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[bookmark: _Toc489962176]Executive summary

This final report of activity 4.4 regarding the development of three cultural tourism sites in Greece is focused on depicting a detailed action plan for the selected sites. The sites have been chosen together with the Ministry of Culture and are the following:

· Tatoi in the north of Athens
· Lavreotiki in the south-east of Athens
· Central and Eastern Macedonia

[bookmark: _GoBack]The desk research for the development of cultural tourism at the three pilot destinations includes an introductory section about tourism development, cultural tourism in general and in Greece. Further, a detailed description of the working methodology for this activity is given. 

The working methodology is based on the integration of public and private stakeholders in the process of strategy development. Therefore, various meetings, interviews and workshops have been held where information about the sites have been exchanged and the draft action plans have been presented and discussed. Moreover, a data template has been created specifically for this activity which facilitated the collection and analysis of data during the encounters. 

A SWOT analysis with ensuing challenges and opportunities for development is presented for each pilot destination. The SWOT analysis is a tool to quickly understand the situation of the sites.

The Action Plans with steps needed on how to develop and integrate the destinations in a cultural tourism network in Greece are the major output of the present activity. The action plans for each pilot destination are organised in single outputs. While output one regards the legal issues and organisation of new management bodies to be solved and created prior to the implementation of the proposed actions, output two and three mainly regard product and strategy development. Output four focusses on actions regarding infrastructure and transportation.

For the pilot destination Tatoi a description of a best practice example is presented. The "Museumsdorf Niedersulz" in Austria is a splendid example of the re-utilisation of buildings and the development of a living open air museum that regards history, culture and agriculture of the local area. 

For the pilot destinations Lavreotiki and Central/Eastern Macedonia the best practice example of the "Niederösterreich Card" is described. The so-called NÖ-Card, established in Lower Austria, is a way of channelling local cultural and culinary tourism destinations and activities and promoting less known areas of the region. Such a common ticket shall be implemented at the mentioned Greek destinations in order to build up network of actors along the local tourism value-chain. 

Annexes

A Power Point presentation containing a short presentation of the pilot destinations, a SWOT analysis, the final action plan and a description of the best practice examples is in the annex. This presentation shall help the stakeholders to grasp a quick overview of what this activity has produced for each destination. 

The data templates which were used for data collection and analysis are also in the annex. 



1 [bookmark: _Toc489962177]Introduction

The overall objective of the European Union’s (EU) intervention is to bring about an improvement of framework conditions for the sustainable development of tourism in Greece. In the context of the development of new alternative tourism products (Component IV of the EU support programme), cultural and archaeological tourism has been agreed on as an area of special attention. 

Greece is a country renowned for its cultural heritage. Cultural and archaeological tourism is booming internationally. Greek archaeological sites are set to benefit from a growing demand among international markets. The project will assist the development of qualified cultural tourism trails, interconnecting (rural) municipalities and fostering cooperation beyond local and regional borders. 

In order to achieve the agreed project outputs, this report outlines the means of upgrading and selectively expanding the tourism product portfolio in order to progressively enhance the tourist experience. 

This report contains:
· A desk research for the development of cultural tourism at three pilot destinations in Greece and any ensuing challenges / opportunities for development;

· An Action Plan with steps needed on how to develop and integrate the destinations in a cultural tourism network in Greece.

Additionally, the assignment will contribute to promoting synergies with other important forms of tourism such as nature-based, entertainment, religious, diving, culinary, etc. Cooperation with the Ministry of Culture and Sports as well as with the Ministry of Tourism is of crucial importance and is working well so far.

Tasks undertaken were as follows:
· Desk research and review of cultural tourism development at the three pilot destinations

· Two on-site missions with meetings / discussions / workshops with key stakeholders (Ministry of Tourism, Ministry of Culture and Sports, archaeological museums and sites at the destinations, representatives of Ephorates and the Central Macedonian Government, private enterprises, etc.) for identification of synergies, tourism products, tourism demand/supply, and potential management models in the context of sustainable development, as well as .

· Drafting of the present report and action plan.


1.1 [bookmark: _Toc489962178]Tourism development in Greece in respect of the activity and its destinations

Over the last decades tourism has grown steadily to its position as one of the main pillars of the Greek economy. According to a study by the World Travel and Tourism Council (2015) the tourism industry (direct and indirect) contributed with 17.3% to the national GDP in 2014, subject to rise up to 19.8% by 2025. It is a major driving force for other productive sectors, it generates foreign currency and investment and, in the current context of severe economic recession, it is one of the few major sectors with short-term prospects for growth. Despite its importance, tourism is still a largely unknown sector in the society, full of stereotypes that create a superficial and pejorative vision. 

One of the priority goals of the intervention of Component IV is to raise awareness at all levels that tourism is not a single sector, but a combination of many sectors, both productive and non-productive, private and public, even embedded in the concept of the sharing economy. During their stay, tourists interact directly as customers or users with sectors such as transport, accommodation, leisure, sports, shopping, culture, agriculture, fishing, food, the environment, knowledge, health, education, safety, justice, the territory, finances, public works and energy, to give a number of examples. The tourist practically interacts directly with all the sectors in the society and this is a factor that configures and defines the significant cross-sector nature of tourism, unlike any other sector. Tourists are veritable “temporary citizens” who use public services and are direct customers of the country´s productive sectors. 

Although the stereotypical image of tourists is foreigners sunbathing or sight-seeing, it should be understood that culture, nature, business, congress, medical, academic, scientific, religious, culinary, sports, shopping, cruise or luxury tourism, just to name the most relevant, are becoming increasingly important for Greece in terms of both quality and quantity. Another clientele which is very relevant for the selected destinations of the project is the domestic tourist – Greek nationals, school groups and students making excursions and trips throughout the country. Internal tourism in Greece is not just important because of its volume but is also essential because of its ability to contribute to diversification, de-seasonalisation and to create a territorial balance of tourism activities.  

Another instrumental goal in this analysis is to raise awareness that Greece, in regard of the project especially Central and Eastern Macedonia or Lavreotiki, is not so much a single destination but a sum of many. A destination can be a town, an archaeological site, an island, a region or province, but also a route, landscape, hotel, campsite, etc. or a combination of some of these. Essentially, a destination is a space capable of offering an experience that is a reason for travelling. A space that often does not fit into administrative frontiers. The destination shall be competitive and sustainable which is one of the main goals of this project, to the extent that its different actors are capable of working together in coordination to offer a demand-oriented value chain with the aim of ensuring that the impact of tourism is economically, socially and environmentally sustainable and beneficial to the territory. 

The creation of tourism products and experiences is thus the foundation for any destination. It is no use promoting a destination if it cannot offer a competitive product. The essential raw material for a destination, considering the project areas, to create tourism products is its cultural and natural heritage. We must recover and adequately maintain such main drivers of the tourism industry if we wish to aspire to quality tourism, which in return generates resources for improvement, management and conservation. 

Tourism is thus a key motor for the Greek economy and could be even more so during the present economic crisis. We need to admit that Greece benefits from the political crises in Turkey, the near East and northern Africa given the fact that many tourists tend to avoid these countries and rather spend their holidays in Greece and other European Mediterranean countries such as Italy, Spain and Croatia. The number of competitors decreases but the market competition considering service quality and value for money constantly rises. Hence, this activity aims at switching from hardware to software, from filling beds to selling sophisticated products in a competitive global market, from having abundant tourism resources, to creating a balanced and complementary portfolio of tourism products, from being a holiday destination to being a destination of experiences, from receiving a large number of visitors to creating loyalty among sustainable customers, in fact from quantity to quality.  

1.2 [bookmark: _Toc489962179]Culture and Tourism

Current tourism statistics of the UNWTO state that globally around 1.6 billion tourist arrivals are expected in 2020 (UNWTO, 2015). Tourism is considered as an economic upstream and general development strategy for improving infrastructure and life standards not only in developing countries but also in occidental parts of the world. Tourism represents a positive alternative to industrialisation, where local traditions and natural capital can be supported and maintained. Travellers are becoming more interested in cultural tourism and are searching for individual experiences while getting in contact with local people at their destinations. This change of travel behaviour results in an alteration of the local communities' status. The traditional attraction poles of tourism destinations like built and natural heritage are slowly replaced by living and intangible heritage of the local community (BUTLER, 2007). On the long run, the local population is expected to become a very important tourism resource of a destination. The making and consuming of tourism takes place within a complex social milieu, where competing actors are creating products combing people, history, culture and lifestyles - "culture and people thus become part of the tourism product" (BURNS, NOVELLI, 2006: 7). The implications are not fully understood and vary from destination to destination.

Cities, countries, and international organisations see culture and tourism as having a mutually beneficial relationship which can strengthen the attractiveness and competitiveness of places, regions, and countries. Culture is an important element of the tourism product as it is often used for creating distinctiveness in a global marketplace - the cultural and creative industries are also increasingly used to promote destinations. The use of culture and creativity to market certain destinations is putting pressure on differentiating regional identities and images - a growing range of cultural elements is hence being employed to brand and market locations and regions (OECD, 2009).

As a tourism development consultant I experienced that public institutions on the city, regional, and national level together with tourism marketing agencies promote their effort in the tourism industry mainly as a success in terms of economic revenues, investment, and increased infrastructure. Locals, cultural producers, and scholars instead often claim an effect on the social and cultural structure - often the scope of my work as a consultant is to decrease potential impacts of tourism, integrate locals into decision making processes and the tourism system, trying to find solutions where tourism really can be mutually beneficial in economic, social, and cultural terms. Regarding this influence of tourism, the protection of local communities and their cultural expressions is an important topic. For example, the UNESCO World Heritage Sites claim to cover both kinds of impacts: (i) promote the destination and attract visitors (positive impact on the local economy) plus (ii) protect and safeguard local communities and their cultural expressions from exploitation by the tourism industry. This (ideal) process of sustainable tourism management is certainly due to the sites themselves - the safeguarding of cultural heritage is hence defined and practiced differently from destination to destination. 

Heritage is a social, economic, and cultural resource. At the same time cultural and/or heritage tourism is a politicised and contested concept (NIJKAMP, 2004) - posing questions about "whose culture or heritage" is brought to the front of our current multicultural societies (SHEPHERD, 2014; ALAZAR, 2012). Cultural tourism often aims at valorising heritage and adding value to existing ones (SALAZAR, 2005) - be it through awareness raising, education, representing an economic resource, or the empowerment of a community (MATARASSO, 2001). The dramatic metaphors attached to the rapid growth of tourism and cultural consumption are appropriate at many destinations. The tourism and culture industries appear to be advancing in Western and developing countries likewise, occupying the spaces vacated by oil, port, manufacturing and other formerly strong industrial sectors. Tourism is an increasingly important form of cultural consumption, which is increasingly encouraged, managed, and financed by local, regional, national, and overarching supranational bodies. It allows destinations to expand their customer base, diversify their offer, extend the length of stay, and reduce seasonality (PATUELLI, 2012).

Said with the words of Greg Richards this development "reflects the change from an era when production drove consumption, to the consumer society where consumption drives production" (RICHARDS, 1996: 10).

Cultural Tourism in Greece

UNESCO presently lists 16 cultural and two mixed (cultural and natural) world heritage sites which can be interpreted as one of the best indicators for the global value of cultural heritage in Greece. Greece is seen as the cradle of ancient Western culture and democracy. The remaining tangible assets are open to the public in form of archaeological sites and museums which are the main attractions regarding cultural tourism in Greece. 

Cultural tourism is a concept that also covers other forms of tourism, specifically regarding religious and culinary activities. The present tourism trend goes into the direction of visitors that are interested in consuming various tourism products and activities during the same stay: sun & sea / beach tourism might still be the main reason for visitors coming to Greece in summer – but cultural activities (such as visits of archaeological sites and museums) connected to local wine and food tastings, the participation of a pottery work-shop, and a short hiking tour are more and more requested by tourists in Greece. The present project activity focuses on the development of combining such broader related cultural tourism activities. 

Based on the official numbers of the Ministry of Culture there existed 299 public museums and sites in Greece where tickets were issued in 2016. 


	Public Museums and Sites in the project pilot areas

	Museums in Attica
	13

	Archaeological Sites in Attica
	16

	Museums in Eastern Macedonia
	4

	Archaeological Sites in Eastern Macedonia
	1

	Museums in Western Macedonia
	7

	Archaeological Sites in Western Macedonia
	2

	Museums in Central Macedonia
	12

	Archaeological Sites in Central Macedonia
	7



Number of visitors in all museums and archaeological sites in Greece during 2016: 12.490.316
Profits from sales (TAPA shops) during 2016: 1.524.431,70 euros 




2 [bookmark: _Toc489962180]Working methodology

The working methodology of this activity is based on three steps:

Step 1: First mission and analysis
During the first mission the collection of data and information with meetings and interviews as well as an innovative data template was accomplished. After a detailed data analysis a first version of a project report and action plan were drafted.

Step 2: Second mission and workshops
The draft action plan was presented and discussed with key stakeholders during a second mission with the aim of finalising the actions for cultural tourism development at the three pilot destinations. 

Step 3: Finalising the report and action plan
With the input given during the workshops the draft report and action plan were adapted and finalised. The key stakeholders shall mutually agree upon the action plan in order to ensure a proper implementation of proposed actions.  

Data collection
Primary data was collected during meetings, interviews and workshops with public key stakeholders such as Ministries, Peripherias, Ephorates and museums as well as private key stakeholders directly and indirectly involved in the tourism sector.
Secondary data was collected with print material of museums and destinations, the tourism marketing agency of Greece, the tourism information bureaus and on dedicated online sources. 

Data template[footnoteRef:1] [1:  The data template was created by the author of the report and is in phase of publication at an academic journal. Please contact the author if you are interested in using the template for other purposes. ] 

For the analysis of the pilot destinations a specific data template was created which is understood as a data collection tool. All data templates that were filled out either by the public key stakeholders themselves or by the consultant are annexed to this report. 
The data template is based on two parts: (1) baseline study and (2) present situation on site. The first part mainly gives information about tourism supply and demand at the destination and the wider area surrounding the points of attraction. Tourism infrastructure and tourism related marketing activities are further important parts of the baseline study which serves for giving a general overview of the tourism destination. The second part was created in order to collect detailed information about the site especially regarding the stakeholder map, a detailed description of the site, tourism product features, sustainability, management of activities and human resources. This second part gives a detailed idea about the strengths and weaknesses, current problems and issues that the destination faces. Important information about the active public and private stakeholders as well as ongoing projects or management plans are brought together in this document.

Data analysis
The template was not only created as a data collection tool but also served for analysing the collected data from various sources. The template was the basic element for creating a detailed action plan for each destination. Specifically, the column on the right (with the content for “Action needed”) was used for analysing and concretising the interventions that are necessary to reach a certain objective of tourism development at the sites. The consultant has been in e-mail contact with many Ephorates that handed in a filled out template regarding follow-up questions. Further topics that needed more in-depth clarifications were discussed personally during meetings and workshops. 
The consultant also received some written feedback to the workshops and the proposed ideas of interventions at the destinations. The feedback and comments were also integrated into the data template and hence took part of the analysis. 

SWOT analysis
The presented SWOT analysis (covering strengths, weaknesses, opportunities and threats) for each destination is a short depiction of the current situation. It is a quick overlook of the data analysed with the template and gives the reader an idea about the positive and negative aspects of each destination. All the presented aspects with the SWOT analysis have been considered in the action plans. 


