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OBJECTIVES: The Action Plan for Albania‟s integration in the Silk Road is articulated around 

three main objectives based on the overarching Silk Road Action Plan. The first objective is to 

build capacity at the grassroots level through an inclusive rural tourism; the second is to create 

opportunities for entrepreneurship through a generic accommodation concept; the third is to 

relate isolated local identities to international tourists through a Web 2.0 communication structure 

INTRODUCTION 
Although the research conducted indicated no strong link between Albanian territory and the 

historic Silk Road, Albania can greatly benefit from being part of the Silk Road campaign by 

presenting itself to the world under a new light: that of sustainability and cultural wealth. 

Trends in Albanian Travel and Tourism: Known as “Europe‟s last secret”, Albania presents 

particular opportunities for sustainable tourism development in the field of special interest 

tourism, consisting of adventure, rural and cultural tourism. Attractions susceptible to enhance 

product developments in this domain include World Heritage Sites, pristine countryside areas and 

the unique Albanian folklore and customs. The young and well-educated population (Pirozzi, 

2008) constitutes a promising base to foster the creation of a qualified workforce. Although the 

bulk of current inbound tourists originate from neighboring countries (68%), there is reason to 

believe that the biggest potential for Albania lies in Western markets (SNV, 2009). Substantial 

numbers of Albanians working abroad (around 40% of working population) (USAID) also 

present opportunities for widespread word-of-mouth communication (Euromonitor, 2012). The 

tourism sector‟s underdeveloped infrastructure, workforce and legislation present challenges in 

appropriately servicing international tourists. The high number of informal sector businesses 

within the hospitality industry creates difficulties in tourism planning at the national level. 

Additionally obstacles to entrepreneurship hinder the creation of new SMEs, known to be the 

most effective corporate structure for grassroots empowerment.  

Stakeholders and Driving Forces: There are two major driving forces that will greatly impact 

the development of sustainable tourism in Albania. The restitution policy: Conflictual claims of 

land between former owners (pre-1945), current owners and the state (World Bank, 2006) create 

an uncertain climate for the future of tourism as state or private ownership will change the use of 

land. Access to capital: Possibilities in obtaining funding for investments are a prerequisite for 

the long term development of special interest tourism. Major stakeholders to the Action Plan for 
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Albania include local businesses, UNWTO, universities and tourists. The proposed strategy is 

aimed at creating a climate of dialogue and cooperation between these stakeholders, smoothing 

the processes of business development and providing a common goal. In light of the UN‟s 

Millennium Development Goals, the proposed strategy is aimed at creating value at the 

grassroots level through new practices in tourism which enhance economic, social and 

environmental welfare.  

MARKET PROFILES 
Existing markets for inbound tourism – composed mainly by the neighboring countries of Serbia 

(38% by 2016), Macedonia (14%), Greece (8%) and Montenegro (4%) – have been growing 

substantially over the past years. Most arrivals use land transport (53% by 2016) or boats (23%) 

(Euromonitor, 2012). While these markets show no sign of slowing down, research points 

towards Western markets as the most promising targets for the proposed strategy (SNV, 2009). 

Main source markets for responsible tourism were identified as the US, Canada, Germany, the 

Netherlands, Spain and the UK (Mintel Group Ltd., 2010). The following market segments were 

deliberately chosen to be broad in an effort to outline the general scope of potential markets for 

Albania. Key common characteristics are exposed, with possibilities to fine-tune promotional 

approaches to each specific sub-segment. 

Youth Tourism: One of the largest and fastest growing segments of the global tourism industry 

(20% of international tourist arrivals (UNWTO, 2008)), youth tourism comprises of backpacking, 

adventure travel, language study, work-exchange and independent travel. An average trip 

includes visits to two different countries; this increases for longer-duration travel.  

