partnership 

1. Region of Epirus  (Greece)

2. Development Agency of EVIA SA 
(Greece)

3. SIPRO Development Agency 
(Italy)

4. Zadar County Development 
Agency Zadra Nova (Croatia)

5. RDA of Northern Primorska Ltd. 
Nova Gorica (Slovenia)

6. Sarajevo Economic Region 
Development Agency (BiH)

7. Regional Agency for Economic 
Development of Šumadija and 
Pomoravlje (Serbia)

8. Albania Development Fund 
(Albania)

9. National Tourism Organisation 
of Montenegro (Montenegro) 

Associated partner: 

Ministry of Trade, Tourism and 
Telecommunications of the 
Republic of Serbia. 
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The path of ADRION 5 Senses 

 
The ADRION 5 Senses’ path can be summarized as follows: 
 

 
 

The strategy 

 
The boosting of ADRION 5 Senses destination required firstly the development of a Joint Action 
Plan, on the basis of an extensive assessment process coordinated by the Zadar County 
Development Agency, and implemented by all project partners.  The assessment process is 
briefly summarized in the figure below.  

Figure 1. ADRION 5 Senses Strategy 

 

SIGHT - Cultural / natural heritage, performing and visual 
arts

HEARING - Music, narrations, stories/legends, nature

SMELL - Flowers, herbs, perfumes

TASTE - Gastronomy, wines and spirits

TOUCH - Handicraft, apparel, embroideries, sculptures

1. The strategy 

•Analysis  of destination 
and identification of 
shortcomings;

•Formulation of a Joint 
Strategy;

• Establishment of 
ADRION 5 Senses 
Transnational 
Cooperation Network.  

2. The branding

•Elaboration of ADRION 
5 Senses Brand; 

•Capacity Building of 
ADRION 5 Senses  
brand. 

3. The 
demonstration 

•ADRION 5 SENSES Map 
of Sensations, Web 
Platform and 
Exhibition Centres.
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The assessment started with the identification of partner country destinations, the collection of 
good practices concerning the management/marketing and logically a stakeholder analysis.   

▪ Market Research Competition Analysis and Trends: destination situation, including 
resource (natural and cultural), visitors, services and attraction, market and competition 
as well as relevant strategies and policies for natural and cultural resources analyses 
were defined.   
 

 

 
▪ Collection of good practices and benchmarking:  collection of four case studies per 

partner country (two good examples and two examples that need an upgrade), analysis of 
promotional channels/ tools and final benchmarking.  
 

▪ Stakeholder analysis: the following stakeholders have been analysed: 
 

o Local Public Authorities; 
o Regional Public Authorities; 
o Sectoral Agencies; 
o Infrastructure and (public) Service Providers; 
o Interest Groups including NGOs; 
o Higher Education & Research; 
o Education / Training Centre and Schools; 
o SMEs; 
o Business Support Organizations; 
o General Public; 
o Enterprise, excluding SMEs;  

according to:  

▪ Category & basic characteristics;  
▪ Interests and how affected by ADRION 5 SENSES;  
▪ Capacity and motivation to bring about change;  
▪ Possible actions to address stakeholders interests.  

 
At the end though a SWOT analysis strengths, opportunities, weaknesses and threats related to 
ADRION 5 Senses area were identified, as reported in the table below.  

Resource Analysis 

Natural resources

Cultural resources

Visitors' Analysis

Analysis of 
accomodation 

capacities

Analysis of arrivals 
and overnight 

stays

Analysis of 
overnights and 
income (in EUR)

Analysis of services and 
attractions related to 
cultural and natural 

resources

Relevant product 
and services 
(cultural and 

natural)

Relevant tourist 
products and 

services

Relevant tourist 
attractions

Relevant 
attractions

Analysis of market and 
competition 

Structure and 
types of visitors in 

the region

Analysis of the 
selective types of 
tourism relevant 

for the region

Competition 
analysis

Relevant strategies and 
policies for natural and 

cultural resources

Strategies and 
policies

Possible sources 
of funding 

EU/National
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SWOT ANALYSIS  
In

te
rn

a
l 

Strengths Opportunities 
1. Rich cultural and historical heritage 
2. Abundance of natural resources (landscapes, 
caves, protected areas) 
3. Some of the 'must see' locations 
4. Recognizable manifestations 
5. Diverse tourist offers 
6. Many products just need fine tuning to 
become fully sensory ones 
7.  Developed geodiversity and biodiversity of 
the region 
8. Mediterranean climate 
9.  Developed road transport infrastructure 
10. Established various programs for permanent 
education and adult education in tourism 
11. Well known outdoor activities such as 
hiking, running, trekking, biking etc. 
12. Tourism products are well developed and 
branded 
13. Capacity level of key stakeholders in 
developing more innovative and integrated 
tourism 
14.  Capacity level of key stakeholders in 
promoting at medium level 
15. Cooperation is also at the medium level – 
the highest 
16.  Stakeholders knowledge about a sensory 
marketing approach is fairly low 

1. Opportunities and basis for developing more coordinated 
management 
2. Positive trends in tourism 
3. Use of digital tools – there is a solid basis but needs to 
befurther developed and capitalized its full potential 
4.  Knowledge and potential of NGOs especially those in 
tourism 
5. Improving the quality and content of services 
6. Donor programs (EU funds) 
7. New market opportunities 
8. Saturation with traditional destinations – need for 
innovations and new offer 
9. Linking with neighboring destinations through 
thematization 
10. Most commonly used „elements“ of holistic, multisensory 
tourist products/services 
11. Development of road infrastructure connecting south and 
north of the country 
12.Cooperation and support of UNESCO sites in the 
neighboring regions 
13. Local traditional products as tourism product in 
increasing numbers 
14. Support measures for better marketing of traditional 
products training, joint activities 
15. Transnational network to establish greater links to 
potential customers/buyers  
16. To increase understanding and application of the sensory 
marketing approach stakeholders from different sectors need 
to be connected to co-create innovative tourism products 

E
x
te

rn
a
l 
 

Weaknesses Threats 
1. Too much focus on visual and taste and not 
on other senses 
2. Lack of awareness of integrated 5 senses in 
the tourism offering 
3. Lack of sensory marketing 
4. No cooperation between the involved 
stakeholders 
5. No synergy between the various tourist 
proposals 
6.  Bad road and other infrastructure in 
mountainous areas with extraordinary natural 
attractions (in some regions) 
7. Lack of initiatives for the development of 
sensory products and networking at the local 
level 
8. Not enough reliable data for performance 
management 
9.  Lack of organized tourism transport lines 
10. Lack of energy and water management 
structures in some areas 
11. Absence of joint management of heritage 
sites for tourism purposes 
12. Lack of adequate communication between 
local and regional authorities in terms of joint 
tourism performance 
13. Lack of adequate communication between 
local tourism stakeholders in terms of joint 
tourism performance 
14. Absence of joint and coordinated marketing 

1. Competition between neighboring countries 
2. Focus is still mostly on mass tourism as a main offer 
3. Tourism not recognized as an economic sector 
4. Declarative support to tourism by governments 
5. Political instability in the region 
6. Low ecological awareness of citizens - threats to the 
environment 
7. Limited budget capacity of local and regional authorities 
and private investment capacities 
8. Lack of measures and support to tourism SMEs and other 
stakeholders in tourism from the national and regional/local 
government 
9. Continuing migration of young people to urban areas 
10. Bad Urban waste management, environmental or fauna 
and flora protection. 
11. Lack of coordinated investments respecting the local 
architecture, environment and landscape etc. 
12. Strict regulations and laws that prevent innovation 
13. Introduction of new, modern and non-sustainable 
materials and solutions in renovation of techniques and 
construction in relation to the heritage sites 
14. Commercialization of the local traditions 
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Through the SWOT analysis a Joint Action Plan - composed by 4 strategic goals – was defined, 
as shown in the table below.  

