
1 
 

BASELINE AND MARKET FEASIBILITY STUDY FOR 
SUSTAINABLE MOUNTAIN TOURISM 

 

This document has been prepared by the Georgian Ecotourism 

Association and DEPA consulting for the GRETA project (Co-funded by 

the EU and the two EU member states Sweden and Austria)  

This study has been prepared with the assistance of the European Union, The 
Sweden, and the Austrian Development Cooperation. Its contents are the sole 
responsibility of the authors and do not necessarily reflect the views of the 
European Union, the Sweden and the Austrian Development Cooperation. 
 
 

 

 

 

 

 

 

 

 

 

 

 

         

 

           

 

 

 

 

 

 

 

  



 

2 
 

Table of Contents 
1. Introduction ..................................................................................................................................... 8 

2. Objectives ........................................................................................................................................ 9 

2.1. Overall project objectives ............................................................................................................ 9 

2.2. Objective of the Assignment ..................................................................................................... 10 

3. Methodology ................................................................................................................................. 10 

3.1. Methodology for assessing tourism value chains and cluster approach .................................. 10 

3.2. Data Collection Methodology ................................................................................................... 11 

4. The context: Mountain Tourism Development in Georgia ........................................................... 15 

4.1. General Information .................................................................................................................. 15 

4.2. Regulatory and policy framework ............................................................................................. 18 

4.3. Tourism management structure on central and local levels ..................................................... 30 

4.4. Projects and Programs .............................................................................................................. 34 

5. Stakeholder Analysis ..................................................................................................................... 41 

6. Assessment of Tourism Value Chain per municipality .................................................................. 51 

7. Assessment of Natural and Cultural Monuments ....................................................................... 112 

7.1. Sachkhere Municipality ........................................................................................................... 113 

7.2. Chiatura Municipality .............................................................................................................. 117 

7.3. Tkibuli municipality ................................................................................................................... 94 

7.4. Ambrolauri municipality ............................................................................................................ 97 

7.5. Oni municipality ...................................................................................................................... 101 

7.6. Tsageri Municipality ................................................................................................................ 104 

7.7. Lentekhi Municipality .............................................................................................................. 101 

7.8. Mestia Municipality ................................................................................................................. 103 

7.9. Intangible Culture .................................................................................................................... 111 

8. Assessment of tourism service providers .................................................................................... 114 

8.1. Upper Imereti Region .............................................................................................................. 114 

8.2. Racha-Lechkhumi-Lower Svaneti Region ................................................................................ 117 

8.3. Upper Svaneti Region .............................................................................................................. 120 

9. Tourism Market Analysis ............................................................................................................. 122 

9.1. Trends in Tourism .................................................................................................................... 122 

9.2. Global Tourism Market Analysis .............................................................................................. 122 

9.3. Local tourism trends ................................................................................................................ 126 

9.4. audiences and potential markets ............................................................................................ 130 



 

3 
 

9.5. Summary of Tourism Market Analysis .................................................................................... 134 

10. Quantitative study ................................................................................................................... 134 

11. Potential Tourism Clusters - Strategic Models of Development ............................................. 145 

11.1. Imeretian Adventures.......................................................................................................... 146 

11.2. Racha or Racha- Lechkhumi ................................................................................................ 153 

11.3. Svan Heritage – Cluster of Svaneti ...................................................................................... 156 

Bibliography ......................................................................................................................................... 168 

 

Table 1-FGD table .................................................................................................................................. 14 

Table 2-Table of Tourism indicators based on National Strategy ......................................................... 18 

Table 3-Current and implemented projects in target regions .............................................................. 34 

Table 4-Stakeholder list (table 04) ........................................................................................................ 43 

Table 5-Assessment of Mestia Tourism Value Chain ............................................................................ 52 

Table 6-SWOT Analysis of Mestia Municipality ..................................................................................... 56 

Table 7-Assessment of Ambrolauri Tourism Value Chain ..................................................................... 61 

Table 8-SWOT Analysis of Ambrolauri Municipality.............................................................................. 64 

Table 9-Assessment of Tourism Value Chain in Lentekhi Municipality ................................................. 68 

Table 10-SWOT Analysis of Lentekhi Municipality ................................................................................ 71 

Table 11- Assessment of Chiatura Municipality Tourism Value Chain .................................................. 75 

Table 12-SWOT Analysis of Chiatura Municipality ................................................................................ 78 

Table 13-Assessment of Oni Municipality Tourism Value Chain ........................................................... 82 