2.1 [bookmark: _Toc489962181]Action plans

The proposed action plan for each pilot site is considered as the main output of the present activity. The key stakeholders of the sites required that a detailed action plan with a description of activities is necessary in order to benefit from the project. 

With the data templates as the basis, priority strategies and actions were identified. The action plan is considered as a guide for the local Ephorates and stakeholders to collaboratively implement the single actions. To facilitate this collaboration the creation of a Management Body, containing representatives of all stakeholder groups, shall be formed for each site. While the action plan identifies primary organisational responsibilities and in many cases joint responsibility, it is reasonable to expect that the Management Body will consider and review this progressively. One key consideration will be the availability and securing of financial and human resources to progress the implementation of the action plan in a timely manner. It may also be appropriate and necessary to involve other organisations and seek funding for specific projects. 

The action plan does not commit any organisation to the actions proposed but is a guide to pursuing priorities and actions which will make a positive difference to the achievement of the tourism objectives noted for each destination. 

The action plans are subdivided in activity groups which are meant to be implemented contemporarily. The time of implementation is given with the priority of actions that have been assigned. 

Priority of actions:
HIGH		implemented within the first year
MEDIUM	implemented within two or three years
LOW		implemented within four to seven years

The activity groups are mainly divided into:
· Actions regarding the political and legal agreement that needs to be taken prior to the implementation
· Installation of primary visitor facilities and tourism product development
· Destination and product marketing as well as best practice training
· Actions regarding local infrastructure (transportation, communication, IT)

Responsibility
Regarding the column “Responsibilities” the related action is supposed to be coordinated and / or implemented by the mentioned stakeholder. Due to political dynamics the responsibilities for actions can be subject to change, especially considering public entities. During the consultancy the stakeholders did not commit to any of the actions proposed.


2.2 [bookmark: _Toc489962182]Short overview of the project pilot sites

During the first mission in January 2017 the three sites which are subject to the present study were chosen together with the Ministry of Tourism and the Ministry of Culture. The pilot sites were visited personally by the consultant and the team of activity 4.4.

The three selected sites are very different in its geographical extent, kind of tourism attraction, as well as concerning its issues and current state of development. These different characteristics were also the basis for which the sites were chosen to benefit from the project activities.

Tatoi in the north of Athens
Tatoi can be considered as one single destination which is mainly interesting for domestic visitors. Its buildings (the royal palace and agricultural buildings) though are in a state of decay on so far not accessible to the public. Presently, only the park and its woods are used by the local population for taking a walk in the green. Seen from a positive point of view, Tatoi houses a lot of opportunities for tourism development and already attracts a considerable amount of visitors. The other side of the coin is that infrastructure investment is urgently needed in order to start any intervention. Apparently, the site lacks in public bathrooms, parking control and visitor safety measures which are of utmost importance. Further, an inter-ministerial meeting and common decision of how Tatoi shall be used and developed needs to be taken before any action can be implemented. 

Lavreotiki in the south-eastern part of Attica
Lavreotiki covers a wide area in the south-east of Athens with a high potential of international visitors interested in archaeological sites and museums that are staying in Athens. The four main sites that are located in Lavreotiki are Cap Sounio, Lavrion, Thorikos and Brauron. The good collaboration among the public stakeholders is an important asset in the area where an Environmental-Technology Park is about to be implemented within the next years. Public transportation is supposed to be finished in 2020 with the Proastiakos and further plans for a train and bike trail have been started. Cap Sounio and the temple of Poseidon is the most important attraction in the area while the other sites are hardly known nor visited. 


Four sites along the Via Egnatia (Vergina/Aigai, Pella, Amphipolis, Philippi) which are located in Central and Eastern Macedonia
Central and Eastern Macedonia is a vast area with three UNESCO world heritage sites catering to national and international visitors. At present the single destinations are not cooperating well regarding marketing, events and have difficulties with public transportation. The main sites that are located in Central Macedonia are Aigai (UNESCO site with the tomb of King Phillip II.) and Pella (archaeological site and museum with the biggest ancient Agora, birthplace of Alexander the Great). The main sites in Eastern Macedonia are the archaeological site and museum of Philippi (UNESCO site since July 2016) and the site of Amphipolis. The city of Thessaloniki (UNESCO site) is regarded as the tourism hub for the area and hosts several attractions. 
Although the area has many interesting sites and activities to offer the potential is not well exploited mainly due to miscommunication and lack of collaboration between public and private stakeholders.  




[bookmark: _Toc489962200]Figure 1: Map of Greece with 3 pilot destinations
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3 [bookmark: _Toc489962183]Analysis of the three pilot destinations

3.1 [bookmark: _Toc489962184]Tatoi

The site of Tatoi was visited on January 17, 2017. Tatoi is a vast recreational green area mainly used by the population of Athens for walking, biking or spending a day in the green with kids and family. The area of the former Greek royal family, located around 20 km north of Athens, hosts the royal palace and 16 buildings which were used for agricultural purposes. The royal family in Tatoi was self-sufficient, its employees were responsible for domesticated animals and the production of bread, butter and milk, as well as olive oil and wine (see the circle of farming buildings in the figure below) among other agricultural products. North of the farming complex the former residence of the family, the royal palace, is situated. The royal palace has not been used for many decades and is not accessible to the public. Today, most of the buildings in the Tatoi area are in serious decay including the palace. 

During an EU financed restoration project from 2007 – 2013, four out of 16 buildings were restored, these are now used for storage of the royal antiquities that were originally located in the royal palace. After items got stolen and damaged it was decided that these antiquities are stored and secured in four of the buildings that make part of the Tatoi complex. These storage buildings are not accessible to the public. The rest of the buildings has not been touched since the 1970´s and are therefore significantly damaged, if not to say left in ruins. 

The information presented in the draft template was brought together during a meeting with the Ephorate of Tatoi and its managing director who is coordinating various activities in Tatoi since more than 20 years.
A particularity in Tatoi is that various Ministries have a stake in the area. For example, the Ministry of Culture is responsible for managing the remaining buildings, the Ministry of Agriculture is responsible for managing the olive groves and other agricultural land, the Ministry of Environment and Forestry is responsible for managing the woods and lawns, the Ministry of Finance is the owner of the public land, etc. Apart of the Ministries there exists an association of the friends of Tatoi, mainly direct and indirect members of the former royal family, who is collecting funds for emergency interventions at the buildings. 
Given the different opinions of the many private and public stakeholders any intervention seems difficult. The first step of an intervention is therefore the proposal of a Memorandum of Understanding signed by all relevant stakeholders including the appointment of one person who is taking the lead in future interventions and who should also be the head of the Tatoi Management Body. The Tatoi Management Body shall be an entity of decision makers with one representative of each stakeholder. 

The opportunities for development in Tatoi are various due to its different distinctive features:
· Park and woods (recreation area for walking and biking)
· Tatoi palace
· Farming buildings for domestic animals and production of goods
· Storage buildings with royal antiquities
· Olive groves and other agricultural land
· Archaeological site
· Historical landscape







These features give basis for the development of various activities:
· cultural tourism: archaeological site, modern history of Greece, museum and art exhibitions in the royal palace or other buildings, other events such as music concerts or theatrical performances; guided tours through the park, the royal buildings and the cemetery;
· educational tourism: laboratory of agricultural products and domesticated animals, summer schools for students for subjects such as archaeology, oenology, production of olive oil, etc. as well as summer camps for school kids with courses about agricultural products, etc.;
· nature tourism: walking, biking, horse riding;


[bookmark: _Toc489962201]Figure 2: Map of the area of Tatoi
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[bookmark: _Toc489962206]Foto 1: Signs of serious decay at Tatoi
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[bookmark: _Toc489962207]Foto 2: Damages on a restored building
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[bookmark: _Toc489962208]Foto 3: Former agricultural buildings used as stalls
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A vision for Tatoi – best practice example

Given the potential of development in Tatoi for various cultural tourism related activities we would like to visualise the possible future of Tatoi with a best practice example.

The “Museumsdorf Niedersulz” (translated: Museums village in Niedersulz) in Lower-Austria is the biggest open air museum in terms of surface. 

The main concept behind the Museumsdorf is that visitors should come and experience the daily life and work routine in a small rural village of the 19th century. Since 1979 80 original houses from the 19th century from surrounding villages have been reconstructed. In order to show that the Museumsdorf is still alive each building has a specific role. In the farming buildings domesticated animals are housing, handicraftsmen and artisans are doing metalworks, blacksmiths are hammering horseshoes, farmers are caring about the animals in the stalls or are producing wine. In the markets and shops people are dressed up in traditional clothes and carrying out customs and traditions. The church is open for catholic mess services and the rural restaurant serves local foods and drinks. 

The museum offers special guided tours for locals as well as visitor groups from abroad for different aspects of the traditional rural life of the 19th century. Educational trips for school groups and students are common and scientific documentation of architecture, agriculture, social history and other related fields are carrying out by the museum directors and other researchers. 

The Museumsdorf organises specific events such as wine tastings in the Vinothek, tastings of local specialities in the restaurant / taverna, special guided tours for kindergarten and school kids. The weekly museum market sells local products (honey, marmalade, spirits, oil, herbal products, etc.), handmade clothes, artisanry and jewellery, ceramics, soaps, etc. Art exhibitions and religious events or processions in the chapel and church as well as workshops are regular events. Additionally, the locations such as the church and the restaurant can be rented for weddings, baptisms or other family events. 
 
If the following action plan for Tatoi is implemented entirely the site can be transformed into a similar structure as the “Museumsdorf Niedersulz”. The touristic, cultural and educational concept of the Museumsdorf could be applied to Tatoi in all its aspects.  

[bookmark: _Toc489962202]Figure 3: Map of Museumsdorf Niedersulz
[image: ]

3.2 [bookmark: _Toc489962185]SWOT analysis Tatoi




3.3 [bookmark: _Toc489962186]Action plan for Tatoi

The present action plan was discussed with the GenSec of the Ministry of Culture, the Peripheria of Attica and the responsible Ephorate. The objective of this action plan is to transform Tatoi into a museum village on the conceptual basis of the Museumsdorf Niedersulz as presented above. The main attractions that need to be developed are a museum in the royal palace (the Ephorate proposes a museum dedicated to Sophokles), an archaeological site, the reinstallation of agricultural production and life as well as dedicated walking/hiking and biking trails in the vast area of the park. Although these installations seem to turn out a (very) long term project I would like to highlight that the following three action must be implemented in (very) short term in order to protect the environment and the visitors of Tatoi:
· visitor protection measures (especially regarding the buildings in decay)[footnoteRef:2] [2:  The area around the buildings is especially dangerous for kids, i.e.: loose tiles of damaged roofs, sharp objects and broken pieces of glass lying on the ground, etc.] 

· public toilets and washrooms and well as waste management
· parking control

The actions proposed for output 1 are directed towards finding a political agreement for starting interventions at the area of Tatoi. Without a proper Memorandum of Understanding, signed by all key stakeholders, no actions will ever be taken. The short-term goal is hence the creation of a legally binding basis for future interventions that are necessary for developing the site in terms of visitor safety, points of attraction and preservation. 



	
Output 1 – Accomplishment of political agreement with key stakeholders


	Actions
	Responsibilities
	Priorities

	1.
	Memorandum of Understanding for the Tatoi action plan signed by all key stakeholders
	GenSec Ministry of Culture
	High

	2.
	Installation of the Tatoi Management Body
	Ministry of Cooperation
	High

	3.
	Legal solutions for Public-Private-Partnership for management of primary visitor services offered at Tatoi
	Ministry of Cooperation
	Medium

	4.
	Search for private investors  interested in PPP and managing services at Tatoi
	
	Medium

	5.
	Collaboration with VET Uni, dep of agriculture, soil culture, etc.
	
	Medium

	6.
	Institutionalisation of archaeological protection zones
	Ephorate of Attica, Ministry of Culture
	Medium




1. Memorandum of Understanding signed by involved Ministries:
Following the final submission of this report an inter-ministerial meeting with the participation of representatives of the Ministries of Finance, Ministry of Culture, Ministry of Environment and Forestry, Ministry of Tourism, the Ministry of Agriculture and the Ministry of Administration shall be provoked and held. This inter-ministerial meeting should lay the basis for drafting a Memorandum of Understanding that legally binds the key stakeholders to make interventions at Tatoi within a certain time frame. The content of the MoU, the single responsibilities of the various Ministries, as well as the general future of Tatoi shall be discussed. This should also include the supposedly ongoing study about the Tatoi Master Plan. 

2. Installation of the Tatoi Management Body:
The Tatoi Management Body is an entity that is held responsible for the decisions to be made of interventions and implementations following this action plan. It is constituted by one representative of each key stakeholder (Ministries and related public bodies). The tasks of the Tatoi Management Body are the following:
· Supervision of timely implementation of the actions according to an agreed action plan
· Ensuring the availability of funding for actions
· Half-yearly activity reports about the present state including the reporting of issues

3. Legal solutions for public and PPP for management of primary visitor services offered at Tatoi:

This includes the management of:
· the visitor centre (welcome point for visitors at Tatoi including a café, book shop, toilets, space for art exhibitions, etc.)
· Solutions for the management and funding of primary visitor facilities such as public toilets, parking control, visitor safety measures among others

Since public financing might be difficult for such activities legal solutions for collaborations with the private sector need to be created. 



4. Search for private investors interested in PPP and managing services at Tatoi:
Once the legal solutions for PPPs or collaborations with the private sector have been identified the Tatoi management body shall open tenders and publish certain activities where specific private companies can offer requested services. 


5. Collaboration with veterinary university, department of agriculture and soil culture

Tatoi was a self sufficient place where agricultural products such as milk, butter, wine, bread, vegetables, etc. were produced. The stalls hosted kettle, cows, bulls, pigs, chicken, sheep, goats and other domesticated animals. In order to reinstall some of these agricultural activities collaboration with dedicated university departments of agriculture, soil culture or veterinary could be fruitful. Tatoi could become a laboratory (for universities and students) and education place (for school kids) for plants, animals and agriculture in general. In a big urban and modern area such as Athens places for education on agriculture are high in demand. Tatoi is well known among the Athens population and the park is visited by many families on the weekends.  

6. Institutionalisation of archaeological protection zones

At Tatoi archaeological excavations and research are scarcely undertaken until today. The site needs to be dedicated as an official archaeological zone. The Ministry of Culture would then be responsible for research, signposting and giving information about the site. This step needs to be taken in order to preserve Tatoi as an archaeological site.


Output 2 focusses on the installation of primary visitor facilities which are of utmost importance in order to keep the area clean, safe and accessible. The present lack of toilets, the scarcity of waste bins and the absence of park space control contribute to negative ecological impacts such as pollution. Due to massive ruin and collapse of buildings, loosely lying electric cables, etc. the area cannot be regarded as safe enough for visitors, especially children. After the installation of these primary visitor facilities an integrated site development plan with the objective of reviving the agricultural activities shall be commissioned to a team of experts.   


 

	
Output 2 – Installation of primary visitor facilities


	Actions
	Responsibilities
	Priorities

	1.
	Installation of public toilets
	
	High 

	2.
	Installation of fixed waste bins
	
	High

	3.
	Organisation of parking space control
	
	High

	4.
	Visitor safety control
	
	High

	5.
	Protection and preservation of environment
	
	Medium




1. Installation of public toilets:

As already mentioned, at present there are no public toilets at Tatoi. Visitors do not have the possibility to go to a WC, wash their hands or refresh themselves. This is not only an uncomfortable situation for the visitor but also an environmental issue for the park. Toilets shall be installed at the entrance (preferably at the parking space), at the royal palace and at the area of the former agricultural buildings. Other toilets could be installed at the cemetery and at another point in the park. All the newly installed toilets shall be marked in the map of the Tatoi area. 