 
Join Action Plan 

Strategic Goals Measures  
1. to support capacity building efforts to key 
stakeholders and service providers in multisensory 
product planning, development and management 

 

1.1. Organize joint activities on multisensory 
product development, branding, management and 
marketing/promotion; 
1.2. Mapping of international stakeholders and 
partners; 
1.3. Create a transnational network and support 
cooperation in the ADRION region.  
 

2. to develop innovative, holistic, multisensory 
tourism products based on cultural and natural 
heritage. 
 
  

2.1. Develop and ensure maintenance of the 
database of multisensory tourism offer in the 
ADRION region; 
2.2. Upgrade the Existing and develop New 
multisensory tourist offer. 
 

3. To create a regional ADRION brand and 
implement innovative marketing approaches to 
ensure visibility of the region. 
 
 
 
 

3.1. Development of the Joint Marketing strategy 
and Communication plan; 
3.2. Support the development of the destination 
management model and ownership of the 
ADRION brand; 
3.3. Ensure promotion and visibility of the 
destination and the ADRION brand.  
 

4. To develop relevant infrastructure for 
sustainable tourism. 
 
 

4.1. Support the development of ICT and other 
infrastructure means to promote ADRION 
Destination; 
4.2. Promote accessibility to ADRION destinations.  

 
The Joint Action Plan provided a long-term direction for the destination’s development, 
sensory marketing & management as well as short, medium and long-term actions to 
achieve the destination's vision. 
 
After that, the project partners have established a Transnational Network by signing a 
Memorandum of Agreement (MoA) open to all interested stakeholders for the promotion of 
multisensory tourism in the ADRION 5 Senses area.   
 
For this purpose, the MoA has only few articles related to: 
 

▪ Cooperation through sharing of information and ensuring effective consultation, 
exchanging of experiences and continue learning about good practices related to this new 
area of tourism; 

▪ Communication through fostering collaboration and sustainable tourism in the Adriatic 
region, informally promoting the project scope, outcomes and benefits, informing 
members of new trends, opportunities, funding calls etc. 

 

The branding 

 
The branding was based on the short-medium term objectives outlined in the Joint Action Plan. 
The Development Agency of Evia Sa (DAE) coordinated the process with the participation of 
project partners. The branding was finalized through three steps:  
 

i. Definition: coming up with the right brand name or slogan for the ADRION 5 Senses 
destination through an Image –  Vision – Culture gap analysis. 
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The Model of Image-Vision-Culture in the branding process illustrates a successful brand with 
coherence between what the vision for the future is, in specific for the ADRION regions, what 
reflects the beliefs of the regions values (hence, the culture of the region and the people living 
within), and what external stakeholders expect (thus, their images of it). 
 

The stronger the link is between these three 
dimensions, the stronger the corporate brand is. If 
those three variables have a strong correlation then 
the branding is considered successful, the identity of 
the branded product is clearly recognized and is 
unified with the region as to be one, creating a unified 
whole. 

In the opposite scenario where the tripartite of Image-
Vision-Culture is misaligned then brand is 
underperforming. The interrelationship between 
Image-Vision-Culture is illustrated on the left.  

Figure 2. Image Vision Culture correlation 

 
During the definition, DAE provided to project partner templates to be filled, to conceive the 
new ADRION 5 SENSES brand DNA, on the basis of findings and results coming from local group 
discussions in each participating countries and questionnaires submitted at local level. The 
figure below summarizes the definition process.  
 

 

 
 
 
 
 
 

New ADRION5Senses Brand DNA:  
 

ADRION5SENSES 
DESTINATION FOR ALL 5 SENSES 

 
ii. Design: the complete brief of the ADRON 5 SENSES brand DNA is prepared and transferred 

to the creative team. 
 
Once the brand and the slogan were defined, the DAE’s creative team set the brand graphic 
looks like, and developed the marketing material. As for brand logo DAE started from the 
common characteristics of regions involved in the project: the climate, the rich cultural and 

Image - Vision Gap 
Analysis

•Who are the consumers?

•What do they think of 
destination?

•What do they think of 
competition?

•What do they want from 
destination?

Vision - Culture Gap 
Analysis

•What are the messages 
conveyed to consumers?

•Does the brand vision 
aspire stakeholders?

•Do the stakeholders 
understand and agree 
with the brand vision? 

Image - Culture Gap 
Analysis

•What kind of image do 
external visitors have of 
the region or product?

•Does the image 
correspond to the culture?

Image 

VisionCulture

Processing of findings and 
results coming from local 

discussion groups and submitted 
questionnaires 



11 
 

historical heritage, the natural resources, gastronomy and the hospitality/unity, represented by 
the figures below.  

 
Figure 3. ADRION 5 Senses Destinations main elements 

 
Each of these characteristics is closely connected with sensory experiences that everyone can 
see, hear, touch, taste and smell in each of ADRION 5 Senses destinations. Thus, the sensory 
marketing approach has found, its right place.   
 

 
 

Figure 4. ADRION 5 Senses marketing approach for branding definition 
 
By combining the common characteristics of the destination within the same sensory experience 
(graphically represented by the heart) DAE designed the actual ADRION 5 Senses Official Logo. 

 
Figure 5. ADRION 5 Senses official brand logo 
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Lastly, DAE designs internal items of the ADRION 5 SENSES brand (stationery, stickers, signs 
etc.), interactive marketing items (banner ads, email templates etc.), and print marketing items 
(roll-up banners, booth/wall templates for exhibitions, folders, etc.). 
 
An example of this materials is available in this document at page (…)  
 
iii. Capacity Building: to raise the professional standards of those engaged in destination 

management, tourism marketing and branding.  
 
Through this third step Capacity Building (CB) activities were organised in order to raise the 
professional standards of those engaged in destination management, tourism marketing and 
branding.  Basically three types of CB activities were carried out, as reported in the table below:  
 

ADRION 5 Senses Capacity Building 

Study Visits Webinars Local seminar 

Study Visit in Zadar  Webinar 1 – Sensory Marketing 
in the ADRION Region  
 

Local Seminar in ZADRA NOVA 
Creation of new tourism 
product and Marketing 
strategy 

Study Visit in Serbia  Webinar 2 – ADRION 5 SENSES – 
One Brand to Rule them All 

 

Study Visit in Ferrara  Webinar 3 – Creating Synergies 
in the ADRION Region.  

 

 
▪ Study Visits: three study visits were organised; the first one was in Zadar, Croatia. Here 

visitors have the opportunity to test excursions in wild natural environment. The second 
one was in Vojvodina and Central Serbia, in order to present best practices in the field of 
sustainable tourism product development and branding, mainly concerning spa, gastro 
and ethno tourism as well as wine tourism offer. The last study visit was in Italy, in 
Ferrara, where participants enjoyed the opportunity to test the river transport and the 
typical food products. 
  

▪ Webinars:  
 
Webinar name Focus  Brief Description  

Sensory 
Marketing in 
the ADRION 
Region 

▪ Albanian Alps – Sun and moon; 
▪ Sensory marketing;  
▪ How to use senses and tourists’ 

experience in marketing mix.  

▪ Introductory Webinar 
on sensory marketing  

One Brand to 
Rule them All  

▪ Presentation of ADRION 5 Senses Brand 
(with the inclusion of all promotional 
material;  

▪ Brand marketing lessons;  
▪ Epirus touristic destinations  

▪ Official presentation of 
ADRION 5 Senses Brand 
and Brand Marketing 
lessons  

Creating 
Synergies in 
the ADRION 
Region  

▪ Lecture on how to create synergies in 
the ADRIATIC Region;  

▪ Synergy in (Agri) Tourism Experience 
design: Montenegro perspective 

▪ Sarajevo region touristic destinations 
in the ADRION Region 

   

▪ Lessons on how to 
create synergies in the 
ADRIATIC Region and 
presentation of 
partner’s experience.  