Demographics: Mainly western postgraduate students under the age of 26, with a category of 

older “youth” travelers (early 30‟s); slightly male dominated, but tending towards equal male / 

female participation. (SNV, 2009) Psychographics: The market is characterized by preference 

for budget accommodations, informal activities, flexible itinerary, self-organized, travel for 

leisure purposes, long-haul, multi-destination trips, and emphasis on meeting locals and other 

travelers. (Grant & Adkins, 2007). Main motivations fueling youth travel are exploring other 

cultures (83%), experiencing excitement (74%), and increasing knowledge (69%). Other 

motivations include “using physical skills” and “challenging personal abilities” (Richards & 

Wilson, 2004). 
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Heritage Tourism: Heritage includes built (e.g. historic buildings), cultural (e.g. traditional 

cultural events) and natural arenas (e.g. national parks) (Carter & Horneman, 2001). 

Demographics: Heritage tourists are highly educated Westerners, well-off, in the older strata of 

the population (45+) and equally distributed between male and female. (Georgia Department of 

Natural Resources, 2010) Psychographics: Main motivations to pursue heritage tourism are 

education, referrals, site reputation and limited lifespan of destination (Masberg & Silverman, 

1996) (Goh, 2010). The market is characterized by higher spending, longer stays, seeking a 

diversity of sites and regions, and looking for quality service, authenticity and convenience. 

Rural Tourism: Describes a combination of natural settings and products of agricultural 

operations combined within a tourism experience. (Center for Tourism Policy and Research, 

2001). Demographics: Rural tourists are professional working parents with children aged 2 to 15 

years that are expenditure secured as they value family moments (not sensitive to economic 

crisis) (Ruiz-Martinez, 2011) Psychographics: Tourists feel that rural areas represent slow-

paced, simpler lifestyle and express nostalgia for traditional cultures. They prefer not mix with 

other tourists and wish to learn more about the area‟s past and present life. (University of 

Western Sydney, 2001) 

CAPACITY BUILDING 
The following is a proposed roadmap to reduce the environmental impact of existing hotels, but 

more importantly for sustainable rural tourism development and small-medium enterprise (SME) 

creation within the Albanian State‟s Strategy for Tourism Development (UNDP Albania, 2005). 

While the existing supply of hotel rooms is not neglected in this study, emphasis is made on SME 

creation with the proposal of a low-cost / low-impact accommodation called „The Ecodome‟ 

(Onecommunity, 2012). 

I – Rural Tourism: The development of private enterprises is the engine of development in rural 

areas (Gorica, 2006). Seeing as over 44.5% of the population is employed in agriculture 

(Euromonitor International, 2011) earning 32% less than the average Albanian salary, 

opportunities arise for the creation of BoP 2.0 enterprises  (London, 2009). For a geographical 

overview of employment by sector, please refer to Appendix 1. Rural tourism development will 

be used as an agent for the transformation of rural areas, allowing inflow of liquidity into host 

communities through tourist spending, and the creation of SMEs and employment. In turn this 
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will assist in infrastructure development and conservation of the natural environment, culture and 

identities of each rural tourism destination as “these factors are in themselves, the tourism 

product” (Kruja, 2011). Rural tourism should be developed through active capacity building that 

reaches out to the disparate regional communities across Albania. It is divided in three parts, 

namely networks creation, knowledge and information transfer and control. Diversification of 

income-source for the agricultural sector, local entrepreneurship, employment of women and 

smoothing of the very seasonal demand are expected benefits.   