2. Installation of fixed waste bins:

At present only a few waste bins are available at the big meadow between the royal palace and the former agricultural buildings. Some waste bins are not covered with a lid and some are partly destroyed. Preferably new waste bins that cannot be moved shall be installed next to the toilets and at the mentioned meadow. 

3. Organization of parking space control:

At date parking spaces are not signaled at Tatoi. Visitors that come by car (and currently there is no other way than arriving by car) do park anywhere. This eventually causes an environmental issue since the park and the woods are not obviously fenced. Parking spaces need to have signs, parking order (position of cars to be parked) and further parking rules (regarding opening hours, payment, information about surveillance, etc.). 

4. Visitor safety control:

Today, Tatoi is a dangerous place for visitors since several buildings are in decay. Fences are loose, tiles might fall down, walls are out of balance, etc. Only in a few cases barrier tapes are put around buildings. 
Visitor safety control includes:
· Signs indicating that certain places are dangerous for visitors
· The use of construction fences or scaffolding at walls of buildings
· Barrier tapes with specific indications
· Cleaning of broken pieces of glass
· Towing away of old cars
· Etc.



5. Protection and preservation of the environment

The action includes and environmental assessment of the Tatoi area. The assessment shall come up with further suggestions for protecting the parks, woods, and public spaces at Tatoi in order to preserve the environment. 

Output 3 is focussed on an integrated site development plan:

The long-term goal for Tatoi is the re-installation of agricultural activities and the revitalization of the site as it was used initially. In order to start with such activities the outputs 1 and 2 need to be finished beforehand. An integrated site development plan means that different activities along the visitor value chain shall be planned and developed. I would like to highlight that during a meeting with the Ministry of Culture in July 2017 I was told that the Ministry is presently working on a master plan for Tatoi. The activities proposed for output 3 are based on the idea of re-installing the former agricultural activities – the ideas are furthermore based on the activities that are offered at the best practice example “Museumsdorf Niedersulz”. 


	
Output 3 – Integrated site development plan


	Actions
	Responsibilities
	Priorities

	1.
	Opening of a Tatoi visitor centre with shop and cafè (with wardrobe, lockers, book shop, exhibition space, etc.)
	
	Low 

	2.
	Tatoi is accessible by public transportation (bus line or train station)
	
	Low

	3. 
	Product development: horse riding, biking trails, specific guided tours (cemetery) 
	
	Medium

	4.
	Re-installation of agricultural activities (in particular domesticated animals, production of milk, cheese, butter, olive oil – products to be sold at the shop in the visitor centre)
	
	Low

	5.
	Collaboration agreements of activities related to agriculture to school and student groups 
	
	Medium

	6.
	Launch of marketing activities
	
	Low



1. Opening of a Tatoi visitor centre:

The visitor centre (preferably next to the main entrance) shall be the main touch point with Tatoi. It is here where visitors should get a first impression of Tatoi, where they are welcomed, where they possibly can pay an entrance fee and where all the necessary information (history, archaeology, agriculture, etc.) is offered. 
Ideally, the visitor centre hosts a café and further visitor services such as a wardrobe, lockers, book shop, exhibition space, etc. The shop and the exhibition space shall be a platform for the agricultural production of Tatoi and surrounding small farmers as well as for artists (paintings, sculptures, music, performance), handicraftsmen (pottery, jewellry ware, small furniture, leather products, clothes, etc.), farmers (olive oil, wine, products from domesticated animals, etc.) and other producers or vendors of medicinal products, soaps, honey, etc.
Furthermore, not only the visitor centre and its exhibition space but also other buildings shall be used as laboratories, studios and workshops for above mentioned local actors. The space could be rented out to an association that handled such producers or to single producers and artists themselves. This depends on the management structure of Tatoi. 

2. Tatoi is accessible by public transportation:

The infrastructure measure is regard a long term action. At present a local train runs by Tatoi but does not stop. If Tatoi is developed as a visitor magnet public transportation needs to be accessible. 

3. Product development:

Today, visitors can only walk around by themselves without enjoying specific services. Little tourism activities or services such as horse riding, bike renting, the development of biking trails and walking trails (in order that bikers do not disturb walkers and vice-versa) and specific guided tours to the cemetery can easily be developed at Tatoi. Private companies need to get licensed for specific activities and can then offer their services to visitors. 

4. Re-installation of agricultural activities:

List of agricultural activities that could be carried out in the several buildings:
· Olive groves and production of olive oil
· Vinyards and production of wine
· Domesticated animals (cattle, sheep, goats, pigs, chicken, etc.)
· Production of milk, butter, yoghurt
· Bees and production of honey, propolis and other medicinal products
· Herbs and production of herbal teas, soaps and medicinal products

5. Collaboration agreements of activities related to agriculture to school and student groups

Once a certain activity development plan has been assessed and buildings are ready to be used for activities collaboration agreements shall be done with schools and universities. School groups and students making experience with agricultural activities, laboratories, production of agricultural foods, archaeological excavations, etc. shall be the main group of visitors. Tatoi should be a place labelled with “education first” and shall be entirely treated as an educational institution. Therefore, agreements of collaboration should be signed from the very beginning also in order to create a sense of responsibility among the “creators” of Tatoi activities and those institutions who “use” the places. 

6. Marketing strategy and launch of marketing activities:

Tatoi needs, just as any other destination that wants to be successful, a marketing strategy. Often, destinations invest in their infrastructure and offers but do not consider promotions activities as relevant – which is a big mistake in destination development and planning. Tatoi shall collaborate with GNTO, the national marketing agency, in order to get marketed on the various channels (online, print, TV and radio, in schools, etc.). 



3.4 [bookmark: _Toc489962187]Lavreotiki

The area of Lavreotiki is situated in South-Eastern Attica, about one hour from Athens, in vicinity of the airport. Lavreotiki and its main points of interest (highlighted in the map below) were visited together with the Ephorate of Archaeology of Lavreotiki. At each point of interest, in particular Cap Sounio, Lavrion and the Souriza Silver Mines, the ancient theatre of Thorikos and the Museum of Brauron with the Artemis temple, specific meetings on site took place.  

The main attraction of the area is the temple of Poseidon at the southernmost tip of Attica at Cape Sounio. This temple is also the most visited attraction by tourists making day trips from Athens. The other destinations face big difficulties in marketing and catering to visitors due to a lack of destination management and cooperative marketing as well as missing cooperation among tour operators and agents. The objective of the development of Lavreotiki is to find ways of combining the the following sites in terms of infrastructure of transport and of tourism facilities.

Destinations in Lavreotiki benefitting from the project:
· Cap Sounio 
· Lavrion 
· Souriza Silver Mines 
· Thorikos 
· Museum of Brauron 

At the benefitting destinations the folloing tourism products are to be developed:
· Cultural / archaeological activities at all selected destinations
· Nature – hiking, biking, diving, sailing activities in particular in Lavrion and the Souriza Silver Mines
· Culinary tourism experiences shall be developed around the whole area of Lavreotiki
· Educational / scientific activities in particular in Lavrion and at the sites of the environmental-technological park
· Sun & sand destinations along the coast

The information given during the fruitful discussions are documented in the draft data template for Lavreotiki. 



[bookmark: _Toc489962203]Figure 4: Map of Lavreotiki with major points of interest
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3.5 [bookmark: _Toc489962188]
SWOT analysis for Lavreotiki




3.6 [bookmark: _Toc489962189]Action plan for Lavreotiki

The action plan for Lavreotiki has been elaborated thanks to a very good collaboration with the Ephorates of the area. All meetings, workshops and the additional information given were very fruitful and hence resulted in the following strategy for cultural tourism development. 

The main objective for Lavreotiki is to create tourism product networks which will contribute to product diversification. The tourism product networks will then be marketed via a common ticket which might be called “Lavreotiki Card”. The client who purchases this card gets access not only to selected sites and museums but also to workshops of artisans, sailing and diving schools, tastings of agricultural products, tavernas, bike rentals, boats and ferries, etc. Some activities shall be included by the card for free and for other activities / products the card shall give access for reduced fares and prices. 

Today, visitors can mainly enjoy archaeological sites and museums in Lavreotiki – but tourists are interested in doing various activities on the same day. Just very few people can bear up visiting three or four archaeological sites and museums in a row. The idea behind the creation of tourism product networks is to facilitate access to more activities. The card opens access to the various networks that are described in the following. 

The ideal visitor will go and visit an archaeological site, the respective museum (eventually in Sounio or Brauron), or at a specific activity of the environmental/technology park, will then participate in a tasting of wine and figs, subsequently go for lunch in a local taverna (eventually in Lavrion), might go and visit a silver/pottery artisan workshop with the possibility of purchasing jewelry, tableware and other souvenirs (eventually in Lavrion), in the evening the visitor could enjoy music or performance events in the theatre of Thorikos and have dinner at a top restaurant that is part of the “Lavreotiki Card” and stays overnight in a local accommodation. This visitor has enjoyed around five different activities using the card staying in the same area. 

The idea of the card is to enhance local SME´s (small and medium enterprises) and to contribute to the local economy – the visitor expenditure stays in the area and is not paid in advance to a tour operator from outside. Moreover, the card is interesting for domestic as well as international visitors at the same time. The objective is also to invite the visitor to stay a longer time in the area, ideally for one or two nights. Furthermore, the cultural tourism activities can be enjoyed around the year and are not dependent on sunshine and warm weather such as for sun & sand tourism. 

Networks to be developed:

Culinary tourism network:
· Tavernas using local foods and wine
· Agricultural producers: figs, wine, olive oil, bread, fish
· Organisers of tastings of agricultural products
· Top restaurants using local foods catering to luxury visitors (yacht and sailing clubs)
 
Activities:
· Sailing and diving – collaboration with yacht and sailing clubs as well as diving schools
· Hiking trails
· Biking trails (bike rentals)

Workshops network
· Pottery workshops
· Jewerly and silver ware workshops
· Handicraft for wood carving / table ware from wood workshops
· Artisans producing other souvenirs (design, basket weaving, etc.)


Vision for Lavreotiki – best practice example

Regarding the common ticket which combines the various tourism products (cultural, culinary, nature, etc.) I would like to present a best practice example from Austria. The so-called “Niederösterreich Card” or “NÖ Card” is valid for the region of Lower Austria and also offers some of the main attractions of the capital Vienna. The main concept behind the NÖ Card is to enhance local tourism and to motivate locals to get to know their territory. Most of the card holders undertake day trips with visits to museums, castles, events, exhibitions, local restaurants and tavernas and agricultural producers, sport activities, etc.

The reason why I chose NÖ Card as a best practice example for Lavreotiki are the following:
· Lower Austria is situated around the urban conglomeration of Vienna – hence there are also many people from Vienna purchasing the card. Lavreotiki / Attica is also very close to the urban centre of Athens attracting many people from the capital
· NÖ Card is not just a common ticket for museums but includes several cultural tourism activities
· NÖ Card offers different activities in summer and winter and hence extends the period of travels and day trips around the year
· NÖ Card facilitates the access to several networks of tourism products which can easily be applied to the activities that can be developed in Lavreotiki, in particular regarding handicraft workshops and agricultural production

312 destinations around Lower Austria and Vienna can be visited for free around the year. The card has a cost of 61€ per person. Given the quantity sold in the year 2016 (185.000) the NÖ Card income is at about 12 mio. €. Although the card is mainly sold to local people it still created 7 mio. overnight stays in the last year. The card is distributed online via the NÖ Card homepage and with the cooperation partners. At one hand it is Raiffeisen Bank (a local bank in Lower Austria) which is partner and shareholder, doing promotion and distribution of the card in their 600 branch offices. At the other hand it is the local electricity and gas provider EVN. The NÖ Card is organised as a PPP but was initiated by the Regional Authority of Lower Austria. 

The 312 destinations can be enjoyed in summer and in winter. According to the period the activities change, for example, in winter common activities are ice skating, skiing, cross-country skiing, snow hiking, etc. with day passes for the respective ski resorts. Additionally to the free entry to the destinations and activities the NÖ card offers discounts for local bars and tavernas, in museum shops and for transport. Some of these additional services are conventions with bike sharing, the local public transport system (train and bus), a guide book and detailed street maps. 

Other branding elements that are marketed with the NÖ card are the wine route of Lower Austria and the network of local tavernas called “Wirtshauskultur” (translated meaning “the culinary culture of tavernas”). The wine route connects more than 150 wine producing villages with more than 1500 local vinotheks open for tastings, guided tours and wine purchase. A specific calendar gives information about the wine festivities and open vinotheks. Furthermore, all villages that make part of the wine route have sign posts along the streets and at the entrance of the respective village.

The same concept applies to the Wirtshauskultur which is understood as a network of local tavernas using typical local agricultural products. It is working like an association that is “keeping the kitchen rural and rusty”. More than 220 tavernas participate at the network, the villages that participate also have sign posts.   



	
Output 1 – Accomplishment of legal agreements with key stakeholders


	Actions
	Responsibilities
	Priorities

	1.
	Installation of a cultural tourism management body
	Ministry of Culture
	High

	2.
	Agreement on action plan
	Ministry of Culture
	High

	3.
	Creation of a new position for event management, marketing, tourism outreach – Destination Management Organisation
	Peripheria of Attica
	High

	4.
	Solve issue with Café management at the museum of Cap Sounio
	Ministry of Culture
	Medium




1. Installation of a cultural tourism management body:

The cultural tourism management body of Lavreotiki shall be made up of the Ministry of Culture, Ministry of Tourism, the Peripheria of Attica and the Ephorates that are operating in Lavreotiki. Each stakeholder shall have one voice in the management body. This entity is supposed to decide about the financing and implementation of the cultural tourism networks in the area.

2. Agreement on action plan:

The cultural tourism management body shall agree on the action plan proposed in the report. This regards in particular the priorities of implementation and the responsibilities that need to be taken by the various stakeholders. Furthermore, the project of the environmental and technology park need to be included and combined with the actions plan. 

3. Creation of a new position for event management, marketing, tourism outreach – Destination Management Organisation:

The cultural management body is responsible for creating a new position for event management, marketing and tourism outreach in Lavreotiki. This position shall on the long term carry out the role of a “Destination Management Organisation” (DMO). The reason for this activity is that at present the Ephorates and its archaeologists are carrying out tourism related activities – but I would like to highlight that archaeologists are supposed to do archaeology and not tourism. The proposed activities shall be carried out by an expert in cultural management and tourism – after some time more human resources can be hired and start working on activities of a DMO.  

A DMO is the co-ordinated management of all the elements that make up a destination such as touristic attractions, infrastructure and transporation, destination marketing, human resources, branding and pricing of the various activities. It takes a strategic approach to link-up separate entities along the tourism value-chain for the better management of the destination. 
4. Solve issue with Café management at the museum of Cap Sounio
At the museum of Cap Sounio there is an ongoing issue with a privately leased Café that is also operating a souvenir shop. While the official museum shop of the site sells TAPA authorised books, little statues, copies of temples and other information material the private shop offers rather average tourist souvenirs such as Greek cook books, magnets, guide books, post cards and other typical souvenir products. Moreover, the souvenir shop offers café and snacks to visitors. The Ephorate is interested in using the space for exhibitions, summer schools, educational initiatives and other cultural events. Due to an existing lease contract of the café with TAPA for a long term period a legal issue could arise. A legal assessment regarding the existing contract should be initiated by TAPA on request of the Ephorate in charge of Cap Sounio. 