 
▪ Local seminar: Zadra Nova held the seminar “Creation of new tourism product and 

Marketing strategies” where the following topics have been addressed: 1. development of 
New Products/type of tourism offer; 2. marketing a product (in tourism) 3. marketing on 
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the destination. During the seminar, after a brief introduction of ADRION 5 Senses, a 
specific session addressed the New Tourism Product and good practice examples.  

 
The study visits and webinars were of fundamental importance for the formulation of a 
common vision. If one side study visits allowed each partner to test and receive feedback on 
strengths and weaknesses of each destinations, on the other one webinars introduced the key 
elements of sensory marketing which were used to collect information and create the map of 
sensations within demonstration.  
 
In particular through the Sensory Marketing Webinar in the ADRION Region, participants 
learned how to combine lifestyle target groups, experience of all senses with marketing 
strategies and marketing 4Ps composed by  

• Product 

• Place/Positioning 

• Price 

• Promotion 

and better defining the promotion of their destinations, contributing to the definition of the 
common vision. In the second Webinar, the ADRION 5 Senses brand was presented illustrating of 
all the tools for promotional purposes and the official ADRION5Senses.eu website.  

The role played by different parties such as the government and the private sector in the arena 

of tourism development through a combined effort was also clarified to participants during the 

third webinar as well as the typical partnership objectives for ADRION region, including:  

• Products 

• Marketing and Sales 

• Research and Technology 

• Financing 

• Infrastructure 

• Human Resources 

 

The demonstration  

 
During the last step, the project partners coordinated by Region of Epirus have collected 
information related to architecture, gastronomy, sea, landscapes of their destinations, and 
associated them with each of the 5 senses to  create a map of sensations.   
 

 
Figure 6. ADRION 5 Senses Map of Sensations 
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The result can be summarized in the figure below.  
 

 
 
The map, made up of images, words, texts and videos was then integrated into an interactive 
Multilingual  ADRION 5 Senses Web Platform, where the users have the opportunity to learn, 
discover or deepen their knowledge of ADRION 5 Senses destinations, by choosing their own 
sensory experience.  

 
The ADRION 5 Senses web platform has been 
developed as a central means of communication 
with respect to ADRION Brand Identity and values 
associated to it. The Web Platform allows to 
visitors to virtually experience the chosen 
destination because of technology that enables 
the use of different multimedia besides word to 
describe destinations and experience.  
 
Interactive logos, web videos, an audiobook, 
sensory maps, virtual tours and interactive 
platforms for posting testimonials are available 
multimedia tools  on ADRION 5 Senses Web 
Platform at the following link:   

 
https://adrion5senses.eu/  
 
Upon first access, the visitor can immediately choose his own sensory experience in ADRION 5 
Senses area, by clicking on one of the icons representing the five senses, as illustrated in the 
previous image.  
 
For instance by clicking on “sight”, the platform will illustrate natural and cultural places, 
landscapes as well as performing and visual arts throughout the entire ADRION 5 Senses Area, 
also with geolocation on OpenStreetMap to identify each destination. However, the visitor also 
has the option to further personalize his/her experience.  
 
The drop-down menu allows to select one of the eight countries of ADRION 5 Senses area and to 
live the sensory experience only with reference to the selected country, as shown in the image 
below.  

SIGHT - Cultural / natural heritage, performing and 
visual arts

HEARING - Music, narrations, stories/legends, nature

SMELL - Flowers, herbs, perfumes

TASTE - Gastronomy, wines and spirits

TOUCH - Handicraft, apparel, embroideries, 
sculptures

https://adrion5senses.eu/
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Figure 7. ADRION 5 Senses Web Platform https://adrion5senses.eu/   
 

By clicking again on the chosen experience, the visitor gets useful information on the type of 
product, landscape, performing art etc. place, geolocation, websites and available videos on 
social channels.  

The web platform also suggests possible routes of sensations based on the user’s choices.  

 

Figure 8. ADRION 5 Senses Web Platform https://adrion5senses.eu/   
 

By selecting as usual one of the 5 senses (for instance sight) and an associated category (for 
instance Folklore and Traditional) the platform suggests possible destinations to stimulate the 
visitor’s curiosity and interest, as shown in the example below.  

https://adrion5senses.eu/
https://adrion5senses.eu/
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Figure 9. ADRION 5 Senses Web Platform https://adrion5senses.eu/   
 

The demonstration was finally concluded with the establishment of Exhibition Centres where 
the ADRION 5 Senses brand will be promoted and presented.  These centres will have a dual 
presence: physical (hosted in partner’s existing structures or virtual. Each partner performed 
actions for the definition of the minimum requirements that these centres should meet (space, 
layout, staffing, equipment etc.) and the selection of the hosting structures.   

The table below summarizes the Exhibition Centres, identified by the following project partners:  

Partner Country Site Selection Equipment  

Region of 
Epirus –  
 

Greece Igoumenitsa Port 
Authority  (physical) 

▪ Screens, Touch Screens, Digital Tools, 
Printed Materials, leaflets, banners, 
promotional materials, Display Area 

Development 
Agency of 
Evia  

Greece Chalkida (physical)  ▪ Screens, Touch Screens, Digital Tools, Audio 
Equipment, Printed materials, leaflets, 
banners, promotional materials, business 
cards.  

SIPRO  Italy Virtual Exhibition 
Centre of Ferrara  
(virtual)  

▪ Two video tours (province of Ferrara 
through the 5 senses, a path of senses 
between Ferrara and the Argenta Valleys, a 
path in senses between Ferrara, Bondeno 
and the Bosco della Panfilia).  

ZADRA  Croatia  Zadar County 
Development Agency 
ZADRA NOVA 
(physical) 

▪ Touchscreen LCD totem for tourism 
information, utilizing the ADRION 5 Senses 
Brand exhibit product/services that adopt 
the ADRION 5 Senses Philosophy.  

RDANG  Slovenia Branik Castle 
recently restored 
castle from 13th 
century (physical)  

▪ Brochure cabinet (in accordance with the 
equipment of the tourist centre) and roll-up 
panel ADRION 5 SENSES. 

REDASP Serbia Regional Economic 
Development Agency 

▪ Three PC providing information on the 
region, including maps and other tourism 

https://adrion5senses.eu/
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for Sumadija and 
Pomoravlje.  
(physical) 
 

information, multimedia materials.  
▪ App called “Srce Srbije” (The Heart of 

Serbia) for Android and IOS devices  
enabling tourists to easily and quickly search 
for tourist attractions, sights, events and 
businesses in the area of Sumadija and 
Pomoravlje. 

ADF Albania  Internet Site (Virtual) ▪ Internet site including a representation of 
the map of sensations for 50 selected 
destinations in Albania.   

NTOCG Montenegro  Internet (Virtual) ▪ App (Android and IOS) presenting integrated 
tourist offer of Montenegro integrating 
ADRION 5 Senses brand (Montenegro 5 
Senses)  

 

Brief guidelines for replication / capitalization  

 
This section provides some simple information so that new areas can be included within ADRION 
5 Senses Brand and to capitalize results and outcomes achieved by this project. Generally 
speaking for those regional and local entities / municipalities / development agencies that 
intend to add to the path adopted by ADRION 5 Senses, the following 4 steps should be adopted.  

 

▪ STEP 1 - Know Your Destinations:  

This is essential to have an in-depth knowledge of the tourist destinations and it concerns 
studies on natural and cultural resources as well as researches on available facilities and 
services. The analysis is then completed by a market survey on the structures and types of 
visitors, as well as by an assessment of the relevant local strategies to the enhance natural and 
cultural resources.  