Creation of Awareness and Networks: Networks are gaining increased attention in small 

business management literature and have been considered from various perspectives in their 

advantages for SMEs (Gorica, 2006). Through joint management of resources, rural networks can 

develop a collective approach achieving goals and reaching markets in ways that are not possible 

for individual rural enterprises  (Frías, 2010). Networks can also promote training, particularly 

concerning management skills and identifying business opportunities. However, this needs to be 

achieved in a way that values and protects the environment. Activities undertaken by the 

networks will reflect the needs of participating enterprises, but they may also contribute to wider 

strategic plans and goals that include other stakeholders, which are also priorities for the public 

sector within the National Tourism Development Strategy. In this respect, the public sector may 

act to encourage the further development of networks and also more collaboration between 

existing networks. A Voucher system developed in Spain (Gorica, 2006) can be a source of 

inspiration for Albania. This program markets rural enterprises through tour intermediaries who 

purchase “room-vouchers” and package them for international tourists. Vouchers are then 

exchanged by tourists for rooms at participating establishments. This system aids intermediaries 

by giving them direct access to attractive rural tourism products with standardized services, 

facilities and prices, but it also favors participating suppliers through providing access to large 

international markets. The rural tourism network should be a part (satellite website) of the global 

website that will be created in order to promote the Silk Road campaign. 

Knowledge and Information Transfer: Based on a similar case in Montenegro  (UNESCO, 

2004), following are steps to set up multi-functional offices acting as an interface between local 

communities and tourism agents, providing communication, trade opportunities and training for 

small tourism enterprise management.  
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 Initiation of the project and public presentation of its aims, components and expected 

outcomes in Tirana and in the local regions to all stakeholders and partners.  

 Field visit for the identification of the suitable location of a multi-functional office (to be 

proposed by the local partner) and staffing, in permanent collaboration with local 

organizations and authorities. 

 Elaboration of information and dissemination through centralized workshops 

Training: This could be imagined at three levels, depending on the desired degree of 

involvement of the trainee. For example, a level 1 course would prepare farmers for a limited 

service operation, such as hosting guests in existing premises and self-provide F&B and 

entertainment. Conversely, a level 3 course would be more extensive, providing training to 

farmers on elaborate aspects such as building an Ecodome, or creating specific activities to 

entertain guests such as extreme sports, cultural excursions or hands-on culinary experiences. 

A few critical partners will be instrumental in the successful implementation of such an action 

plan: UNWTO (as coordinators of the project), local universities (as information vectors) and 

local administration (as facilitators). For more details please refer to Appendix 2. 

Control: Evaluating the performance of the project should be done through progress evaluation 

sessions, planned to take place every six months, on the basis of the following deliverables 

(UNESCO, 2004): 1. Functioning of the office in accordance with the planned deadlines and 

implementation of all   proposed aims; 2. Number of trainees having completed one entire cycle 

of information and running successfully their own enterprises; 3. The profit reported by the 

trading department and the increase in the average income per family. 

II - The Ecodome Franchise Plan: A generic, non-site specific concept designed to provide 

Albanian entrepreneurs with a low-cost, key-in-hand solution to open a small and low-impact 

tourism business. Through filling-up long tube-shaped bags with simple earth, coiling them 

around in superposed circles and compressing and binding them together with barbed wire, 3-5 

men can create a safe and durable structure within a few weeks (CAL-EARTH, 2007). The dome-

like structure is composed of a central dome and four adjacent chambers, forming a clover-leaf 

shaped house of approximately 40 sqm coupled with a separate “dry toilet”. (Appendix 3) 
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Concept: A mix of Ecodome concepts varying in size and standards, creating a special 

experience and educating tourists and Albanians on alternatives to minimize impact on the planet. 

Amenities: Could include soft and hard sports, or cultural and culinary tours depending on 

location and desired level of service. Target Markets: Could appeal to the rural and youth travel 

market, particularly to its backpacker and adventure sub-segments. Solutions Provided: Major 

impediments to entrepreneurship in Albania include unfair competition from the informal sector, 

frequent changes in taxation and legislation, financing, construction permits and registering 

property (Bitzenis & Nito, 2005). The Ecodome Franchise Plan aims to facilitate 

entrepreneurship mainly in two of the above areas. Financing: The low investment costs allow 

borrowing from families and friends rather than undergoing the long and complicated procedures 

required for bank loans. Construction permits: A special “fast-track” bureaucratic procedure to 

obtain a construction permit for an Ecodome would prove beneficial to create true incentive for 

entrepreneurs, as today Albania ranks 173rd out of 183 in ease of obtaining construction permits 