Table 14-SWOT Analysis of Oni Municipality ........................................................................................ 85 

Table 15-Assessment of Tourism Value chain in Tsageri Municipality ................................................. 89 

Table 16-SWOT Analysis of Tsageri Municipality .................................................................................. 92 

Table 17-Assessment of Sachkhere Tourism Value chain ..................................................................... 97 

Table 18-Assessment of Sachkhere Municipality SWOT Analysis ....................................................... 100 

Table 19-Assessment of Tkibuli Municipality Tourism Value Chain .................................................... 104 

Table 20- SWOT Analysis of Tkibuli Municipality ................................................................................ 108 

Table 21-Number and Category of Natural Monuments .................................................................... 113 

Table 22-Number and categories of cultural monuments .................................................................. 114 

Table 23-Number and categories of Natural sites .............................................................................. 118 

Table 24-Number and categories of cultural sites .............................................................................. 119 

Table 25-Number and categories of Natural Monuments .................................................................... 94 

Table 26- Number and categories of Cultural Monuments .................................................................. 95 

Table 27-Tkibuli Natural sites ................................................................................................................ 98 

Table 28-Number and categories Tkibuli Cultural Sites ........................................................................ 99 

Table 29-Number and categories of Oni Municipalities ..................................................................... 101 

Table 30-Number and Categories of Cultural Resources at Oni Municipality .................................... 102 

Table 31-Number and categories of Tsageri Natural sites .................................................................. 104 

Table 32-Number and categories of Cultural sites at Tsageri Municipality ........................................ 106 

Table 33-Number and categories of Natural sites in Lentekhi Municipality ....................................... 102 

Table 34-Number and categories of natural monuments in Mestia Municipality .............................. 104 



 

4 
 

Table 35-Number and categories of cultural sites in Mestia Municipality ......................................... 105 

Table 36-Intangible Cultural Heritage of target regions ..................................................................... 111 

Table 37-Cultural heritage monuments of target regions .................................................................. 113 

Table 38-Number and categories of tourism facilities during the research stages ............................ 114 

Table 39-Number and categories of tourism facilities during the research stages ............................ 117 

Table 40-Number and categories of tourism facilities during the research stages ............................ 120 

Table 41-Product offering to appropriate segments and markets ..................................................... 130 

Table 42-Product offering to appropriate segments and markets ..................................................... 131 

Table 43-Product offering to appropriate segments and markets ..................................................... 133 

Table 44-Objective Indicators ............................................................................................................. 151 

Table 45-Objective Indicators ............................................................................................................. 159 

Table 46-GSTC Accommodation Criteria ............................................................................................. 163 

 

Picture 1-Tourism leakage. Source: www.beachometer.com............................................................... 16 

Picture 2-Country review based on TTCI –Georgia ............................................................................... 17 

Picture 3-Map 01. Natural and Cultural Resources of Mestia Municipality .......................................... 51 

Picture 4-Map 02. Natural and Cultural Resources of Ambrolauri Municipality .................................. 60 

Picture 5-Map 03. Natural and Cultural Resources of Lentekhi Municipality ....................................... 68 

Picture 6-Map 04. Natural and Cultural Resources of Chiatura Municipality ....................................... 75 

Picture 7-Map 05. Natural and Cultural Resources of Oni Municipality ............................................... 82 

Picture 8-Map 06. Natural and Cultural resources of Tsageri Municipality .......................................... 89 

Picture 9-Map 07. Natural and Cultural Resources of Sackhere Municipality ...................................... 97 

Picture 10-Map 08. Natural and Cultural Resources of Tkibuli Municipality ...................................... 104 

Picture 11-Goradziri Hill ...................................................................................................................... 114 

Picture 12-Modinakhe Fortress ........................................................................................................... 115 

Picture 13-Akaki Tsereteli House-Museum ......................................................................................... 115 

Picture 14-Some cultural monuments of Sachkhere .......................................................................... 116 

Picture 15-Resort Kvereti .................................................................................................................... 117 

Picture 16-Katskhi Monastery ............................................................................................................. 120 

Picture 17-Some Cultural Monuments of Chiatura ............................................................................. 121 

Picture 18-Some Nnatural Monuments of Chiatura ........................................................................... 122 

Picture 19-Tkibuli Tourism Resources ................................................................................................... 96 

Picture 20-South Slope of Racha Ridge ................................................................................................. 97 