Know your destinations

•Natural and cultural 
resources;

•Visitors analysis; 

•Services and attractions; 

•Market and competition; 

•Relevant strategies for 
cultural and natural 
resources. 

Define your 
opportunities and 

challenges

•Stakeholder analysis;

• Collection og good 
practices and 
benchmarking;

•SWOT Analysis.

Formulate your strategy

•How to involve 
stakeholders;

•How to promote 
multisensory marketing;

•How to develop develop 
relevant infrastructures 
for sustainable tourism.

Joint to ADRION 5 Senses 
Brand 

•Image - Vision - Culture 
Gap Analysis ;

•Providing information on 
the multilingual web 
platform; 

•Join to the transnational 
network

•Creation of Exhibition 
Centres. 
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As for data on natural and cultural resources, Annexes 1 and 2  of this Roadmap provide 
information on these resources, as regards ADRION 5 Senses Partnership, and template for data 
collection. As for quantitative data on facilities, the partners filled this basic template: 

Facilities 

Type of accommodation No. of objects Capacity  

hotels Number  Number  

tourist resorts Number Number 

Camps/farmhouses Number Number 

apartments/rooms Number Number 

Other (….) Number Number 
 
Then the partners identified relevant tourist products, services and attraction as shown in the 
Annex 3 and 4 of this Roadmap. Another crucial analysis is that one on the market and 
competition in the area of tourist products and services based on the natural and cultural 
resources. ADRION 5 Senses partners provided here the following information:  

▪ Structures and types of visitors in the region;  
▪ Analysis of the selective types of tourism relevant for the region; 
▪ Competition analysis.   

Lastly Annex 5 provides identified strategies and policies related to the protection, valorisation, 
interpretation, promotion and management of natural and cultural resources.  

▪ STEP 2 - Define your opportunities and challenges:  

After the analysis of the destinations, it is important to define who are the stakeholders, what 
interest they may have in participating in the promotion of the destinations and their 
contribution. Where possible, interested partners should also collect information on existing 
good practices and promotional channels to be improved or created from scratch. Lastly, on 
the basis of this assessment, through a SWOT Analysis it will be possible to identify internal 
strengths and opportunities, as well as external weakness and risks for destinations. The results 
of SWOT analysis will allow the formulation of objectives, in line with the priorities identified by 
ADRION 5 Senses. 

Annex 6 provides an example of the Stakeholder Analysis carried out by the project partners.  

▪ STEP 3 - Formulate your strategy:  

This formulation concerns objectives and measures for enhancing the capacity of relevant 
stakeholders and tour operators as regards destinations, for instance organizing - as happened 
during ADRION 5 Senses - ad hoc trainings on sustainable tourism and sensory marketing. 

In order to organize ad hoc trainings, the ADRION 5 Senses project partner filled a training 
needs analysis aimed to raise the professional standards of those engaged in destination 
management, tourism marketing and branding.   

Also during the strategy formulation, the interested partners can devise measures though which 
improve or develop infrastructures that encourage sustainable tourism or enhance the 
communication and attractiveness of the chosen tourist destinations. To get this purpose, it will 
be necessary firstly carried out an Image-Vision-Culture gap analysis with all relevant 
stakeholders of destination, composed by open questions during the organisation of discussion 
groups and survey questionnaires:  

▪ Image-Vision-Culture Group discussion Open Questions: 
▪ Image-Vision-Culture Survey Questionnaire.  
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Annexes 7 and 8 illustrate the templates adopted by ADRION 5 Senses project partners for both 
questionnaires. Once obtained all necessary information the sensory and marketing strategy for 
destinations will be clarified.  

▪ STEP 4 - Joint to ADRION 5 Senses Brand  

Simultaneously with the definition of the strategy, the interested partners should start to 
associate their destinations and tourist offers with each of the 5 senses, in order to develop 
a map of the sensations that will be entered within ADRION 5 Senses Multilanguage Web 
Platform.   

This will allow new partners and destinations to become part of the ADRION 5 Senses Brand 
and to enhance their sensory tourism marketing. The last two steps will be:  

▪ Signing of the ADRION 5 Senses Memorandum of Understanding available at the following 
link: 
https://docs.google.com/forms/d/e/1FAIpQLScVVn0Qai7fJ2ANfQ9QsLPgx_onEhFVWWTnP
mRTdRhZcwsRiA/viewform?vc=0&c=0&w=1 

▪ choosing a local Exhibition Centre (physical/virtual) where both the local offer and the 
ADRION 5 Senses Brand will be promoted and disseminated.   
 

The impact of ADRION 5 Senses 

 
According to the Action Plan the following impacts have been identified in a long-term 

perspective:  

▪ Increase of sustainable tourism/fair tourism: the movement offers opportunities for 
eco-friendly destinations that target younger audiences and invest strategically on  
sustainability. Might become a challenge for SMEs to adapt to the rising standards;  
 

▪ Growth of enabling technologies: the constant technological progress provides more 
power to users but also raises their expectations for digital infrastructure. Destinations 
that are digi-savvy can take advantage of the global market but those who fail to adapt 
quickly might find themselves in difficult position soon;  
 

▪ Travel mobility: the increase or air-travel can benefit remote destinations with good  
access to airports. Combined transportations (i.e. flight-train) can open up new routes 
for visitors. Internal transport networks that fall behind modernization can become 
serious liability; 
 

▪  Increase of Sharing Economy: the Sharing Economy has created a new market to the 
tourism sector and a new segment of travelers. It is becoming an alternative for hotels 
and traditional accommodation, but also can support “hidden” destinations which do not 
have the traditional accommodation capacity (i.e. hotel).  

 
The wider impact on society varies (i.e. rise of rents, increase of neighbourhood 
disturbances, increase disposable income etc.) as well as the impact on the offered 
quality. The Platform Business model is dominating the tourism sector and professionals 
as well as destination management authorities need to quickly adapt. 

 

 

 

https://docs.google.com/forms/d/e/1FAIpQLScVVn0Qai7fJ2ANfQ9QsLPgx_onEhFVWWTnPmRTdRhZcwsRiA/viewform?vc=0&c=0&w=1
https://docs.google.com/forms/d/e/1FAIpQLScVVn0Qai7fJ2ANfQ9QsLPgx_onEhFVWWTnPmRTdRhZcwsRiA/viewform?vc=0&c=0&w=1
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CONCLUSION 

 
 
As previously stated, the main aim of this Roadmap is to be  guideline for future partners and 

stakeholders that might follow the same path of ADRION 5 Senses on the basis of the different 

reasons.  
 
The project ADRION 5 SENSES had a significant impact on the partner’s organisations as well as 

on key ADRION region tourism stakeholders. It is evident by the vast results that the approach of 

ADRION 5 SENSES has been not only innovative but also up to date with the actual needs of the 

sector and the trends of the market.  
 
During the initial stages of the project, the market analysis of the ADRION region indicated that 
the ADRION tourism product must diversify from the rest of the world, as well as build on its 
uniqueness of natural and cultural heritage and its niche offering, far from the mass tourism 
model.  
 
The success of the ADRION 5 SENSES Transnational Cooperation Network. This is evident by the 
membership which expands beyond the partnership, has shown the necessity for transnational 
collaboration, even between “competing” micro-destinations. 
  
The vision-mission-culture analysis, that led to the creation of the modern ADRION 5 SENSES 

Brand, indicated that authorities of all levels and DMOs, need to pay more attention to what 

they promise, to what they expect and to what they think they deliver. Visitors, and very often 

tourism professionals, have a vastly different view of what it is actually offered or what is 

required more, that the decision-makers (and funders).  
 