(World Bank, 2010). The idea should not receive any stern opposition from the Territorial 

Adjustment Commissions considering the minimal environmental impacts of the Ecodome and 

its compliance with the ISO 26000 norms. Water and Energy: While a single structure can be 

autonomous in energy (solar power), autonomy in water consumption is achievable with a small 

agglomeration of Ecodomes that would justify investment in a water collecting and energy 

producing wind turbine (Eole Water, 2012).  

III – Existing Supply: Improving the sustainability performance of existing hotels can be done 

in areas which address the Albanian issues of energy scarcity and waste management. This 

section is aimed at providing existing establishments with environmentally friendly alternatives 

that make economic sense (Appendix 4). Based on the criteria from La Clef Verte Label used 

across Europe, a series of solutions to increase sustainability are exposed. Implementing a full-

fledged strategy for networks creation, knowledge and information transfer and control should be 

done in a similar manner as detailed in the previous section. Energy: Low-consumption light 

bulbs are the most obvious first step for hospitality businesses due to their fast economies in 

energy. Self-produced electricity can be obtained through hydro, solar and wind power. While 

costly, these solutions appear to recoup their investment in between 5-10 years depending on the 

product, its use and maintenance (Energiedouce.com, 2012). Waste: Composting is an easy way 

to reduce by one third the amount of waste produced by households (Compost Council of 
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Canada, 2011), while producing excellent soil for gardening and landscaping purposes. On a 

larger scale, organic waste could also be converted to biogas (Onpeutlefaire, 2010). 

MARKETING AND PROMOTION 
In an effort to promote Albania as a destination offering a diversity of experiences within a small 

geographical area, it is suggested to leverage on the assets of the Albanian countryside: regional 

diversity in activities, natural surroundings, and folkloric practices. It is estimated that 63% of 

consumers plan travel by searching the internet (Travelmole, 2011), and that “social media use 

among travellers is growing far faster than the travel industry itself” (Mediapost, 2010) justifying 

an online strategy using Web 2.0 tools and tactics.  

Promoting Local Identities to International Tourists: At present, low connectivity in the 

Albanian countryside (Euromonitor International, 2011) makes the prospects of a direct link 

between supplier and consumer unconceivable. It is therefore proposed to create a centralized 

promotion agency in charge of sourcing local information and communicating it to global 

markets. Local universities are key partners in a two-way information exchange process. 

Additionally to enhancing capacity building, their second role is to source and disseminate local 

information in the form of online content. Proposed channels include blogs, Social Media (some 

of which are specific to travel), traveler forums, and the national tourism website. 

Main Strategies: The world of social media and information communication technologies is fast 

evolving and becoming increasingly complex. The marketing action plan is devised around three 

aspects known to affect success. Periodic information: online marketing channels need to be 

kept alive and up-to-date with a constant stream on information (Monroy, 2012). Identity 

building: individual isolated suppliers need to be personified through the building of an online 

identity. Symmetry in communication: there must be two-way and third-party communication 

through facilitation of commenting and sharing of content. Web Semantics: Content must be 

designed in ways that increases its online visibility and referencing (Fox, 2010) For a detailed 

breakdown of the key tactics per communication channel, please refer to Appendix 5. 

CONCLUSION 
Albania shows potential to establish itself as a Special Interest Tourism destination and thus the 

ability of participating successfully in the global Silk Road campaign. However, continuous 

improvements from the public sector in terms of access to construction permits, resolution of 

conflictual property claims, development of infrastructure and promotion of an inclusive business 

environment will be instrumental in revealing Europe‟s last secret to the world. 
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Appendix 1- Albania Work Sectors 

 

* The green areas belong to the catogory of Arigulture   
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Appendix 2- Partners involved in the Project  
 
Adapted from the 2004 UNESCO report entitled Establishment of an office for rural tourism in 
soutwestern Montenegro (UNESCO, 2004). 