	
Output 2 – Product development and common ticket set-up


	Actions
	Responsibilities
	Priorities

	1.
	Research and contact of handicraft/artisan workshops (silver jewelry, design, pottery, basket weaving, etc.)
	
	Medium

	2.
	Culinary tastings and visits of agricultural production/farming (olive oil, wine, figs, fish, etc.)
	
	Medium

	3.
	Network of Tavernas promoting local foods
	
	Medium

	4.
	Archaeological hiking trails (and digitalisation of trails)
	
	Medium

	5.
	Sailing and diving opportunities
	
	Medium

	6. 
	Educational projects (archaeological, ethnographical, excavation, fieldwork summer schools in the Technological and Cultural Park/NTUA etc.)
	
	Medium

	7. 
	Common ticket set-up in the Lavreotiki area
	
	Low




The main objective of output 2 is to start with the product development and networks of the various activities. This is also regarded as the first step to the set-up of a future DMO in the area. Once the networks have been created the common ticket for Lavreotiki can be started. The common ticket is regarded as the product to be sold by the DMO while it is coordinating the tourism related entities in the area. 

1. Research and contact of handicraft / artisan workshops:

First contact to handicraftsmen and artisans / or already existing associations in Lavreotiki shall be made and collected in a data base. The handicraftsmen should give information how they would like to participate in related initiatives: 
· give access to their workshops to visitors
· interested in selling their products during exhibitions
· showing the products in vitrines of hotels
· participating in artisan markets or other initiatives / events
· likelyness to participate at the common ticket

The handicraftsmen shall be active in jewelry design / silver, pottery, basket weaving, sculpturing, etc.

2. Culinary tastings and visits of agricultural production/farming:

First contact to agricultural producers / farmers or already existing (women) associations in Lavreotiki shall be made and collected in a data base. These producers should give information how they would like to participate in certain initiatives:
· Give access to their structure / production facility to visitor that might participate at harvesting, producing, packaging of certain products
· Selling their products at events and markets
· Selling their products to accommodation facilities and local tavernas
· Likelyness to participate at the common ticket
· Wine producers / vinotheks interested in setting up a local wine route similar to the wine route mentioned with the NÖ Card
· Olive oil producers interested in setting up a local olive oil route

3. Network of tavernas promoting local foods

First contact to local tavernas or already existing networks of tavernas, collecting contact data and information regarding the following:
· Interest in setting up a network of local tavernas similar to the Wirtshauskultur of the NÖ Card
· Likelyness of participating at the common ticket
· Setting standards in using only locally produced foods
· Participation in related events

4. Archaeological hiking trails

This activity could be set up in collaboration with the environmental technology park in particular at the Lavrion silver mines. The silver mines stretch over a vast area of around 15km of trails leading through the ancient silver extracting industry. The trails shall be digitalised for visitors that do not want to take guided tours. Such archaeological hiking trails would be a unique experience for visitors in Greece. 

5. Sailing and diving opportunities

Component 4 also covers the development of diving opportunities, please refer to the respective report. Contacts to yacht clubs, sailing clubs, sailing and diving schools shall be made in order to reach out for collaborations of events, common promotion activities and regarding co-operation for the common ticket. Such clubs are considered as very valuable partners since its members are often entrepreneurs in companies along the tourism value-chain which might have an important weight in the development of the idea of a common ticket.

6. Educational projects (archaeological, ethnographical, excavation, fieldwork summer schools in the Technological and Cultural Park/NTUA, etc.)

The Ephorates have often mentioned their interest in developing educational and scientific tourism in the area. Given its heritage of archaeology, history, mythology and philosophy the area of Lavreotiki is a fertile ground for such kind of niche tourism. Summer schools, fieldwork schools, excavation courses, etc. are of major interest regarding scientific tourism activities. Especially for such events the privately leased café space at Cap Sounio would be a great spatial resource to be used also for conferences and lectures for the mentioned academic fields. Educational tourism shall have a specific role in marketing Lavreotiki.

7.   Common ticket set-up in Lavreotiki

Once the above actions have been started and a relative amount of interested participants has been collected the common ticket can be set up. The activities 1-6 shall be implemented contemporaneously, the set-up of the ticket is dependent on the success of the activities carried out. Further, the legal constitution of the selling, distribution and promotion process shall be cleared. This activity shall also be part of the follow-up project. 


	
Output 3 – Marketing and training


	Actions
	Responsibilities
	Priorities

	1.
	Marketing plan – collaboration with airport and ports (articles published in Aegean travel journal, etc.)
	
	Medium

	2
	Event calendar published (lectures, seminars, academic events, exhibitions, workshops, etc.)
	
	High

	3.
	Best-practices training 
	
	Medium

	4.
	FAM trips for tour operators and journalists
	
	Medium



1. Marketing plan

The elaboration of a marketing plan also together with GNTO should be implemented for Lavreotiki. The cultural management body shall especially look out for collaborations of promotion with the airport of Athens, the port of Piraeus, the port of Lavrion and publish related articles in leading local tourism journals, i.e. Aegean travel journal, Greece-is, etc. 

2. Event calendar published

One single event calendar shall be published on a certain website. Today, one of the promotion issues of Lavreotiki is that many events are hardly to be found on the internet because the events are not properly promoted or they promoted on pages that are only in Greek or known by locals. An information platform for Lavreotiki events and activities shall be planned. Especially for scientific tourism with events such as lectures, seminars, workshops, conferences, etc. such a platform is useful. 

3. Best-practice training

Best-practice training in the subjects of DMO set-up, common ticket set-up, marketing plan, web-based information platform, destination marketing, etc. shall be carried out as requested by Ephorates during meetings and workshops.

4. FAM trips organised

Familiarization trips organised for tour operators, agents and journalists shall be carried out in order to promote the cultural tourism product networks. GNTO has committed on supporting Ephorates in organising and financing FAM trips.


	
Output 4 – Infrastructure and transportation


	Actions
	Responsibilities
	Priorities

	1.
	Suburban / Proastiakos metro opening 
	
	Low

	2.
	Train reactivation
	
	Low

	3.
	Opening of bike trail
	
	Low

	4.
	Cruise ship arrivals at port of Lavrion, other holiday ships / sailing at the port
	
	Low

	5.
	IT infrastructure, websites and data management
	
	Low




1. Suburban / Proastiakos metro opening

In 2020 the Proastiakos shall arrive to Lavrion and connect Lavreotiki with the centre of Athens.

2. Train reactivation

The Ephorate of Lavreotiki has metioned valid ideas of re-opening an old train line that carried silver from the mines up on the hills down to the port of Lavrion. Although this is ment to be a long-term project it shall be included in the development of the area. 

3. Opening of bike trail

The Ephorate of Lavreotiki is already collaborating with the Politechnic University of Athens and has elaborated detailed biking trails leading from Athens to Lavrion. In combination with the common ticket visitors could use a service of bike-sharing and enjoy such trails. At the moment, biking in Lavreotiki is rather dangerous due to narrow streets and careless drivers. 

4. Cruise ship arrivals at the port of Lavrion

The port of Lavrion is subject to be extended with a passenger terminal for cruise ship arrivals in the near future. This could create to a positive influx of visitors from holiday ships. Further, a strong collaboration with the sailing and yachting club could also bring visitors to Lavrion that would otherwise not be aware of the area and its offers of cultural and natural heritage.

5. IT infrastructure, websites and data management

The Ephorate of Attica mentioned the urgent need of investment in IT infrastructure, specifically regarding data management and the management and development of websites. In particular if such a project is implemented, lots of new data is created which also needs data security. 



3.7 [bookmark: _Toc489962190]Central and Eastern Macedonia

For central and eastern Macedonia four main sites were selected. In Central Macedonia these are the archaeological sites of Aigai (Vergina) and Pella, in Easter Macedonia these are the sites of Amphipolis and Phillipi. 

The museum of Aigai (UNESCO world heritage site) with the impressive tomb of King Phillip II and the archaeological site were visited in the morning of January 18. With the guidance of Dr. Graekos the visit almost seemed a journey through time back into ages when the Macedon Empire extended over whole Persia. In 2018 a new museum will be opened within the extended archaeological site, with the objective of having temporary exhibitions but also for storage and conservation reasons. The site counts more than 200.000 visitors per year and the objective of the consultation is to structure a network between Aigai and other archaeologically and historically relevant sites such as Veria, Pella and Edessa. In this way some kind of archaeological itinerary could be created. Together with Dr. Graekos we also visited the soon to be opened museum in Aigai and had a short trip to the old town of Veria. 
In Pella we were welcomed by Dr. Tsigarida from the local Ephorate, she is also Director of the archaeological museum of Pella, the former capital of the Macedon Empire. Together with two of her assistants we had a detailed guidance through the archaeological site as well as the museum. Pella counts only 50.000 visitors a year and needs consultation for how to attract more visitors and how a network within the above mentioned itinerary can be created. 

[bookmark: _Toc489962204]Figure 5: UNESCO sites in Northern Greece
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In Eastern Macedonia the archaeological site of Philippi, an ancient city founded by King Philipp II was visited with the board of directors of the local Ephorate. The site of Philippi was put on the list of UNESCO world heritage sites in July 2016 and presently counts around 50.000 visitors. The UNESCO label is supposed to push national and global awareness about the site. For the application the board of directors prepared a detailed site master plan which gives information about the many activities and interventions that are planned for the future at Philippi. These activities are mainly directed towards infrastructural renewals and do not cover touristic actions. Hence, the present consultation is of high importance to Philippi. The idea of creating an itinerary in the Eastern part starting with Philippi and including the sites of Amphipolis, Drama, Serres and Kavala was discussed and positively welcomed. Further information is given in the data template. 


Further important meetings were held with the Central Macedonian Government in Thessaloniki, with Mr. Thanos (Vice Governor for tourism and culture) and Mr. Befas (Advisor to the Governor). Ideas for cultural tourism development in the areas were exchanged, including a brainstorming for the implementation of a western and an eastern itinerary. Furthermore, the need for public transportation and the coordination of a geoportal preferably in collaboration with Egnatia A.E. were discussed. 

As seen in the figure above Northern Greece hosts five of 16 UNESCO world heritage sites in Greece. The sites of Aigai, Thessaloniki and Philippi will predominantly benefit from the present project since they are directly situated in Macedonia and strictly related to cultural tourism. The sites of Meteora and the well-known and well-visited site of Mount Athos will be included in the tourism development strategy more regarding nature-based and religious tourism respectively. 

Although this activity is supposed to focus specifically on cultural tourism development it was realized that the development of single sites throughout the project area does not help the tourism industry to grow. A bigger picture of related tourism activities such as religious, culinary and nature-based has to be faced in order to create long-lasting benefits for the sites and the area. 

The figure below shows the four big tourism brands that are already well marketed in the Macedonian area. Alexander the Great who was born in Pella and started his conquest from Macedonia is an important brand for the whole Central and Eastern Macedonian area. This brand is related to cultural and archaeological tourism. Mount Olymp is presently well-known as a brand but less known as a touristic area, around Mount Olymp hiking and culinary tourism shall be developed. The brand of the ancient philosopher Aristotle is bound to the city of Thessaloniki and surrounding areas. It is documented that Saint Paul travelled various times through Macedonia, according to a legend he was even imprisoned in Philippi. The brand of Saint Paul is therefore an important marketing factor for religious tourism in the area.  

Regarding private stakeholders for the project interventions a meeting with Egnatia A.E. (Mr. Iatropoulos and Mr. Maravas), based in Thessaloniki, was held. Egnatia A.E. constructs and manages the motorway that connects the far west with the far east of Northern Greece. This company is regarded a very valuable stakeholder for the tourism development project since transportation was defined as an issue for the visitors travelling around Northern Greece. The company is further interested in carrying out actions such as a geoportal, signposting along the motorway, construction of a museum, infrastructure for transportation services and other cultural tourism relevant actions. Egnatia A.E. has good relationships with the local Government and is ready to implement proposed actions by the team of consultants of the present project activity. 



[bookmark: _Toc489962205]Figure 6: Four tourism brands of Central and Eastern Macedonia
[image: ]


Destinations that are considered for Central and Eastern Macedonia:
· The area around the UNESCO site of Aigai with Pella, Veria and Edessa
· The area around the newly-elected UNESCO site of Philippi with Amphipoli, Kavala, Drama and Serres 
· The city of Thessaloniki as the tourism hub in the area 

The vast project area offers different tourism products and activities according to the above map:
· Cultural / archaeological tourism in the whole area
· Religious tourism in the east
· Nature – hiking, biking, sailing,  diving, sport tourism mainly around Mount Olymp, biking and sailing opportunities can also be found along the coast of the whole area
· Culinary tourism is rather poorly developed but shall be important for the whole area
· Sun and sand tourism along the coast
· Educational / Scientific mainly around Thessaloniki
· [bookmark: _Toc474336415]Business tourism in Thessaloniki




3.8 [bookmark: _Toc489962191]SWOT analysis for Central and Eastern Macedonia




3.9 [bookmark: _Toc489962192]Action plan for Central and Eastern Macedonia

Based on meetings, interviews and a workshop held with all stakeholders that participated from the very beginning of our activity the following action plan for the project area was elaborated.
The two main objectives of this action plan is to open a Destination Management Organisation which shall be responsible for setting up common ticket. The common ticket is the product to be sold by the DMO and is understood as a facilitation of access to different networks of actors and activities that are interesting for visitors. 
The DMO of the project area shall not only have a leading role in promoting and marketing tourism destinations but, more importantly, steer destination development. A coordinated management within a strategic and coherent framework is intended to produce effects both at local level (in terms of increasing incoming touristic flows and yields, spreading the benefits of tourism development, reducing environmental impacts and ensuring environmental sustainability in target areas) and at an international level (in terms of visibility and attractiveness of the international network of which local stakeholders are part of). 
The elaboration of a detailed description of a DMO, its structure and exact activities are subject to be developed during the follow-up project. 

Output 1 is focused on regulating the legal as well as financial framework of the DMO, its activities and the timeframe of its implementation.  
	
Output 1 – Legal


	Actions
	Responsibilities
	Priorities

	1.
	Create Management Body for cultural tourism
	
	High

	2.
	Agreement on action plan
	
	High

	3.
	Creation of a new position for event management, marketing, tourism outreach, product development, networking
	
	High

	4.
	DMO set-up
	
	Medium




1. Create Management Body for cultural tourism

The Management Body for cultural tourism in Central and Eastern Macedonia shall be set up with the participation of the major public stakeholders such as the Ministry of Tourism, Ministry of Culture, Peripheria of Central and Eastern Macedonia as well as the related Ephorates. Each participating institution shall have a voice in the future development of the area.

2. Agreement on action plan

The Management Body for cultural tourism in Central and Eastern Macedonia shall agree on the proposed action plan, in particular on the set-up of a local DMO, its specific activities as well as on the infrastructure installations that are necessary for smooth transport and orientation along the roads. 