Regular monitoring of each micro and macro destination is needed, to ensure that strategies, 

policies, and funding programmes respond to actual and current needs, instead of serving 

obsolete visions and goals.  
 
The skills-gap analysis illustrated that a more digital-savvy and market-driven skill set is required 

for modern tourism professionals and destination managers, in order to become – or remain – 

competitive in the world destination market. The capacity building programme implemented 

within ADRION 5 SENSES project was a good pilot for more and wider training initiatives to be 

organised in the ADRION region. 

The pilot tools created by the project, namely the www.adrion5senses.eu  web-platform, the 

“Map of Sensations” points-of-interest mapping and the Exhibition Centres, provide a good 

starting point and a steppingstone, for implementing wider activities and creating more 

innovative tools to support the ADRION unified destination. 

 

http://www.adrion5senses.eu/
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ANNEX 1  - Natural Resources 

Albania Bosnia and 
Herzegovina 

Croatia Greece (Region of 
Epirus & Evia) 

Italy Montenegro Serbia Slovenia 

3 National 
parks: 
- Natural 
Strict Natural 
Reserve of 
"Gashi River" 
- Thethi 
- The Valbona 
Valley 

National and 
nature parks: 
- NP Drina (RS)SP 
Skakavac (F BiH) 
- SP Vrelo Bosne (F 
BiH) 
- ZP Bijambare 
(FBiH) 
- ZP Trebević (F 
BiH) 
- ZP Bentbaša (F 
BiH) 

National 
parks: 
- 
Paklenica 
- Kornati 
- Plitvice 
lakes 
- 
Waterfalls 
Krka 
- North 
Velebit 
3 nature 
parks: 
- 
Telascica 
- Vransko 
jezero 
- Velebit. 

Small & Big Livari 
Lagoons & 
Deciduous Forts of 
Agios Nikolaos 
- Dimosari Gorge 
- Scotini Cave 
- Plane (platanus) 
forest of Kireas 
- Petrified Forest of 
Kerasia 
- Curative Springs of 
Aidipsos 
- Lochadonisia. 
- Euripus Tide 
Phenomenon 
- National Park of 
Vikos Aoos 
- National Park of 
Pindus Valia-Calda 
- National Park of 
Tzoumerka,Peristeri 
&Arachthos Gorge 
- Lake Pamvotidas 
- Acheron River & 
Delta 
- Amvrakikos Gulf 
- Ioannina Aesthetic 
Forest 

Delta Po Park - 
Valli di 
Comacchio, 
Saline di 
Comacchio, 
Pineta di Volano 
(Comacchio, 
Codigoro, 
Mesola, Goro), 
Natural Reserve 
Bosco Mesola 
(Mesola), 
Campotto Oasi 
(Argenta), 
Vallette di 
Ostellato 
(Ostellato) 
Porporana 
Woodland 
(Ferrara) 
Panfilia 
Woodland 
(Sant’Agostino) 

National parks 
(NP): 
Durmitor, 
Biogradska 
gora and 
Prokletije on 
the North, and 
Lake Skadar 
and Lovćen in 
the central 
region 

Landscape of 
outstanding 
qualities:   
- Part of the area in 
the river basin of 
the Resava, Suvaja, 
Čemernica, 
- Jelov stream and 
Beljanica river, 
Despotovac-
Svilajnac 
Nature Reserve: 
- Vinatovača 
- Despotovac 
the only rainforest 
in Serbia, beech 
rainforest 

NP Triglav 
(not in the 
project area 
but the most 
spectacular 
NP in 
Slovenia) 
- The Soča 
River 
- Brda 
- Trnovo 
Forest 
- The Panovec 
Forest 
- The Plateau 
Nanos 
- The Sabotin 
Hill 
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ANNEX 2 - Cultural Resources 

Albania Bosnia and 
Herzegovina 

Croatia Greece (Region of 
Epirus & Evia) 

Italy Montenegro Serbia Slovenia 

1. Shoshan 
Castle; 
2. Leka 
Castle; 
3. Rosuja 
Town; 
4. Dragobia 
Cave; 
5. Bajram 
Currit Mill; 
6. Mehmet 
Rama’s 
House; 
7. Bajram 
Osumi's 
House; 
8. Sali Man's 
House; 
9. Mic Sokoli’s 
Tower; 
10. Lulash 
Keci’s House; 
11. Ndue Mark 
Kolas's House; 
12. Marash 
Kolas's House; 
13. Shkurte 
Alija’s House; 

  Tangible 
heritage: 
1. Roman forum; 
2. church of St. 
Donata - the 
simbol of the 
city; 
3. the church of 
St Krsevan; 
4. church and 
monastery of St 
Mary; 
5. national 
square with the 
City lodge; 
6. Church of the 
Holy Cross in Nin 
– the smallest 
cathedral in the 
world; 
7. Benedictine 
Monastery;  
8. Krupa 
Monastery.  
 
Intangible 
heritage 
protected by 

1. Naftilos – 
Natural Sea Life 
Museum; 
2. Museum of 
Natural History of 
Istiaia; 
3. Archaeological 
Museum of 
Chalkida; 
4. The Manos 
Faltaits Folklore 
Museum; 
5. Archaeological 
Site and ruins of 
ancient Eretria; 
6.  House of 
Mosaics; 
7. Iseion Temple 
(Eretria); 
8. Tomb of Erotes 
(Eretria); 
9. Castle of Saint 
Paraskevi of 
Aidipsos; 
10. Taurus of 
Oreoi; 
11. Tower of 
Rovies;  

1. Unesco sites: 
City of Ferrara, 
Delta Po Park, 
Province of 
Ferrara (“Delizie 
estensi, Mab 
Unesco Delta 
Po); 
2. Castello 
Estense 
(Ferrara); 
3. Cathedral of 
Ferrara 
(Ferrara); 
4. Pomposa 
Abbey 
(Codigoro); 
5. Old Delta 
Museum 
(Comacchio);  
6. Mesola Castle 
(Mesola); 
7.MEIS National 
Museum of 
Italian Judaism 
and Shoah 
(Ferrara); 
8 National 

1. Kotor 
Fortress; 
2. Stećci 
Medieval 
Tombstone 
Graveyards; 
3. Duklja 
(Doclea); 
4. Crvena 
stijena (Red 
Rock Cave); 
5. Ostrog 
Monastery; 
6. Biljarda 
(Billiard 
House) – old 
Royal; 
Residence; 
7. Morača 
Monastery;  
8. Husein 
Paša’s 
Mosque; 
9. Bar 
trikonhos.  

1. Church St. 
George the 
Monastery 
Manasija 
(Resava); 
2. Voljavca 
Monastery; 
3.  Miljko's 
monastery. 

1. Trnovo – WWII 
Memorial and 
Sepulchre; 
2. The Roman 
Stronghold Ad Pirum; 
3. Tower in Gonjače; 
4. The Baumkircher's 
turn; 
5. Sv. Pavel above 
Vrtovin; 
6. The Castrum 
Fortress; 
7. The Manor house 
Zemono; 
8. The stone railed 
bridge in Solkan; 
9. The Kostanjevica 
Monastery 
Sveta Gora - Holy 
Mountain; 
10. Kolovrat, Outdoor 
museum of the First 
World War; 
11. Kromberk Castle 
(Grad Kromberk) 
12. The Dobrovo 
Castle;  
13. Coronini Manor 
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14.  Zef 
Koceku's 
House; 
15. The House 
of the Writer 
Martin Camaj; 
16. the Castle 
of Dalmacas; 
17. Koman's 
Old 
Cemeteries; 
18. Ballec 
Cast; 19. 
Tamar Bridge 
over 20; 20. 
Cemi River of 
Vukl; 
21. Inn near 
the bridge.  