The Coordinator – UNWTO: Facilitator acting as a liaison between all partners and 
stakeholders: 

 Follow-up of the implementation of project components. 
 Control of the activity of hired staff, control and supervision of all technical issues, 

elaboration of documents, preparation of training programs and meetings. 
 Evaluation through field visits and through analysis of indicators, elaboration of the report 

on the implementation of planned targets. 

The Local Partner – Local universities: 

It is proposed to use local universities as primary vectors of information and communication for 
the rural tourism strategy. This will enable the creation of a theoretical base defining potential for 
future growth, which could then be transferred in a full-fledged commercial context. Students 
would therefore work on the rural tourism strategy as part of their academic curriculum. 

 Preliminary field identification mission resulting in a detailed description of the local 
conditions, of human resources and of the services potential of the area to be put at the 
basis of the project elaboration. 

 Creation of the theoretical basis needed for the training activities (manuals, reports, e-
learning dvd, workshops ppt.)  

 Undertaking practical components of the training activities foreseen in the project 
(internships, workshops). 

 Active member of the creation of the destination image ( social networks, viral 
marketing). 

 Permanent relationship with the local authorities and the civil society all through the 
duration of the project. 

 Assistance on various logistic issues and follow-up of collaboration issues. 

Local administration and civil society representatives: 

Collaborator in view of speeding up and simplifying the implementation of the planned targets. 

 Support for the identification of an adequate location of the Office for Rural Tourism and 
follow-up of rehabilitation of the office location. 

 Stimulation of participation in training activities and support to partners‟ initiatives. 
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Appendix 3- The Ecodome 
Price 1 180 $ (Including energy generation) 

Floor Area 40 m2 

Time for construction Depending on number of constructors, between 1 and 6 weeks 

Living Space One central dome and four surrounding chambers 

Bathroom Shower and dry toilet (Solar heated passive shower) 

Electricity Wind/solar panel/hydro tube solutions, depending on size 

Water Eole Water devices (larger structures) or gutter water retention 

Hot water Potential solar collector of water 

Advantages Low cost investment and maintenance, Low-impact, Design, 
Authenticity 

Disadvantages Limited access to water 

 

 

 

 

 

 

Energy consumption per day 

Device Consumption/day Number 

Eco light bulb 60W 6 

Additional devices 
(Eg. charger, 
alarm clock) 

55W 2 

Speakers 60W 1 

Laptop 200W 1 

Total/day 730W 

(Onecommunity, 2012) 
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Appendix 4 – Alternative Energy 
 
 

 Incandescent lamp Low energy lamp 
Lifetime 1000h 8000h 
Cost of lamps for 8000 h 8 * 0,5 = 4 € 10 € 
Energy consumed by 8000 h 0,075 * 8000 = 600 kWh 0,020 * 8000 = 160 kWh 
Energy costs for 8000 h (price 
index kWh = 0.1 €) 

600 * 0,1 = 63,0 € 160 * 0,1 = 16,8 € 

Total cost for 8000 h lighting 4 + 63 = 67 € 10 + 17 = 27 € 
Production of Solar Energy (Southern France) 

Power of solar panel Daily production 
50 Watts 

 
225 Wh per day 

 
160 Watts 

 
720 Wh per day 

3 x 100 Watts = 300 Watts 
 

1 350 Wh per day 
 

3 x 160 Watts = 480 Watts 
 

2 160 Wh per day 
 

Windpower Production 
Average wind speed Daily production 

15 km/h 
 

700 Wh per day 
 

35 km/h 
 

5 700 Wh per day 
 

45 km/h 
 

10 000 Wh per day 

 (Energiedouce, 2012) 

(Onpeutlefaire, 2010) 
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Appendix 5- Key Marketing Tactics 
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