3. Creation of a new position for event management, marketing, tourism outreach, product development and networking

This human resource (ideally one or two persons in the first year of implementation) shall start with the activities that are listed in output two regarding product development but should also begin with drafting a marketing plan, be responsible for event management and especially for networking with important public and private stakeholders as well as for tourism outreach to SME´s along the tourism value-chain. The Management Body shall decide whether this position is created within the Ministry, the Peripheria or the Ephorate. 

4. DMO set-up

The set-up of a local DMO which is responsible for the tourism management of the whole project area is a long-term project and is not supposed to start from the beginning. There are too many legal decisions to be taken among the Management Body before such a DMO can begin its operations. The follow-up project shall introduce to the basic structure of a DMO set-up for Central and Eastern Macedonia. 





	
Output 2 – Product development


	Actions
	Responsibilities
	Priorities

	1.
	Common ticket for cultural tourism activities in Central and Eastern Macedonia
	
	Medium

	2.
	Creation of network of agricultural producers, tavernas and Agrotourism structures, handicraft and artisan workshops, etc.
	
	Medium

	3.
	Digitalisation of hiking paths / maps around Mount Olymp (Central Macedonia)
	
	Medium

	4.
	Creation of network of religious tourism sites and pilgrimage routes (Eastern Macedonia)
	
	Medium

	5.
	Creation of strong network among museums and sites
	
	



1. Common ticket for cultural tourism activities

The common ticket for cultural tourism activities shall be the product to be marketed and sold by the local DMO. The DMO shall be the main responsible institution for its promotion, distribution and creation of networks with partners and participants. Please refer to the best practice example of the Niederösterreich Card as explained in the action plan for Lavreotiki.

2. Creation of network of agricultural producers, tavernas and Agrotourism structures, handicraft and artisan workshops

First contact to agricultural producers / farmers or already existing (women) associations as well as tavernas in Central and Eastern Macedonia shall be made and collected in a specific data base. These producers should give information how they would like to participate in certain initiatives:

· Give access to their structure / production facility to visitors that might participate at harvesting, producing, packaging of certain products
· Selling their products at events and markets
· Selling their products to accommodation facilities and local tavernas
· Likelyness to participate at the common ticket initiative
· Wine producers / vinotheks interested in setting up a local wine route similar to the wine route mentioned with the NÖ Card
· Olive oil producers interested in setting up a local olive oil route
· Producers of other agricultural goods (cheese, fish, fruits, vegetables, nuts, etc.) 

Regarding the Agrotourism structures please refer a) to the final report of activity 4.2 Nature based and culinary tourism and b) to the best practice example about the concept of Agriturismo in Italy which is given in detail in the power point presentation in attachment to this report.  

A network of local tavernas that are situated along the Via Egnatia and next to the villages chosen for this project shall be made. Already existing associations of tavernas or restaurants shall be contacted and the participation in the common ticket initiative shall be proposed. Please refer to the example of the Wirtshauskultur mentioned in the best practice example for the NÖ Card. 

A network of handicraft and artisan workshops active in the project area shall be constructed. This includes artists of paintings, sculptures, pottery, production of replicas, jewelry, leather manufacturing, basket weaving, wood carvings, etc. A data base shall be created with information about the current state of the single workshops, if the artists are ready to host visitors or if they are interested in collaborating with tourism accommodation structures regarding temporary exhibitions in the hotel rooms and lobbies, artisan showcases and markets or other similar initiatives. 

3. Digitalisation of hiking paths / maps around Mount Olymp

The digitalisation of hiking paths for nature based tourism such as on Mount Olymp is of major interest in today´s digitalised world. Digitalisation is important especially in the tourism sector, travellers want to get ever more independent and plan their trips without the help of tour agents or guides. The digitalisation of hiking paths is actually a rather easy task. There exist several app for free download which track the GPS codes of a paths. The tracked paths can then be put online or even printed out. 

4. Creation of network of religious tourism sites and pilgrimage routes

As depicted in the map above, religious tourism is especially present in Eastern Macedonia from Thessaloniki up to Philippi and further east. This project does not include Mount Athos because this site is already well established and internally known among travellers that are interested in religious tourism and monasteries. 

Activity 4.3 about religious tourism in Greece gives a detailed analysis about this product. Please refer to the final report for further information. 

5. Creation of strong network among museums and sites

The UNESCO world heritage sites of Agai, Thessaloniki and Philippi including the museum and site of Pella are the major attraction points in the project area for cultural and archaeological tourism. So far the museums and sites in the surrounding villages are not well connected to the major sites and hardly promoted. A strong network among the major cultural tourism activities shall be created in the area since those are the most important tourism drivers. Furthermore, consultation with Egnatia A.E. shall be made due to their interest in establishing small museums along the Via Egnatia highway. When constructing the modern highway several artefacts and archaeological findings were made. These finding are subject to be exhibited in small museums along the Via Egnatia. 

Promotion and site information for the major museums shall be made along the Via Egnatia in collaboration with the involved parties. 




	
Output 3 – Marketing, information and training


	Actions
	Responsibilities
	Priorities

	1.
	Launch of one single information portal: Geoportal
	
	High

	2.
	Installation of a mobile tourist information bureau
	
	High

	3.
	Creation of a marketing/branding strategy with 4 big brand names
	
	Medium

	4.
	Publication of a joint event calendar – web platform for promotion of events (special guided tours, exhibitions, kids events, summer schools, tastings of local food products, etc.)
	
	Medium

	5.
	Best-practice trainings regarding the creation of networks and product development
	
	Medium




1. Geoportal and web-based information site

During meetings and workshops with the respective stakeholders the issue of a missing coherent information website was detected. Lack of site information is a big disadvantage for the area but especially for visitors. Several Ephorates and the Peripheria are interested in setting up information sites – but I would like to highlight that the project area does not need various information sites but only one single information Geoportal. The tourism relevant information about Central and Eastern Macedonia needs to be channeled in one single website. Egnatia A.E. demonstrated to us their Geoportal which is about to go online. Public stakeholders and museums should exchange information about their sites and insert this into the Geoportal. 

2. Installation of a mobile tourist information bureau

Although tourist information is mainly searched online today, physical information stands are still demanded by visitors. We suggest a mobile information bureau that moves from Thessaloniki to other major cities and sites in order to promote various destinations with print material. On a long-term this bureau should also distribute the common ticket for the area. 

3. Creation of a marketing and branding strategy

With the help of external marketing and branding experts (preferably local studios) a promotion strategy for the area including the common ticket concept shall be elaborated on a medium-term basis.

4. Publication of a joint event calendar

Based on the information collected during meetings the area needs a joint event calendar. Currently, each museum is promoting their events only locally and on their individual sites. In this way only local people can get aware of the various initiatives and events that are organised in the museums and villages. A joint event calendar with the information of all museums, sites, villages and cities facilitates the information to the potential visitor. This information regards also educational tourism (summer schools, conferences), concerts, events for kids, etc. 

5. Best practice trainings for creation of networks and product development

Once the basic data collection of partners along the tourism value-chain has been accomplished best practice training for the creation of valid and long-term networks and product development shall be done for those who will work in the local DMO. 

	
Output 4 – Infrastructure and transportation


	Actions
	Responsibilities
	Priorities

	1.
	Network of public transport (Thessaloniki as hub)
	
	Medium

	2.
	Individual little busses at vast site areas / evaluation of transport on site
	
	Medium

	3.
	Improvement or road signage along the Via Egnatia and roads leading to sites and museums
	
	Medium



1. Network of public transport

At present the major museums and sites are hardly accessible by public transport. Visitors mainly arrive via private car or with busses organised by tour operators. On a medium-term public transport shall be made available at least in the high tourism season from May to September. On a long-term perspective the transportation shall be extended over the whole year. Public transportation facilitates the way of travelling for the visitor and is more sustainable on an environmental level. 

2. Individual little E-busses at vast sites

At vast archaeological sites such as the one of Pella little Electro-busses shall be made available at least in the high tourism season. Given the high temperatures and the lack of shadow transportation facilities within the sites would ease the tourist´s visit at a site. Moreover, because after the visit of the site the museum shall be visited – for many tourists this is a physical challenge. 

3. Improvement of road signage along the Via Egnatia

The area of Central and Eastern Macedonia has the luck that most of the major sites are situated along the Via Egnatia. Today, road signage is scarce and visitors travelling by private car do face difficulties in finding the places and museums. Egnatia A.E. is open for collaboration on this regard. 
4 [bookmark: _Toc489962193]International Best Practices 

Detailed descriptions of the best practice examples of the NÖ Card and the Museumsdorf Niedersulz can be read under the action plans of the respective destinations. 

The chosen examples serve to showcase different market developments in cultural tourism, highlighted for their degree of innovation, networking success and management policies. Moreover, the examples were specifically chosen for their feasibility of implementation, similarity of local characteristics (Austrian and Greek destinations), impact for cultural tourism as well as the integration of local SME´s in the broader tourism value-chain. 

A colourful and handy description of the best practice examples is further given in the power point presentation in attachment to this report. Here, I would like to give some web-based information and links.   

Best practice example for TATOI:

http://www.museumsdorf.at/de/default.asp 

Best practice example for Lavreotiki:

As described in the action plan for Lavreotiki the following links are relevant:

http://www.niederoesterreich-card.at/

http://www.wirtshauskultur.at/video-wirtshauskultur

https://www.niederoesterreich.at/weinstrasse


For Central and Eastern Macedonia:

Regarding a detailed description of a DMO I herewith refer to the UNWTO:
http://www2.unwto.org/category/technical-product-target/destination-management-organizations 

Referring to the final report of the activity 4.2 about nature based and food tourism I would like to give a further best practice example about the Agrotourism concept in Italy. The following links illustrate how Agrotourism is organised in Italy. More information is given in the power point presentation. 

http://www.agriturismo.it/de/ 
http://www.terranostra.it/it/home/ 
http://www.agriturismoitalia.gov.it/?lang=de 
http://www.agriturismi.it/ 
http://www.agriturismo.farm/it/ 
http://www.agriturismo.com/ 
http://cucina.corriere.it/notizie/cards/i-10-migliori-agriturismi-d-italia-secondo-guardian/classifica-guardian_principale.shtml 
http://www.agriturist.it/de/urlaub-auf-dem-bauernhof/1-0.html 

5 [bookmark: _Toc489962194]Conclusions

Concluding I would like to thank the Ministry of Culture, the Ministry of Tourism, the Peripheria of Attica, Central and Eastern Macedonia, the various Ephorates and the individual museums for their fruitful collaboration during the last year. The input given during the many meetings, interviews and workshops was important for the analysis and creation of the action plans. 

Regarding the responsibilities for the different actions mentioned in the final action plans not all fields are filled out. This is due to the fact that some actions need to be carried out by management bodies that so far do not exist. I would like to highlight at this point that the action plans shall be regarded as a living document - meaning that the plans shall be subject to changes and integrations during the implementation of the actions. 

As mentioned in the introduction the implementation of the action plans might be accompanied by a follow-up project
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	1
	Baseline study
	
	
	
	

	
	
	
	
	
	

	1.1
	Tourism supply
	Status 2016
	Potential 2020
	
	

	
	Number of accommodation facilities
	N/A
Tatoi is a local recreation area, there is no need for visitors to stay overnight
	 N/A
	
	

	
	Number of beds
	 N/A
	 N/A
	
	

	
	Opening (seasonal / all-year)
	 All year
	 
	
	

	
	Tourist information offices
	No information office at the site
	 
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	1.2
	Tourism demand
	Status 2015/2016
	 
	Potential 2020
	 

	
	
	International
	Domestic
	International
	Domestic

	
	Number of arrivals
	N/A
	Up to 3000 visitors on a weekend from spring to summer
	N/A
	Up to 10.000 visitors on a weekend from spring to summer

	
	Number of overnight stays
	N/A
	 N/A
	N/A
	 N/A

	
	
	
	
	
	

	
	
	
	
	
	

	1.3
	Infrastructure
	 
	 
	Action needed

	
	Accessibility
	Tatoi is basically accessible only by car or bike. Tatoi is located around 30-45 minutes by car from Athens.
	Public transportation is needed

	
	By air/airports nearby
	N/A
	 

	
	By boat/ports nearby
	N/A
	 

	
	By public transport
	At date there is no public transportation bringing visitors from Athens to the site. A train is passing close to the entrance but there is no stop. 
	 A train stop near to the entrance should be realized. 

	
	Car/Individual
	A car is the only mode of getting to Tatoi, there are no traffic signs for public parking lots, cars and motorbikes are parking anywhere between the trees. At the un-managed parking lots no waste bins or toilets are available.
	Installation of signposting for parking lots, waste bins, toilets

	
	Greater public transport network
	So far not available
	 

	
	Main issues 
	There are no traffic signs along the road about the park of Tatoi, no parking signs, no waste bins at parking lots, no toilets
	 

	
	
	
	
	
	

	
	
	
	
	
	

	1.4
	Marketing 
	 
	 
	Action needed

	
	Description of visibility
	Tatoi is currently not promoted by any public authority or Ministry, nor by any private tourism related business
	As long as Tatoi is in the current status of decay marketing would be counter-productive.

	
	Website/specific info available
	Currently there is no website with specific information about Tatoi available.
However, there are websites referring to the site like the  ΟΡΣΑ website and the Tatoi friends Association (no english version).
	During a discussion with the Ephorate (Mr. Stavros Tsavalos, Mrs. Konstantina Siountri) several ideas came up:
- installation of WIFI at Tatoi site
- installation of specific website / information on the site of the Ministry of Culture
- potentially a Tatoi APP (but content needs to be discussed) could be installed once the site is in good shape


	
	Tour operators 
	N/A because Tatoi is not a tourism relevant destination
	 

	
	Budget
	No, there is no marketing budget available for the destination.
	Marketing budget needs to be applied to Tatoi

	
	Marketing / Budget
	At the moment ΟΡΣΑ (Organisation of Planning in Athens) is responsible for promoting the site.
	 

	
	Main issues
	Tatoi needs to be marketed when specific actions of investment, beautification, accessibility, services such as signposting and toilets, etc. have been implemented. If Tatoi remains as it is presently, no marketing is needed because the site is not attractive.
	The essential first step for the development plan of Suburban Park of Tatoi would be to establish an initial Tatoi Management Agency.








	2
	Present organisation on site
	

	
	
	
	

	2.1
	Stakeholder map
	 
	Action needed

	
	Main contacts to stakeholders
	Ministry of Culture (responsible for the buildings)
Ministry of Agriculture (responsible for: agricultural land such as the olive hains), Ministry of Finance (responsible for: ...),
Ministry of Environment and Energy
Ministry of Rural Development and Food
Ministry of Forestry (responsible for the woods and lawns)
Fire Department
Neighbouring municipalities
NGOs 

	An agreement of the main stakeholders has to be made.

	
	Agreements/accor-dings for collaboration
	- Inter-municipal  spatial plan for the development of North – East area of Attica (includes 8 municipal authorities near by the Tatoi estate and specific actions for the development of Tatoi, it hasn’t been approved  till now for financing, since it’s a part of the integrated spatial development plan for the region of Attica – still in progress)
- Integrated spatial development plan for the region of Attica (includes a pole & actions for the development of tourism in the greater  Tatoi area – still in progress)
- Public – Private Partnership model prospects’ evaluation: very limited chances, due to the complexity of the stakeholder and the appearance of very important and difficult overlaps
- Proposal: design and implementation  of a specialized development plan for the estate of Tatoi, under the management and supervision of common management body (ministry of tourism, ministry of culture, ministry of the environment, regional authority of Attica,  coterminous municipal authorities 
Sources of financing: Region of Attica Regional Operational Plan
	 

	
	Supportive regulatory context
	At the moment ΟΡΣΑ (Organisation of Planning in Athens) is responsible for expanding tourism services
	Political decisions need to be taken.