UNESCO  
1.ojkanje 
singing, 
glagolitic 
singing;  
2.  klapa signing, 
lace from the 
island of Pag; 
3. traditional 
silente dance, 
specific cheese  
(skripavac).  

12. Dodoni 
Sancuary & 
Theatre 
(Ioannina); 
13. Fethiye 
Mosque (Ioannina); 
14. Monastery of 
Molivdoskepasti 
(Konitsa); 
15. Ioannina Castle 
(Ioannina); 
16. 
Noktromanteion 
Acheron 
(Mesopotamos.  

archeological 
Museum 
(Ferrara); 
9 Diamanti 
palace (Ferrara); 
10. Delizia 
Estense del 
Verginese 
(Portomaggiore). 

House; 
14. Vogrsko Manor 
Hause 
15. Village of Goče, 
Vipavski Križ, Šmartno 
in Goriška brda.  

 

ANNEX 3 – Relevant tourist products and services 

Albania Bosnia and 
Herzegovina 

Croatia Greece (Region 
of Epirus & 

Evia) 

Italy Montenegro Serbia Slovenia 

1. Natural 
tourism: 
hiking 
trekking, 
alpinism, 
speleology, 
biking 
activities. 

 1.Outdoor/natur
e-based tourism 
(mountainous 
areas) 
2. Rural tourism 
3. Gastro tourism 

1.“Sun & sea” 
2. 
Culture/creati
ve 
3. Gastro/eno 
4. Outdoor 
5. Cycling 
6. Rural/eco 

1.Authentic Sun 
& Beach 
2.Family Sun & 
Beach 
3.Action Sea & 
Beach 
4.Wellness Sun & 
Sea 

1. Ferrara Terra e 
Acqua 
2. VisitFerrrara 
Consortium/VisitC
omacchio 
Consortium 
3.  DeltaPoTourism 
Consortium 

1. Sea, sun and 
active holidays 
2. Activity based 
nature tourism 
3. Wine and 
gastro tourism 
4. Culture and 
heritage tourism 

1. Wine 
tourism 
2. Rakija 
tours (local 
brandy made 
from plum). 
3. Hiking and 
cycling tours 

1. Active and sport 
tourism 
2. Business tourism 
3. Cultural tourism 
4.  Eco- or green 
tourism 
5.  Health tourism 
6. Rural tourism7. 
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2. Cultural 
tourism: 
3. Rural 
tourism 
4. 
Adventure 
and sports . 

5. Nautical 
Tourism 
6. Wine Routes 
7. Culture & 
Religion 

5.  Events Water tourism 
7. Wine and 
gastronomy 

ANNEX 4 – Relevant attractions 

Albania Bosnia and 
Herzegovina 

Croatia Greece (Region 
of Epirus & 

Evia) 

Italy Montenegro Serbia Slovenia 

1. Shoshan 
Castle 
2. Rosuja 
Town 
3. Dragobia 
Cave 
4. Bajram 
Currit Mill 
5. Mic 
Sokoli’s 
Tower 
Koman's Old 
6.Cemeteries 
7. Tamar 
Bridge over 
8. Cemi River 

1. Orlovača 
(near Pale) 
2. Bijambara 
cave 
3. the Drina 
canyon 
4. waterfall 
Skakavac  

1.The nature 
park on Dugi 
otok 
2.Traditional 
fiesta in Sali 
3. Paklenica 
National Park 
4.Škraping – a 
unique 
trekking race 
on sharp island 
rocks 
5. St Donatus 
church 

1.Bike routs & 
walking routs in 
Kymi 
2.Chalkida’s 
Documentary 
Festival 
3.“Elymnia” 
4.“Edipsos” 
5.Folk Dance 
Festival” 
6. Zagorohoria 
7.  Vikos-Aoos 
National Park 
8.Konitsa Bridge 
9. Syrrako & 
Kalarrytes 
10. Tzoumerka 
Waterfall 
11. Preveza 

1.City of Ferrara 
(Historical centre, 
Castle, walls 
around the city, 
Cathedral, 
Museums) 
2.Delta Po Park 
3. City of 
Comacchio (Old 
Delta Museum, 
Historical centre, 
beaches) 
4. Comacchio; 
Ostellato valleys 
5.Buskes; 
6. Baloon festivals 
7. Internazionale 
festival 

1.The Celebration 
of Mimosa 
2. Masked Balls 
and Carnivals 
3. Budva Town 
Theatre 
4. “Bokeljska 
night” 
5. The Natural 
and Culture-
Historical Region 
of Kotor 
6. Durmitor 
National Park 
7.  National Park 
Biogradska Gora 

1.Wine 
festivals 
2.Music and 
folklore 
festivals 
3. Monastery 
Manasija 
Despotovac – 
medieval 
monastery 
and fortress 
4.Park of 
Bukovica 
5. Spa royal 
heritage 
resort in 
Oplenac 
6. Topola 
7. Resavska 
cave 

1.Vipavska Trgatev, 
2. The celebration 
of the cherries, 
3. Tabor Musical 
evenings, 
4. International 
exibition of 
Christmas crib on 
Sveta Gora, 
5. Kriški fair day, 
6. The Soča rowing 
regata 
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ANNEX 5 – Relevant strategies and policies related to the protection, valorisation, interpretation, promotion and management of natural 

and cultural resources 

Albania Bosnia and 
Herzegovina 

Croatia Greece (Region 
of Epirus & 

Evia) 

Italy Montenegro Serbia Slovenia 

1. The 
General 
National 
Plan 2015- 
2030 
 The Draft 

Strategy for 
Tourism 
Developme
nt 2017-
2022 
2. The 
National 
Sectorial 
Tourism 
Plan 
For The 
Albanian 
Alps Region 
and the 
General 
Local plan 
of 

 
1. Europe 
2020, 
European 
strategy for 
smart, 
sustainable 
and 
inclusive 
growth, EC 
2. The 2030 
Agenda for 
Sustainable 
Development, 
EC 
3. European 
Union 
- Tourism 
Trends 
Tourism 
Trends, 
UNWTO, 
2017. 
3. UNWTO 

1. Tourism 
Marketing 
Plan of 
Region of 
Sterea 
Ellada 2015 
– 2020 
2. Operation 
Programme 
(ESIF) of the 
Region of 
Epirus  

 
1. Tourism and 
Hospitality 
Law. 
2. the Law on 
National 
Parks; 
Spatial Plans 
for National 
Parks 
3. The Strategy 
for Tourism 
Development 
in 
Montenegro 
by 2020 
4. The rural 
tourism 
development 
program 
with the 
action plan 
for 

1. EU IPA 
funds, 
bilateral 
cooperation – 
government 
of 
Norway, Swiss 
government, 
South 
Moravian 
region, 
national funds 
2. Ministry of 
trade, 
tourism and 
telecommunic
ations, 
Ministry of 
agriculture, 
Ministry 
of 
environmental 
protection  
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the 
municipalit
y 
of Shkodra, 
Malësi e 
Madhe and 
Tropoja 
3. National 
Sectorial 
Tourism 
Plan 
For The 
Albanian 
Alps Region 
 
  

Tourism 
Highlights, 
2018 
Edition 
4. Travel 
Trends 
report 2018, 
Trekksoft 
5. Strategy for 
the 
development 
of 
tourism, 
Republic of 
Croatia 2020, 
Ministry of 
Tourism, April 
2016. 
7. Guide for 
volonturism, 
Innovations in 
sustainable 
tourism, 2017. 
EU project, 
Dubrovniknere
tva 
county, 
8. Zadar 
county 
development 
strategy 2020, 
2016. god. 
9. Master plan 
for 
the 
development 
of 
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tourism, Zadar 
county 

 