	
	




	


	

	2.2
	Description of the site
	 
	Action needed

	
	Main attraction
	Tatoi Estate is an integral part of the Parnitha National Park, a forest with great biodiversity.
Tatoi is a historic place that featured critical and in many ways the history of the modern Greek state.
Tatoi estate in the past was highly regarded for primary goods production.
	Αn integrated development plan :
-Protection and preservation of the environment, facilities and buildings
-Cooperation with institutions and individuals for the purpose
-Financial management
-Brand name to enhance traffic and disposal of its products.

	
	Related activities
	Tatoi is a Peri-urban Park in full proximity to Athens, with 42,000 acres of forest that can offer "a city break" to all its visitors.
Tatoi is a recreation area for the larger Athens urban centre. Visitors can take a walk, children can play on a play ground, and biking are the usual activities. No other activities are offered as of today. 
	
 

	
	Tour guides
	No there are no tour guides available.
	Tour guides have to be organised

	
	Visitor centre
	At present there is no visitor centre
	A visitor centre could be a start for Tatoi, offering basic services such as toilets, wardrobe/lockers, site information, book shop, café, etc.

	
	Proposals for new/additional activities
	Horse riding, specific guided tours through selected buildings and the cemetery, re-installation of the former farming activities (animals, wine production, dairy products, etc.), visits of school groups, etc.
	Re-installation of farming activities, opening of the Royal Palace building with exhibitions, etc.

	
	Main services (amenities)
	Tatoi does not offer any service so far. 
There are no tourism services such as shopping, bars/restaurants (including seat capacity), souvenirs, etc.
	 

	
	Ancillary services
	Tatoi does not offer any service so far. 
	 

	
	
	
	

	
	
	
	

	
	
	
	

	2.3
	Product features
	 
	

	
	Cultural tourism experience
	Tatoi palace and its auxiliary buildings of the Courtyard,the Royal Cemetery, the hotel "Tatoion", the agricultural and cattle farm, the houses of the workers, the lakes and rivers, roads, alleys, bridges and the ecosystem are all together harmonized.
 
	

	
	Seasonal factors
	Tatoi is an all-year destination  
	

	
	Product function
	Tatoi is a classic day-trip destination 
	

	
	Lifecycle stage
	N/A
	

	
	How can the cultural content be improved?
	The aim of the estate recovery actions should be first and foremost to protect the environment and the preservation and promotion of historical value but also the creation of a model agro unit.

Re-installation of farming activities, opening of the Royal Palace building with exhibitions, etc.
	

	
	
	
	

	
	
	
	

	2.4
	Sustainability
	 
	Action needed

	
	Economic
	Everything is financed by Public Sector
	Economic investment from locals of the Private Sector

	
	Environmental
	Due to the lack of toilets and the scarce availability of waste bins the Tatoi area is subject to human pollution. Further, due to the lack of official parking lots trees and lawns are subject to disrespected parking. 
	The creation of a model agro unit.
Toilets, more waste bins, restricted and regulated parking

	
	Socio-cultural
	Locals are not involved in the activities that take place at Tatoi estate, apart from the  neighboring restaurants and cafes - these tavernas could benefit from more visitors and would potentially be interested in managing a café in the visitor centre. 
	 

	
	Institutionalisation
	ΟΡΣΑ (Organisation of Planning in Athens) is responsible of the sustainability master plan.
	Political decisions have to be taken.

	
	Sector functioning
	Regarding the investment in sustainability by the government and the private sector businesses, third party investment, local investments, etc
	Political decisions have to be taken.

	
	Preservation and protection
	Tatoi is presently in serious decay, all the buildings, apart of a few that were restaurated between 2007-2013, are in conditions that they cannot be visited. Most of them are in total ruins, hardly any works or investments have been done since the 1970s. 

	 

	
	Suggestions for improving sustainability
	An agreement of the main stakeholders has to be made.
	The organization in any case should not act as a public service but with private sector criteria and checked especially on economic management of the State.

	
	
	
	

	
	


	
	

	2.5
	Management of activities
	 
	Action needed

	
	How is/shall the activity be managed? 
	Joint decision of Ministers?
Administrative consortium of Ministries with a General Manager?
PPP between Ministries and private companies that are interested in investing or in managing activities such as a visitor centre, farming activities, book shop, etc.

	 

	
	Contacts to potential managing authorities and/or managers:
	 
	 

	
	Permissions/licenses needed to run the activity/activities
	Permissions or licenses are obligatory from Ministry of Culture, Ministry of Environment and Energy, Ministry of Rural Development and Food, Ministry of Finance, Forestry, Fire Department, neighbouring Municipalities.
	Political decisions have to be taken.

	
	
	
	

	2.6
	Human resources
	
	Action needed

	
	Public sector
	Engineers, Archaeologists, Managers, guards, helping staff etc.
	 

	
	Private sector
	Managers, salesmen, helping staff etc
	 

	
	Training needed
	Various kinds of training is needed in order to run the activities, depending on the facilities
	 






[bookmark: _Toc489962197]Template for Lavreotiki

	1
	
Baseline study
	
	

	
	
	
	
	
	

	1.1
	Tourism supply
	Status 2016
	Potential 2020
	
	

	
	Number of accommodation facilities
	34 hotels, 4 camping sites
	
	
	

	
	Number of beds
	5.832
	
	
	

	
	Opening (seasonal / all-year)
	Mainly seasonal
	
	
	

	
	Tourist information offices
	Municipality of Lavreotiki
Cap Sounio
	 
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	1.2
	Tourism demand
	Status 2015/2016
	 
	Potential 2020
	 

	
	
	International
	Domestic
	International
	Domestic

	
	Number of arrivals
	Sounio/Museum:
300.000
Lavrion Museum and Silver Mines:

Brauron: 
40.000
	Sounio/Museum:


Lavrion Museum and Silver Mines:

Brauron: 

	Sounio/Museum:


Lavrion Museum and Silver Mines:

Brauron: 

	Sounio/Museum:


Lavrion Museum and Silver Mines:

Brauron: 


	
	Total visitors (international and national)
	Attica: 12 mio.
Greater Athens area: 4.1 mio.

	
	
	

	
	Number of overnight stays
	Around 65% of the visitors stay overnight in Attica, 
Average length of stay is 3 nights
	Sounio:
Lavrion:
	Sounio:
Lavrion:
	Sounio:
Lavrion:

	
	
	
	
	
	

	
	

	
	
	
	

	1.3
	Infrastructure
	 
	 
	Action needed

	
	Accessibility
	All the sites are primarily accessed by car or bus and are around 1 hour distant from Athens.  
	 

	
	By air/airports nearby
	Athens airport is very close to all the sites.
	 

	
	By boat/ports nearby
	Port in Lavrion
	 

	
	By public transport
	Sounio/Museum:
Public bus departing from Syntagma square, Athens city centre

Lavrion and Silver mines:

Brauron Museum:


	When promoting the sites of Lavreotiki information about public transport shall be included (as long as public transport is available)

	
	Car/Individual
	Individual travellers mainly access the sites by car, the road network is very good and the way from Athens is very panoramic

Road signs for the museums and sites are hardly installed
	Installation of signposting for the sites, parking lots, waste bins, toilets and rest areas would be useful

	
	Greater public transport network
	
	 

	
	Main issues 
	Poor road signpostings, accessibility almost exclusively by car or bus (organized groups by tour operators), going by bike is quite dangerous since some roads are narrow and cars are going fast
	 

	
	
	
	
	
	

	
	
	
	
	
	

	1.4
	Marketing 
	 
	 
	Action needed

	
	Description of visibility
	Sounio / Museum: 
Cap Sounio and the temple are mentioned on many tourism info sites, most reliable information is on this SITE

Lavrion and silver mines:
Lavrion is on the UNESCO tentative list since 2014 (LINK), if the application is successful this would be a big marketing push for the area and especially for the silver mines.
There is also a site about mining activities in Greece in general with a special case about the ancient mines in Lavrion: http://www.miningreece.com/mining-greece/mining-history/the-lavrion-project/

Museum of Brauron:
The website of the Ephorate of Antiquities of Eastern Attica is under construction.
More info about the site is needed on the this site: http://odysseus.culture.gr/h/1/eh151.jsp?obj_id=3359 

Reduced info is available also on the following sites http://www.gtp.gr/TDirectoryDetails.asp?ID=4292

http://www.greekmuseums.gr/en/thelist/thematical/102-Archaeological-Museum-of-Brauron.html


	On the internet the sites are very present and the information given is useful and reliable especially regarding the description of the sites.
Regarding accessibility information is missing. 


A leaflet with the promotion of the four main sites of Lavreotiki (Sounio, Lavrion, Thorikos and Brauron) would be useful - these booklets shall be distributed at the four sites and in accommodation facilities in the area. 

	
	Website/specific info available
	THE WEBSITE OF THE EPHORATE IS UNDER CONSTRUCTION. There exist, also, info-pages in the Ministry's  website, Odysseus (http://odysseus.culture.gr/h/3/gh351.jsp?obj_id=21005, http://odysseus.culture.gr/h/4/eh41.jsp?obj_id=3632,http://odysseus.culture.gr/h/3/eh351.jsp?obj_id=2390, http://odysseus.culture.gr/h/3/eh355.jsp?obj_id=2468)
	

	
	Tour operators 
	
	These tour operators shall be invited to our workshop/presentation about the development of Lavreotiki, they could also be invited to a potential FAM trip

	
	Budget
	The Ephorate manages a small scale budget to fund printed informative material (leaflets tourist guides etc).Large scale promotion (TV ads, conferences etc) is undertaken by the Ministry of Tourism.
	 

	
	Marketing / Budget
	Ministry of Culture is responsible for promoting the site. 

	 There should be a collaboration between the Ministry of Culture and the Ministry of Tourism which currently does not exist.

	
	Main issues
	One of the main issues is that tour operators bring their clients on a day trip to Cap Sounio only, and do not consider the other sites as relevant. 

The area of Lavreotiki is perfectly situated for visitors since the sites are only 1 hour distant from Athens. The sites though need to be better visible and marketed - to potential individual visitors but also to national and international tour operators. 

Systematisation, collaboration, funding of infrastructural (in terms of digitisation -new IT technologies) projects

	Production of a promotion leaflet
FAM trip with tour operators, agents and guides
More to come …






	2
	Present organisation on site
	

	
	
	
	

	2.1
	Stakeholder map
	 
	Action needed

	
	Main contacts to stakeholders
	Politecnic university for biking
Ministry of Transportation for train
Municipal authority of Lavreotiki
Regional authority of Attica
Ministry of Culture

Some contacts to local community and educational institutions
	 

	
	Agreements/accor-dings for collaboration
	Collaboration with the Athens International Airport "El. Venizelos" (WHAT KIND OF COLLAB? More Info!)

Operational plan of the municipality of Lavreotiki (includes specific actions for the promotion of tourism and a proposal for the development of a tourism public – private partnership)
Integrated spatial development plan for the region of Attica (includes a pole & actions for the development of tourism in the greater Lavreotiki area – still in progress)
Inter – municipal plan of the promotion of tourism in the greater area of East Attica (still in progress, includes a proposal of the development of a Public – Private Partnership) .
Public – Private Partnership model prospects’ evaluation:  It can be a viable model, but under its specialization as a ‘’tourism development partnership’’ with the participation of the municipality of the Lavreotiki, coterminous municipal authorities the regional authority of Attica, local hotels association Hoteliers, local chambers of enterprises and private investors.
Sources of financing: Region of Attica Regional Operational Plan and PPPs funds (EIB, JESSICA program)
	 

	
	Supportive regulatory context
	
Lavrion and silver mines:
UNESCO tentative list and master plan available

Provincial and specific site plans exist within: 
a) legislation context (ελλ.N.3028/2002, Π.Δ 125/Δ/1998, Π.Δ. 121/Δ/2003, Π.Δ.182-ΦΕΚ 80/Α/1974, Ρυθμιστικό Σχέδιο ΔΣΑ, ΦΕΚ 1070/Β/29-12-1995 etc.), 

b) already produced plans by the Ephorate regarding enhancement and interconnection of specific archaeological sites at a regional scale (Enhancement of the arch.site of Thorikos, Arch.Thematic Park of Lauvrion, Arch.Paths network at Souriza Valley), Modernization of the local Archaeological Museum of Lavrion.   

The central concept binding together the Ephorate's plans for the Lavreotiki sites (ready to apply plans) and Marathon (structured - under development) is the establishment of conceptual and spatial links between the sites within landscape and the Museums. One should keep in mind that the Museums in Greece differ from most of those in -eg- central Europe in that, they are always the "archives" of the archaeological records retrieved via excavation at sites in the neighbouring landscape. They are not merely "collections" or "thesauruses".

Brauron:
Proposal of the local Ephorate for the creation of a cultural network, that connects Brauron with other archaeological sites.


	 

	
	
	
	

	2.2
	Description of the site
	 
	Action needed

	
	Main attraction
	Sounio / Museum:
LINK to main info

Lavrion mines metallurgy workshops, classical farmsteads, sanctuaries, agoras and a theatre, cemeteries all part of the Classical demes' network. 
There are also prehistoric (EBA, Mycenean) sites including Tholos tombs and tumuli, early metallourgical sites etc.

Brauron:
The main cultural features of the site are the Sanctuary of Brauronia Artemis and the Archaeological Museum, where finds from the excavations at the sanctuary and the broader area are exhibited.

	 

	
	Related activities
	Sounio:


Lavrion:
- private geological museum with about 250 recognized minerals
- actually there are good paths / hiking trails throughout all the mining valley
- Lavrion museum
- an idea would be to visit a workshop of artisans and handicraft producers of silver and pottery
- hiking, cycling, climping, cave diving

Brauron:
· Organization of cultural events, also for groups of students
· No other related activities available at the moment – but there could be organized visits of agricultural productions (figs, olives, wine, fish, etc.)
· The local Ephorate of Antiquities organizes educational programmes at the archaeological site and the Museum.  The Ornithological Society organizes also educational activities at the wetland of Brauron. An annual event is taking place at the site in collaboration with the Municipality of Markopoulo, in the frame of the "August's Full Moon celebration" (annual events organized by the Ministry of Culture in several archaeological sites)




	General Event Calendar that is well promoted and disseminated. 

 Lavrion:
· Need to make contacts to handicraft/artisan workshops

Brauron:
· Need to make contacts to agricultural producers that are interested in offering visits/ tastings of productions of figs, olives/oil, wine, etc.

	
	Tour guides
	· Tours are offered by the Ephorate
· Brauron: The archaeologists of the site offer guided tours, after communication.
	 

	
	Visitor centre
	
· At the museum of Sounio
· At the archaeological museum of Lavrion
· Brauron: W.C., parking, lockers.  At the archaeological site, a path for the blind people has been constructed.  A Braille - code informative leaflet is also available.

	

	
	Proposals for new/additional activities
	Lavreotiki area:
- biking route as a long term goal, carthography prepared with Polytechnic university
- Academic seminars and workshops, 
- cycling
- sailing
- Cultural activities gained: The ability to experience the large scale of a historical landscape

Lavrion:
- TRAIN reactivation in the whole valley of the silver mines
- promotion of archaeological hiking tour through the silver mines, long valley with good hiking paths available
- handicraft / artisan workshops

Brauron:
WINE production, 2-3 wineries are already open to the public and visited,
- other agricultural products: Cheese, Fish, Figs (I see a big potential in wine and fig production as a combination with the site visits)
- handicraft / artisan workshop where artisans work with extracted silver/ore: interactive activity, maybe jewelry production/design, ceramics (pottery), 
- connection to silver mines and geological museum
- The site is next to the seaside areas of Porto Rafti and Artemida, where there are also important archaeological spots (Sanctuary of Tavropolos Artemis, mycenean cemetery at Perati). The visitor is able to combine pleasure  with cultural sightseeing, through the construction of an archaeological path network.
	
Common ticket for the museums and archaeological sites in the area?!


Brauron:
BUT there are no contacts to farmers or taverns so far - needs to be in the action plan
- no workshops of handicraft artisans are known so far - action plan



	
	Main services (amenities)
	Sounio:
· there is a privately managed café and souvenir shop (the place is EOD owned, the public entity cashes in the rent) - the Ephorate is not happy with the present situation (the museum shop is classy and nice, the souvenir shop is selling cheap souvenirs)
· the Ephorate would like to use the restaurant space as a welcoming room
· the Ephorate would also like the store to re-organise the selling strategy, objects, and how the products are presented
· Brauron: The site is close to a big hotel complex.
	Sounio:
· the restaurant space could be used for special events, e.g. artisan workshops
· meeting request of Ephorate, EOD, the caffè manager, Ministry of Culture

	
	Ancillary services
	
	 

	
	
	
	

	
	
	
	

	2.3
	Product features
	 
	

	
	Cultural tourism experience
	As mentioned on the internet websites above, high cultural tourism experience in the whole area, especially the sites of interest

Lavrion:
Lavrion mines metallurgy workshops, classical farmsteads, sanctuaries, agoras and a theatre, cemeteries all part of the Classical demes' network. There are also prehistoric (EBA, Mycenean) sites including Tholos tombs and tumuli, early metallourgical sites etc.

Brauron:
The Sanctuary of Brauronia Artemis and the Archaeological Museum.
	

	
	Seasonal factors
	Lavreotiki is an all-year destination  
	

	
	Product function
	Lavreotiki is a day-trip destination 

Such an orientation is very much suitable for the city of Lavrion. 65 km form Athens. 
There is a harbor which links the mainland to islands of the Aegean, there is a yachting marina in vicinity to the airport.  The "proastiakos" (suburban) rail is due to 'arrive' at Lavrion within the next few years. Accommodations are available. Although Lavrion currently serves as a day-trip destination, it is desirable to promote longer stays.  The Ephorate's strategic plan towards the unification of the archaeological - cultural landscape could set off a positive amplifying feedback loop.  

Brauron:
The site is situated only 35 km away from Athens.  It could be a day-trip or a weekend destination.  For now, mostly residents from the nearby areas choose to visit the site. In the frame of a private initiative called "The Roads of Wine", several programmes of "wine tourism" have been developed in Eastern Attica, which include walks at the countryside and visits and guided tours at the wineries of Brauron.    These programmes could be combined with parallel events at the archaeological site, aiming at the holistic development of the area.  Taking into consideration the short distance between the Athens International Airport and Brauron, we also propose the planning of visits to the archaeological site and the museum for the passengers who are waiting for a long time for their re-embarkation. Through this visit, the museum of the airport is connected to the Museum of Brauron.
	

	
	Lifecycle stage
	Brauron:
The site could be better advertised  through the social media and collaboration with local tourist offices.

	

	
	How can the cultural content be improved?
	Sites need to be linked to each other so that the whole area becomes an interesting destination, not only Sounio


The Ephorate has produced after many years of study, a plan for sustainable development based upon the concept of a "thematic cultural - historical - environmental" park.  This plan includes a methodology which makes feasible and sustainable the growth of the park, both in terms of spatial extent and as regards multiple layers of cultural and recreational activities. Implementation of this plan (ie funding) means the beginning of a long period of creative evolution for the sites involved, while they never cease to be functional.   

Educational projects could (and should) readily be accommodated and articulated: summer schools  for students and scholars can be organised in collaboration with the NTUA installations in the 19th century Lavrion industrial complex (now a "Technological and Cultural Park").  Archaeological fieldwork training schools and systematised activities within the "continuing education project" are feasible. 

All these should be institutionalised and funded.     

	




	
	
	
	

	
	
	
	

	2.4
	Sustainability
	 
	Action needed

	
	Economic
	Brauron:
Annual sponsorship from the Athens International Airport "El. Venizelos".
	 

	
	Environmental
	Sounio:
· surrounding hotels are not respecting that they are located in an archaeological site 
· the hotels are not allowed to extend their areas - the 5 start hotel has many bungalows which are illegal because they are situated outside the official hotel territory and are potentially destroying archaeological finds

Brauron:
· ecological issue: river runs through the site and floods it regularly, deregulation has been tried but it is hard to fight against the power of nature
	 

	
	Socio-cultural
	Brauron:
α) The impact from tourism in the area is positive on a case by case basis 
b) The local residents are participating in the cultural and tourist events.

	 

	
	Institutionalisation
	
	 

	
	Sector functioning
	
	 

	
	Preservation and protection
	
	 

	
	Suggestions for improving sustainability
	The implementation of the Ephorate's strategic plan is crucial in meeting the sustainability demands. 

The plan for the development of a multilayered cultural network integrating many regional sites, locations, activities triggers beneficial impact to the Lavrion community.  Local communities are keen in seeing aspects of this plan materialised and eager in participating both in terms of economic growth (jobs and professions). 

The plan itself is orientated towards a sustainable management of the landscape, its natural elements and those of the anthropogenic ones that do not contradict sustainability (e.g illegal building).  

Public sector should be leading this project and trying to employ directly scientific and operating personnel. Private sector can deploy investments in aspects of the economic life which emerge once the infrastructural and operational basis have been implemented by the public sector. 

Brauron:
We propose the promotion of programmes in collaboration with public and private stakeholders, such as: 
1. Connection with the Athens International Airport.  2. Alternative tourism programmes, combining the visit at the archaeological site with the protection of the wetland of Brauron and the promotion of local agricultural products.  
3. Planning sports events, with the archaeological site as starting point (cycling, cross-country race etc)


	 

	
	


	
	

	
	
	
	

	2.5
	Management of activities
	 
	Action needed

	
	How is/shall the activity be managed? 
	Should be public
	Action needed: Infrastructure and flexibility in inter-institutional cooperation (Ministry of Culture, Ministry of Tourism, Ministry of Environment, Local authorities) under strict institutional framework to avoid negative repercussions to the protection of the antiquities.

	
	Contacts to potential managing authorities and/or managers:
	 
	 

	
	Permissions/licenses needed to run the activity/activities
	Permission by the Archeological Service.
Permission by the Archaeological Service.
	 

	
	
	
	

	
	
	
	

	2.6
	Human resources
	 
	Action needed

	
	Public sector
	There is urgent need to overcome the impediments posed by the 'crisis policies' to the public sector in employing individuals.  
It is important to be able to select and employ specialists and non-specialists among the local community.

Sufficient staffing is required (scientific and technical staff, security guards etc).
	 

	
	Private sector
	Private sector could be involved in aspects of the economic life which emerge or are enhanced by the implementation of the strategic plan (short transport, accommodation, outdoors activities managers, accommodation, food etc).

Once operational personnel is selected as suggested above (among people who consider the sites their own patrimony and have been keen in protecting them) functionality and sustainment of the cultural site-network should be effective.  

	 

	
	Training needed
	Training is needed in IT technologies and in 'first-sight' management practices. Operational routines and 'best practices' training is considered an integrated functional part of the project.

Training is required, according to the greek institutional and academic framework.
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	1
	
Baseline study
	

	
	
	
	
	
	

	1.1
	Tourism supply
	Status 2016
	Potential 2020
	
	

	
	Number of accommodation facilities
	Pella: 75
Aigais: -
Philippi: 273
Amphipolis: 39
	 N/A
	
	

	
	Number of beds
	Pella: 1.122
Aigais: -
Philippi: 4.321
Amphipolis: 436
	 N/A
	
	

	
	Opening (seasonal / all-year)
	All year
	 
	
	

	
	Tourist information offices
	Pella: 
Pella, Municipality of Edessa, Municipality of Giannitsa
Aigais: -
Philippi: Philippi, Municipality of Kavala, Municipality of Philippi
Amphipolis: Municipality of Serres, Amphipolis
 
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	1.2
	Tourism demand
	Status 2015/2016
	 
	Potential 2020
	 

	
	
	International
	Domestic
	International
	Domestic

	
	Number of arrivals
	Pella: 50.000 visitors at the museum; 
Pella prefectural area: 67.380
Greater area: 2.730.000
Aigais: 200.000 visitors at the museum
Philippi: 50.000 visitors at the museum; 
Kavala prefectural area: 248.750
Greater area: 2.730.000
Amphipolis:
Serres prefectural area: 88.320
Greater area:  2. 580.000
	 
	N/A
	 

	
	Number of overnight stays
	Pella prefectural area: 133.720
Greater area: 8.932.000
Aigai: -
Kavala prefectural area: 248.750
Greater area: 8.932.000
Serres prefectural area: 175.420
Greater area:  8.453.000
	 N/A
	N/A
	 N/A

	
	
	
	
	
	

	
	
	
	
	
	

	1.3
	Infrastructure
	 
	 
	Action needed

	
	Accessibility
	Good international connection by air, local movements mainly by car or group bus
	 

	
	By air/airports nearby
	Thessaloniki, Kavala
	 

	
	By boat/ports nearby
	Thessaloniki, Kavala
	 

	
	By public transport
	Poor public transportation network that hardly connects the sites
	 

	
	Car/Individual
	Very good road connection to all the sites
	

	
	Greater public transport network
	
	 

	
	Main issues 
	- Poor traffic signs along the roads,
- only along Via Egnatia on the highway there are main signs for the sites
- very poor public transportation system
	- road signage
- organisation of a public transport system with Thessaloniki as the hub

Pella: 
- main issue: transportation and signs
- communication with Thessaloniki and Vergina = public transportation missing
- visitors can only arrive with private car, hardly any signs on the streets
- modern Via Egnatia is a problem for the whole area in terms of signs and informing what kind of sites are around
- tourist busses from TO of Thessaloniki stop at the archaeological site - then the people have to take a long walk to come up to the museum
- in the village of Pella there are no nice places such as cafés or restaurants

	
	
	
	
	
	

	
	
	









	
	
	

	1.4
	Marketing 
	 
	 
	Action needed

	
	Description of visibility
	

	The region needs a general marketing plan in order to promote not single sites but the whole area. Visitors should be aware that the area offers different activities (cultural/archaeological, religious, culinary, nature) apart from sun & beach tourism. Today this potential is not visible to the visitor. 

	
	Website/specific info available
	Pella: 
There is a site dedicated to the Ephorate and the Museum (pella-museum.gr) with information about the site and the museum. The access is direct (no redirections from other sites)

Amphipolis:
Online information about the cultural heritage and the archaeoligical sites of Amfipolis is provided on the formal website of the Ministry of Culture (http://www.yppo.gr/1/g1540.jsp?obj_id=98204) and the portal ODYSSEUS (http://odysseus.culture.gr/index_en.html). The provided information is updated accordingly by the Ephorate of Antiquities in Serres, in collaboration with the competent central Directorates of the Ministry of Culture and Sports.

	- inclusion of the sites and specific description into the Regional Geoportal

	
	Tour operators 
	
	- organise FAM trip for tour operators
- organise information events with presentations of the various top destinations (main attractions) and adjacent activities (culinary, hiking, religious, etc.)


	
	Budget
	Pella: 
There is no specific budget allocated to marketing. A marketing plan for the site could be incorporated in a budget that would include the Hot Springs at Pozar, skiing at Mt. Voras-Kaimaktsalan, Edessa waterfalls inside the Perfecture of Pella or the connection with other destinations, such as Thessaloniki, Aigai etc.

Amphipolis:
There is no budget that covers exclusively the marketing of the cultural destination. There are however projects which include the promotion of the archaeological sites. Within this frame, the following proposals are so far employed or have been submitted in order to include works of protection, enhancement and promotion of the cultural heritage of Amfipolis in co-funded programs: a) "Enhancement of the archaeological sites of Amphipolis", Bilateral cooperation program "Interreg Greece-Bulgaria" with an estimated 300.000,00€ budget, b) "Protection, Conservation and Enhancement of the burial monument at Kasta mound", Partnership Agreement 2014-2020, with an estimated 1.500.000,00€ budget and c)"Protection, Conservation and Enhancement of Aggistas and Amphipolis Macedonian Tombs", Partnership Agreement 2014-2020 with an estimated 400.000,00€ budget

	 

	
	Marketing / Budget
	Pella: The Greek Ministry of Culture and Sports and specifically the Ephorate of Pella is responsible for the site and any promotion should include consultation with these institutions.

Amphipolis:
The competent authority in general for the protection and management of the site of Amphipolis is the Ephorate of Antiquities of Serres of the Hellenic Ministry of Culture. Its work is supported by the central directorates of the Ministry according the topic and the project.
	 

	
	Main issues
	Pella: The main purpose of a marketing plan should be to engage a wider and more varied audience (in terms of their interests), that is to expand the relevancy of the site and the museum and get them incorporated in touristic routes that are not confined to visiting antiquities. The visiting experience in Pella should be focused in the myth of Alexander the Great, the central figure of the place.
	 










	2
	Present organisation on site
	

	
	
	
	

	2.1
	Stakeholder map
	 
	Action needed

	
	Main contacts to stakeholders
	Ephorate of Pella
16 Aristotelous St.
58200 Edessa,
pella-museum.gr,
tel.:+302381024356                    fax:+302381025387
The Ephorate of Pella, namely the Archaeological Service, is totally responsible for the site concerning its protection, any possible arising problems and generally its management.                    A newly established stakeholder is the Friends Association of Museum of Pella, which is going to support the various activities, programmes and events that take place at the museum.  Other steakholders are the Municipality of Pella and the  Region of Central Macedonia.

Amphipolis:
 Apart from the website of the Ministry of Culture and Sports and the cultural portal ODYSSEUS, visitors may request and receive information on the site by the services of the Ephorate (14th Ethnikis Antistasis St., 62122, Serres. E-mail: efaser@culture.gr. Tel. 0030 2321021064. Amphipolis Museum Tel. 0030 2322012474)

	 

	
	Agreements/accor-dings for collaboration
	Pella:
The Ephorate of Pella has already submitted a project application for inclusion to the next Partnership Agreement for the Development Framework 2014-2020. The project concerns the enhancement and promotion of the Palace of Pella and its integration with the part of the archaeological site that is open to the public.

Amphipolis:
There are ongoing consultations and preparatory actions for the drafting and implementation of programmatic contracts, memoranda of understanding and transnational projects, as well as for the submission of proposals within the frame of the Partnership Agreement 2014-2020.
	 

	
	Supportive regulatory context
	Pella:
A management plan for the whole site is in preparation by our Ephorate.

Amphipolis:
There is a Spatial Urban Organization plan in effect regarding the municipality of Amphipolis.
	 