ANNEX 6 – Stakeholder Analysis 

Stakeholder Category & Basic 
Characteristic 

Interest and how affected by 
ADRION 5 Senses 

Capacity and Motivation to bring 
about a change 

Possible actions to address 
stakeholders interests 

Local Public Authorities 

Tourist Boards 
▪ Information centre 
▪ Guide 
▪ Organisation of public 
▪ events 

Cities and municipalities 
Conservation offices 

▪ Protection of heritage 

▪ Direct contact with the 
tourist 

▪ Awareness of the local 
situations and it’s 
problems 

▪ Enhancement of the 
touristic 

▪ offer 
▪ Direct contact with private 
▪ accommodation offers 
▪ Management of the city 

infrastructure 

▪ Financial resources 
▪ Local decision-making 

power 
▪ Development of tourism at 

local level 
▪ Adaptation of the national 

regulations 

▪ Raise awareness of the 
local population 

▪ Communication between 
all 
stakeholders’ groups 

▪ Dissemination of 
information concerning the 
regulations and offers 

Regional Public Authorities 

National tourist Boards and 
Councils 

Regional tourist Boards and 

▪ Direct contact with the 
tourist 

▪ Awareness of the local 

▪ Distribution of the 
resources 

▪ Development of tourism at 

▪ Raise awareness of the 
local population 

▪ Communication between 
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Councils 
 
 
 
 
 
 
 
 

situations and it’s 
problems 

▪ Enhancement of the 
touristic 
offer 

▪ Direct contact with private 
accommodation offers 

▪ Management of the local 
infrastructure 

local level 
▪ Management of the local 

regulations and 
signalization of the 
problematic situations 

all stakeholders groups 
▪ Dissemination of 

information concerning the 
regulations and offers 

National Public Authorities 

Relevant ministries that work on 
sustainable tourism, 

environmental 
protection, spatial planning and 
sustainable development 

▪ National Authority 
▪ Policy Maker 
▪ Funder 

Touristic Board of Croatia 
Croatian Chamber of Commerce 

▪ Develops national tourism 
development policies 

▪ Designs programs that 
include interventions in all 
fields of tourism 

▪ Develops the national 
touristic Brand 

▪ Represents the country in 
International tourist 
events 

▪ Political influence 
▪ Decision-making power 
▪ Financial resources 

▪ Development of tourism at 
national level 

▪ Branding 
 

▪ Raise awareness through 
meetings, consultations 
and involvement in events 

▪ Raise awareness in media 
▪ Presenting Strategies 

Sectoral Agencies  

ADRION 5 Senses Project Partners ▪ Development agencies 
▪ Contact with stakeholders 
▪ Implementation of the 

programmes 
▪ Integrating EU directives 

 

▪ Professional team 
▪ Awareness of the local 

touristic problems 
▪ Awareness of the new 

strategies and new 
tourism trends 

▪ Raise awareness 
▪ Implementation 
▪ Branding and 

Demonstrating 

Infrastructure and (public) Service Providers  

Interest Groups and (public) Service Providers 

Higher Education & Research 

Public universities; 
Private universities; 
Business management schools 
Tourism schools and faculties 

▪ Education 
▪ Insemination 

▪ Professional staff 
▪ Infrastructure Capacity 

Capacity to follow new 
trends and strategies 

▪ Raising awareness for the 
professionals, educational 
structure and students 
Promoting results 

▪ Demonstrating 

Education /Training Centre and Schools 
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Hotel management, Tourism and 
Gastronomy schools; 
Public open schools 
 

▪ Education 
▪ Insemination 

▪ Professional staff 
▪ Infrastructure Capacity 

Capacity to follow new 
trends and strategies 

▪ Raising awareness for the 
professionals, educational 
structure and students 

▪ Promoting results 
Demonstrating 

SMEs 

▪ ICT Sector 
▪ Food supplies SME’s 
▪ Local traditional 

production 
▪ Divers tourist Agencies 

 
 
 

▪ Business Contracts 
▪ Designs programs that 

include amelioration in all 
fields of tourism 

▪ Follow the new trends and 
demands and adapt the 
offer 

▪ High level of awareness 
▪ Rapid adaptation and 

modification of the offer 
▪ Direct contact and 

established network 

▪ Raising awareness 
▪ Branding the new 

Products 
▪ Local meetings and 

consultations 

Business Support Organisations  

General Public  

▪ Associations 
▪ Private accommodation 

owners 

▪ Represents the local 
stakeholders 

▪ Regular improvements of 
the 
rental properties 

▪ Principal financial 
resource 

▪ Long tradition of property 
management 

Ambassadors of tradition 

▪ Direct contact with target 
groups 

▪ Dissemination to a large 
number of Stakeholders 

Enterprise Excluding SMEs 

▪ Constructer enterprises 
▪ Food processing 

enterprises 

▪ Business offers increased 
▪ Number of employees 

increased 
▪ Stabilization of the Season 

▪ Quality products 
▪ Amelioration of the 

commercial offer 
▪ Adaptation to a market 

demand 

▪ Raising awareness 
through meetings, 
education 

▪ Quality management 

 

ANNEX 7 - Image-Vision-Culture Group discussion Open Questions 

Development of the Image – Vision Analysis 

 
1. What is your opinion for destination today?  
2. Do you believe that there are competitors relevant to the product offered?  
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3. What are your expectations and needs from destination?  
4. Is there any promotional message already developed? Has it fulfilled its purposes?  
5. Are there any similar messages competing the one to be developed?  
6. Is the vision of Destination aligned with the image?  
7. Is the promotional message effectively communicated?  
8. How is the region different from its competitors?  
9. How does the region meet the expectations of visitors, local community, stakeholders?  
10. Is the vision effectively communicated? If so, in what means? Is there any strategy?  
11. What is the greatest area of concern when branding the area of destination?  
 

 

Development of the Vision - Culture Analysis 

 
1. Are there any existing marketing materials of the areas’ promotion?  
2. Are there any internal processes to align vision with culture?  
3. In what means (how) is the message conveyed?  
4. Does the vision inspire the employees, visitors, community and stakeholders?  
5. Do the employees, visitors, community understand and agree with the Brand vision? 
6. Are the values promoted in destinations’ Brand vision? 
7. Do the tourism stakeholders practice the values promoted in the vision for the area? 
8. What are the peoples’ or visitors set of values? Are they shared across? 
9. Are your vision and culture sufficiently differentiated from those of your competitors? 
10. Is the vision and culture a signature for the product? Does this help stand out from competition? 
11. Is the vision and culture adequately differentiate from other brands in the area? 
12. Is the vision and values attractive to and supported by both visitors and stakeholders? 
 

Development of the Image - Culture Analysis 

 
1. What image do stakeholders, visitors, local community and media associate with destination?  
2. Are there any internal processes to align image with culture?  
3. Do your employees, visitors, community care what stakeholders think of destination?  
4. Are there any obstacles encountered during that process of data collection?  
5. What are the channels through which a visitor reaches/encounters with the stakeholders?  
6. What type of advertisements are selected for the product promotion?  
7. What are the means of collecting feedback from investors, community and visitors?  
8. In what ways do your employees, visitors, community and stakeholders interact?  
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ANNEX 8 - Image-Vision-Culture Survey Questionnaire 

IMAGE 

How would characterize the climate 
of the area? 
 
Please specify by putting an “x” 

Cold 

Snow 

Little sunlight 

Warm and sunny summer 

Spring-like weather 

How does the landscape look like? 
 
Please specify by putting an “x” 

Nature 

Water 

Natural parks 

City 

City Parks 

Islands 

Beaches 

Ice 

Wildlife 

Mountains  

Can you state a few reasons for 
visiting the area? 

 

Why this destination differentiates 
from other neighbouring regions that 
could be presumed as competitors? 
What does it make the area 
exceptional! 
 