	
	
	
	

	2.2
	Description of the site
	 
	Action needed

	
	Main attraction
	Pella:
Pella was the capital of the Macedonian Kingdom from the end of the 5th century onwards, the birthplace of Alexander the Great and the starting point of his campaign. Large parts of the ancient city are preserved, including the Agora, luxurious houses, shrines, public baths and ceramic workshops. The Museum houses important artefacts illuminating various aspects of the life of the ancient communities that lived at Pella and in the surrounding area. A multi-chambered rock-cut tomb nearby the modern village is also open to the public offering the visitors a view of the ancient cemetery as well.

Amphipolis:
Archaeological museum of Amphipolis. Archaeological sites and monuments of Amphipolis.
	 

	
	Related activities
	Pella: 
Schools can participate in regular educational programmes that have been designed for kids between the ages of 4-12. Occasionally the museum organises tour guides and special programmes for adults.
- many school kids and groups, early awareness raising for the importance of archaeological


Amphipolis:
There are other forms of tourism which are active in the area such as agritourism, road tourism, mountaneering tourism (mountain Paggaio, traditional settlements such as Iliokomi, Proti, Rodolivos). The area is also favorable for summer vacations (thermal springs of Agistri) and gastronomic tourism (local production of wines, oil, and traditional dishes in the area of Kerkini). Cultural (Amphipolis festival, exhibitions and happenings in the museum and the archaeological sites) as well as religious tourism (byzantine monuments, monasteries) are also very popular.

	Pella:
- regarding event calender: - many little events and activities (over-night stays for kids, student groups, lectures, conventions, ...) - there is NO calender communicating these events in advance,
 

	
	Tour guides
	Pella:
There are no tour guides stationed at the site, reflecting the common practice in Greek archaeological sites.

Amphipolis:
Following a prior contact with the Ephorate of Antiquities of Serres a guided tour can be arranged, provided by tourist guides from the area.
	 

	
	Visitor centre
	Pella:
There are parking places, toilets, lockers, a museum shop and installations with information in many languages both in the museum and at the archaeological site.

Amphipolis:
There is an organized parking lot near the site where the festival of Amphipolis is taking place. There are also many accomodation facilities in Amphipolis area (rooms to rent, hotels), mainly near the coastal area.
	

	
	Proposals for new/additional activities
	Pella:
Apart from the archaeological site and the Museum of Pella there is no other site or any activity placed in the immediate surrounding area of Pella that could potentially attract visitors. However, there are other foci of interest in the wider area (the prefecture of Pella), such as the spa resort at Pozar, the waterfalls of Edessa, the ski resort at Kaimaktsalan and the wine roads of Northern Greece  that could be connected with Pella and provide an impetus for a visit to the site and the museum. An electric vehicle which is planned to connect the various points of interest will also provide a unique sightseeing experience.



Amphipolis:
1. To enrich the events of the festival in order to attract more people. 2. To organize periodic exhibitions at the Amphipolis Museum. 3. To implement educational programs. 4. To organize thematic guided tours.
	Pella: 
Extension of the visit to Pella with the connection to other activities to be developed such as:
- Spa resort at Pozar
- Waterfalls of Edessa
- Ski resort at Kaimaktsalan
- Wine roads of Northern Greece (MORE INFO)
- Miesa and Vergina
- Pella collaboration with University of Venice, hike the ancient Via Egnatia
- production of a map showing the ancient Via Egnatia (could be done in collaboration with Egnatia A.E.)
- electric mini-bus bringing visitors from the site to the museum to the palace
- bus costs 10.500€, could be managed with a PPP (ministry buys the infrastructure/bus, private company employs a driver), what is the cost for the driver?, as a short term goal we could start with a pilot project of installing one bus in the high season (May - September?), the cost could be included into the ticket price
- long-term goal: Pella to be transformed in an archaeological park = many different attraction points, site interpretation and communication for all the activities in the different sites of Pella.

	
	Main services (amenities)
	Pella:
There are bars and restaurants in the village of Pella, that can serve circa 200 visitors. In the museum lobby there is a Museum café, which can serve up to 60 visitors. Souvenirs are available in the museum shop of the archaeological site. 

Amphipolis:
Most of the touristic services (shops, restaurants, hotels) are located in the coastal area of the county.
	 

	
	Ancillary services
	
Amphipolis:
There is an improved road network, which connects Amphipolis with the main cities of central and eastern Macedonia (Thessaloniki, Kavala, Serres, Drama etc) via Egnatia National Road. There are also branches of the road network which lead to the borders with Bulgaria.
	 

	
	
	
	

	
	







	
	

	2.3
	Product features
	 
	

	
	Cultural tourism experience
	Pella:
The site is of paramount cultural value, because it is the capital of the kingdom of Alexander the Great. The main touristic attraction includes a visit to the remains of the centre of the city, to a collection of the most important finds at the museum and to a multi-chambered tomb, situated nearby the modern village of Pella. There are no additional activities at the site (apart from the educational programs for schools), but in the surrounding area possible destinations include the Hot Springs at Pozar(spa tourism), the ski resort at the Mt.Voras-Kaimaktsalan (athletic tourism) and the Mausoleum of Gazi Evrenos (religious tourism)

Amphipolis:
The most favourable destinations are Amphipolis, Paggaio Mountain, the Monastery of Eikosifinitsa, the canyon of Aggitis, the Alistratis Cave, the Macedonian tombs of Aggistas and ancient Kerdyllio. Visitors may take up activities such as hiking, sightseeing and mountain climbing.
	

	
	Seasonal factors
	Pella is an all-year destination  

Amphipolis:
The wider area of Amphipolis attracts tourists throughout the whole year since it offers destinations of cultural and natural interest. During the summer there is an increased number of visitors who usually stay in the coastal area of the county.
	

	
	Product function
	Pella is a day trip destination, attracting visitors from Thessaloniki and abroad. Due to its proximity to Thessaloniki and to Pozar, it serves mainly as a stopover rather than as a final destination. Local distinctive products that include wine from Pella-Giannitsa region, cherries from Edessa and peppers from Almopia are available in the wider area and could be made available at local stores.  

Amphipolis:
The area of Amphipolis is a touristic destination for many visitors, either it is their final destination or an intermediate stop, especially for those who reside in neighboring counties and regions. For the people of Macedonia in particular it is a favorable choice for a weekend or a short term vacation, which can be combined with other nearby destionations with touristic interest. Amphipolis area may also be of interest to those visitors who like to taste local products and dishes.
	

	
	Lifecycle stage
	Pella:
is room for growing, both in terms of the enhancement of the site (including the extension of the visiting part of the site by integrating the sector of the Palace) and in terms of the available cultural value, which can support the promotion of the site to an international audience.

Amphipolis:
The cultural properties of the Amphipolis area are already known to the public. At the same time more efforts are made for a wider promotion of the sites via the implementation of programs for the enhancement of the monuments. It is also under discussion to nominate Amphipolis for inclusion in the World Heritage List of UNESCO.
	

	
	How can the cultural content be improved?
	Pella:
A better access to the site is essential and needs to be provided by the public transport service. A better connection and a more targeted road sign system aiming to connect the site with main roads, such as the National road and the Via Egnatia, is necessary.           
Advertising is considered of major importance (online, airline brochures, TV spots etc.)                
Integration of Pella with other important sites in central Macedonia (Aigai, Dion, Thessaloniki) into a network of sites with complementary history. The  connection between the various points of interest at Pella, namely the visiting part of the ancient city, the Museum, the Palace and the multi-chambered tomb can be made via an electric minibus.

Amphipolis:
1. To include Amphipolis into a wider network of archaeological sites or places of cultural and touristic interest. 2. To create an archaeological and natural park in the area of Strymonas river. 3. To improve the existing visitors' paths 4. To use a small boat for a short cruise in the sea area of the county, with stops at the Lion Monument, the ancient wooden bridge and at the byzantine tower of Chandaka.
	

	
	
	
	

	
	
	
	

	2.4
	Sustainability
	 
	Action needed

	
	Economic
	Pella:
For the moment there is a limited existing local investment or tourism business.

Amphipolis:
Investments in the agricultural sector, in the processing industry, in the wine and oil industry etc. could contribute to the sustainability of the region. In the touristic sector there are adequate infrastructures which are constantly renewed and updated.
	 - linking culinary with tourism - especially wine and oil producers, agricultural sector
- Agrotourism concept from Italy

	
	Environmental
	Pella:
a)There are some small businesses that apply organic farming practices but organic farms could increase in number.  
b)The museum should incorporate energy saving practices into its daily operation because there is a great consumption of energy for the moment.
c) In the concept of the green museum, an electric vehicle could be used for the transportation of the visitors from the archaeological site to the museum and backwards.   

Amphipolis:
Collaboration among the competent bodies for the harmonizations of the natural and the cultural environment. Ecological suggestions are also welcomed especially when it comes to organizing activities and building construction for serving the visitors. A characteristic case which should be further studied is the use of a small boat, which via the Strymonas river, could provide a beautiful sailing and at the same time a tour at some monuments on the way (see above)
	 - boat tour along Strymonas river?

	
	Socio-cultural
	Pella:
There is a minimal economic impact on the local community, apart from the people that actually work on site, because tourists do not spend time in the area for activities other than visiting the antiquities.  Local people participate as visitors in certain events, such as feasts, lectures etc. that take place at the museum. Local schools participate in the museum educational programmes.  

Amphipolis:
The impacts from the tourism are so far positive for the local communities.
	 

	
	Institutionalisation
	Pella:
A management plan is in preparation, with a specific view to the sustainable management, development and promotion of the site. Furthermore, the topic is included in meetings with local authorities.

Amphipolis:
Sustainability should be a precondition for the implementation of studies and projects which are related to cultural heritage.
	 

	
	Sector functioning
	Pella:
Non existing investments for the moment.

Amphipolis:
There should be presentations and seminars on the field of sustainability, in which free participation for all professionals of all ages is provided.
	 

	
	Preservation and protection
	Amphipolis:

	 

	
	Suggestions for improving sustainability
	Pella:
Waste management recycling, subsidies for organic agriculture systems, turning to renewable energy sources

Amphipolis:

	 

	
	
	
	

	
	
	
	

	2.5
	Management of activities
	 
	Action needed

	
	How is/shall the activity be managed? 
	Pella:
The activities concerning protection and enhancement of the antiquities will be managed by the Greek Ministry of Culture and Sports and specifically by the Ephorate of Pella. Additionally, certain activities can be run by private businesses in consultation with us, for example the electric vehicle and a store providing the visitors with local products and information about the region of Pella.

Amphipolis:
In combination and in collaboration of the competent authorities, either public or private.

Overall action - GEOPORTAL:
- - Egnatia is already in contact with the Regions (west, central, east Macedon) and local authorities to include more information about the sites at this website - promotion of other sites is definitely possible
- www.geoportal.egnatia.gr
- ESRI software
- what to include in the geoportal: main sites, accommodation facilities, public transportation services,
- use this portal in order to avoid duplication of portals

Egnatia A.E. : 
- mid-long-term goal: ECO-museum: design of such a museum is ready, also estimation for construction, no exact location fixed yet, planned are 7 museums in total, preferably next to rest-stations, looking for funding,

	Geoportal: 
- information to all relevant stakeholders that plans for a GEoportal exist - Egnatia A.E. is ready to launch the Geoportal and is open to incorporate more information about the area
- public stakeholders need to have a consent about that only one Geoportal is to be developed - in this way we can avoid duplication of work and funds
- 

	
	Contacts to potential managing authorities and/or managers:
	 
	 

	
	Permissions/licenses needed to run the activity/activities
	Pella:
a) Environmental permissions
b) Permissions from the Greek Ministry of Culture and Sports
c) Permissions from the local authorities


Amphipolis:
According to the project or the activity proposed, there must be the appropriate licences granted by the central Services of the Ministry of Culture or any other co-competent body.
	 

	
	
	
	

	
	
	
	

	2.6
	Human resources
	 
	Action needed

	
	Public sector
	Pella:
Probably an archaeologist and additionally an engineer  to oversee the whole plan of the activities. Additionally a new job position should be created, namely a driver for the electric vehicle in case it will be run by the public sector.

Amphipolis:
The need on human resources depends on each project. For example tour guides are needed for the tours inside the archaeological sites and museums, museologists and educators for the educational programs etc.
	 

	
	Private sector
	Pella:
Workers, engineers, cleaners, service staff, project managers, agronomists, advertiser and a driver for the electric vehicle in case it will be run by the private sector.

Amphipolis:
It is important that a wide range of professionals and specialists are required according to the needs and requirements of each project. Also, professionals who are active in the touristic sector.
	 

	
	Training needed
	Pella:
Seminars for organic farming methods, for recycling methods, for the provision of services, seminars for guides (fam trips)

Amphipolis:
Seminars and workshops in order for the people who are going to implement the projects to be fully informed.
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STRENGHTS
Well known destination among local
Beautiful park and vast recreation area
Vicinity to Athens and surroundings, many family day trippers
High interest in site development of locals
Big potential for being used as a historical and cultural  attraction, education in agriculture, etc.


WEAKNESSES
primary visitor facilities such as toilets, cafè, visitor centre, public transport etc. not available
poor site interpretation
no parking space control 
not sustainable in any matter
low interest for site development, investment and collaboration by public sector


OPPORTUNITIES
Private investor and business development interest for PPP
Ministries and key stakeholders agree on a Tatoi development committee
Proposed action plan accepted by all parties



THREATS
MoU not signed among key stakeholders
No further investment in the remaining buildings contributes to continuous decay
Lack of primary facilities leads to resentment among local users and less respect for the area









STRENGHTS
Vicinity to Athens, urban hub for locals and tourists
Accessible by public transport (bus to Sounio)
year-round destination also for day trippers
Cap Sounio is the main attraction point
Good collaboration among public stakeholders and well elaborated management plans
Lavrion is on the UNESCO tentative list (good vision for the future)


WEAKNESSES
Other destinations than Cap Sounio are hardly known nor promoted
poor collaboration of sites with tour operators
hardly any other tourism product than culture/archaeology offered
poor road signage for various sites



OPPORTUNITIES
collaboration with local businesses in the agricultural and handicraft sector - creation of new attractions and combinations with archaeological tourism
Lavrion becomes a UNESCO world heritage site
Port of Lavrion becomes more attractive
Transportation infrastructure gets financed and implemented
Opening of thematic cultural-historic-environmental park


THREATS
strong competition with other destinations around Athens, especially islands
poor interest of public sector in creating new tourism activities
continuous economic crisis hampers investment
tour operators keep on promoting Cap Sounio only, do not show interest in other destinations
 








STRENGHTS
Well known tourism brands are situated in Macedonia (Alexander the Great, St. Paul, Aristotle, Mount Olymp) 
Increasing tourist numbers (especially for beach destinations)
Thessaloniki works as a viable hub for tourists
Dense network of museums and sites


WEAKNESSES
Low collaboration among museums and sites
Poor public transport to attractions available
Poor road signage for individual travellers
Currently the area is mainly visited in high season


OPPORTUNITIES
More attractions in Macedonia become UNESCO world heritage sites
Extension of season with additional tourism products (culinary, religious, hiking, diving, etc.)
Good collaboration among the regional authorities and key stakeholders



THREATS
Continuing low collaboration among key stakeholders, museums and sites
Available funds are not used for necessary interventions regarding transport infrastructure and marketing
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