(for example, the sights. value for 
money) 

 

Could you please identify some 
touristic sites? If yes, please indicate 

1… 
2… 
3… 

 
What is your perception for 
destination? 
 

A site with many to offer related to gastronomy, nature, entertainment, sightseeing, culture etc. 

A site with some interesting initiatives related to development 

A site with great potentials 

Tourism plays an important role 
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Please rate 1- don’t agree, 2- neutral, 
3– agree 
 

The touristic product offered is a value proposition 

A site listening the community and needs (here, in relation to the tourism sector) 

The infrastructures exist and (can) sustain the touristic development 

The site as a tourism destination is well promoted 

Social media play an important role for the promotion of destination as a tourism destination 

Please rate the following: 
 
Please rate 1- don’t agree, 2- neutral, 
3– agree 

Offers Sufficient cultural events 

Has a good offer of typical/traditional options (i.e. food) 

Offers a good nightlife and entertainment 

Offers sufficient shopping 

Offers sufficient events 

Offers sufficient museums and cultural activities 

Offers sufficient excursions 

The area is clean 

The area is environmentally friendly 

The local people are friendly 

Is a safe tourist destination 

The transportation system if well-developed 

Please respond with a Yes or No to 
the following  

 

Will you characterize destination expensive? 

Is it easy to communicate/ask directions & information? 

It is easily accessible?  

Do you believe that it is in general well organized? 

Are you satisfied with the activities and things you could do? 

Are the areas of interest vibrant? 

Is it a youth/destination? 

Is it a family-friendly destination? 

Is it a Senior destination? 

Is it for relaxation? 

Would you characterize it pleasant? 

Would you characterize it unattractive? 

Would you characterize it beautiful? 

Are you aware of any promotional message already developed? 

The promotional activities performed, have they raised the number of tourists? 

Are there competing messages? 

Would you like to have a rise in the number of visitors? 

Is destination adequately communicated/promoted? 
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The authorities support the tourism sector 

Which is the most popular area to 
visit? 

 

Why this area attracts visitors?  

Could you name other areas that could 
be competitors? If yes please specify 
why 

 

What in your view are the main 
types of tourism in the area? 
 
  
Please specify by putting an “x”  
 

 

 
 

Sports 

Coastal tourism  

Health and hospitalization 

Conferences 

Exhibitions 

Ecotourism 

Shopping tourism 

Culture 

Education 

Entertainment 

Nature 

Religion 

Other 

What are the values promoted in 
the area of destination?  
 
Please specify by putting an “x” 

 
 

Leisure 

Adventure 

Entertainment 

Social values 

Culture and cultural exchange 

Quality of living 

Community involvement 

Environmental 

Economic 

Other, please specify 

Do you believe that the stakeholders 
acting in destination practice the 
values mentioned above? 

 

Can you please list some of the most 
important stakeholders in the area 
of tourism in destination? 
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(any type, private, public, NGO, 
association, training etc.) 

Can you please list some of the most 
important stakeholders in the area 
of tourism in destination? 
 
(any type, private, public, NGO, 
association, training etc.) 

Social media 

Local Press 

International Press 

Newspapers 

Conferences, seminars, events 

Tourism agents 

Newsletters 

Other, please specify 

Can you please recall a 
moto/logo/phrase that promotes 
destination? 

 

VISION 

Is it possible to state some of your 
expectations related to the 
development of destination?  
 
Please specify by putting an “x” 

 

 Accessibility of information 

Combination of multiple destinations 

Thematic tourism promotion 

Valuing the community 

Environmentally friendly 

More relaxing holidays 

Educational/cultural activities 

Visitor friendly environment 

Experience physical objects with local cultural characteristics and varied images 

To experience some historic content or feelings, such as seeing environments of the time, set as old 
towns and street 

To enjoy the fulfilment of hopes or visions, such as visiting an unpolluted environment 

Other, please specify 

Are you aware of any creative 
strategies adopted? If yes, please 
specify 

 

What ideas have you about future 
work in tourism? 

 

According to your opinion what is 
the most challenging right now in the 
sector of tourisms? 
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Where in your opinion you would 
like to see the area of destination in 
the future?  
 
(for example, to be more sustainable, 
youth friendly, etc.) 

I would like destination to be: 
 
1. … 
2. … 

Are you aware if there any planned 
investments, if yes where? 

 

Are there any foreseen tourism 
projects? 

 

Is the local business interested in 
broadening the tourism vision? 
 
Please specify by putting an “x” 

Yes 

No 

Don’t know 

Does tourism in the area of 
destination provide development 
opportunities to Small & Medium 
Enterprises (SMEs)? 
 
Please specify by putting an “x” 

Yes 

No 

Don’t know 

Are destination’s stakeholders 
successful on implementing of its 
vision benefiting from programs on 
tourism? 
 
Please specify by putting an “x” 

Are there any standards developed? 

Are there any training programs? 

Is there any arrangement between 
the various tourism fields for the 
sake of the unity of tourist 
attractions to achieve higher 
economic benefits? 

 

Do you believe that tourism will 
bring increase in the labour force? 

 

What are the most encouraging 
potentials in tourism investment? 
 

Availability of natural resources 

Special geographical location 

Infrastructure, transportation and advanced communication means 
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Please specify by putting an “x” 

High cultural and social awareness and availability of human resources 

E-information transparency and advanced general administrative systems 

Encouraged tourism climate, availability of investment incentives and governmental support to 
tourism 

Availability of public and private sectors funds 

Providing feasibility studies to tourism projects is considered a "Key" element to attract and stimulate 
investment in tourism sector. 

Shall be the tourism places to be 
further developed? 
 
Please specify by putting an “x” 

Yes 

No 

Need to build a system to attract investment 

Need more tourist destinations, resorts 

Need to set action and development plans 

Does tourism inspire the employees, 
visitors, community and 
stakeholders? 
 
Please specify by putting an “x” 

Yes 

No 

Don’t know 

CULTURE 

Have the authorities managed to 
look to level of tourism awareness in 
the local society? If Yes, how? 

 

Is tourism a major source of life and 
diversity in the local society? What is 
the role of media? 

 

What do you think about 
international/foreign tourism? 

 

What do you think about domestic 
tourism? 

 

Are there significant developments 
in the growth of tourism awareness 
in the community? 

 

What are the types of Publications 
and releases issued? 
 
 

Brochures which define the importance of tourism and types of programs and activities. 

 

Statistical publications such as “Tourism in Figures”. 

Guiding publications such as tourist maps. 
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Please specify by putting an “x” 

Investment publications, such as study tour operators and trips operators. 

Tourism enterprises and survey project of assessing the implementation of the general strategy 
objectives. 

Educational and scientific publications, such as the study of the tourism industry. 

Magazines (local or wider range) 

The communication with the 
relevant stakeholders is conducted 
through 
 
 
Please specify by putting an “x” 

Tourist information centres. 

Website of the stakeholder. 

Tourism communication centre. 

Tourism branches in multiple areas. 

Contact round the clock. 

Do you accept tourism as a tool 
towards development? 

 

Is there adequate coverage in media?  

Does the tourist product contribute 
to the enforcement of labour? 

 

Are there adequate information 
through the internet and social 
media? 

 

Are you aware if the vision and 
values of the area of destination 
attractive to and supported by both 
visitors and stakeholders? 

 

What in your opinion is the level of 
interaction between stakeholders 
and visitors? 
 
Please specify by putting an “x” 

Poor 

Fair 

Good 

Excellent 

CLOSING 

What type of advertisements are 
selected for the product promotion? 

 

What are the means of collecting 
feedback from investors, community 
and visitors?  

 

Would you be interested to 
participate in an open discussion 
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related to branding? 

Could you please list some 
suggestions to better the image of 
destination? 

 

 

 

 

 

 

Promotional materials and brand  
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