Picture 21-Shaori Reservoir and Racha Caucasus ................................................................................. 98 

Picture 22-Damaged tourist landmark near the Sakinule cave ........................................................... 100 

Picture 23-Some Natural attractions of Ambrolauri Municipality ........................................................ 94 

Picture 24-Cultural attractions of Ambrolauri Municipality .................................................................. 95 

Picture 25-Oni Synagogue ................................................................................................................... 103 

Picture 26-Resort Shovi ....................................................................................................................... 103 

Picture 27-Information board of tourist routes .................................................................................. 103 

Picture 28-Sairme pillars ..................................................................................................................... 105 

Picture 29-Muri fortress ...................................................................................................................... 106 

Picture 30-Some Natural sites of Tsageri Municipality ....................................................................... 101 

 Picture 31-Conifer Forest ................................................................................................................... 101 



 

5 
 

Picture 32-Painting of the Archangel .................................................................................................. 102 

Picture 33-St. George’s Temple (Jgragi) .............................................................................................. 102 

Picture 34-Resort Muashi. Privately owned areas .............................................................................. 103 

Picture 35-Sign of one of the tourist routes ........................................................................................ 106 

Picture 36-Attractions of Mestia Municipality .................................................................................... 111 

Picture 37-Source: WTO ...................................................................................................................... 122 

Picture 38-Invest over time ................................................................................................................. 124 

Picture 39-Invest over time ................................................................................................................. 125 

Picture 40-Invest over time ................................................................................................................. 125 

Picture 41-Maps 10, 11. Potential tourism cluster at Racha-Lechkhumi Region ................................ 153 

Picture 42-Maps 12, 13. Potential tourism clusters at Svaneti and Lechkhumi Regions .................... 157 

Picture 43-Maps 14, 15. Potential Ecovillages .................................................................................... 160 

 

Figure 1-Tourism management system of Georgia (current stage) ...................................................... 31 

Figure 2-DMO Structure ........................................................................................................................ 33 

Figure 3-Assessment of tourism service quality by the regions ............................................................ 48 

Figure 4-Diversification of tourism products identified by tour operators by region ........................... 48 

Figure 5-Tourism product used by tour operators by the Regions ....................................................... 49 

Figure 6-Assessment of safety components at food facilities, result of calculating scores and matching 

each criterion to the maximum score ................................................................................................. 115 

Figure 7-Existence of craft studios ...................................................................................................... 116 

Figure 8-Assessment of crafts studios, calculating scores and matching each criterion to the 

maximum score ................................................................................................................................... 117 

Figure 9-Assessment of safety components at hotels, result of calculating scores and matching each 

criterion to the maximum score .......................................................................................................... 118 

Figure 10-Assessment of services at agritourism and agri farms, calculating the scores obtained and 

comparing each criterion to the maximum score ............................................................................... 119 

Figure 11-Assessment of safety components at food facilities, result of calculating scores and 

matching each criterion to the maximum score ................................................................................. 120 

Figure 12-International visitor trips by years (204-2018) ................................................................... 127 

Figure 13-Package tours by the regions .............................................................................................. 129 

Figure 14- Purpose of travel by the regions ........................................................................................ 129 

Figure 15-Average Duration of Stay by the Regions ........................................................................... 130 

Figure 16-Positions by gender ............................................................................................................. 135 

Figure 17-Age groups .......................................................................................................................... 135 

Figure 18-Average number of visitors in 2016, 2017 and 2018 .......................................................... 136 

Figure 19-plan of expanding the business ........................................................................................... 137 

Figure 20-Plans for a new business ..................................................................................................... 138 

Figure 21-Preparation of a grant application ...................................................................................... 138 

Figure 22-% share of income from tourism in HH budget .................................................................. 139 

Figure 23-Professional training ........................................................................................................... 140 

Figure 24-Vocational courses .............................................................................................................. 140 

Figure 25-Percentage distribution by type of surveyed objects ......................................................... 141 

Figure 26- Duration of establishment ................................................................................................. 142 



 

6 
 

Figure 27-A plan of changing the number of employees .................................................................... 144 

Figure 28-Number of employees by object type ................................................................................. 145 

Figure 29-Cluster tourism management scheme ................................................................................ 149 

Figure 30-Cluster tourism management scheme ................................................................................ 154 

Figure 31-Cluster tourism management scheme ................................................................................ 158 

 

The given document is the final document of the Baseline and Market Feasibility Study of Green 

Mountain Tourism and Organic Agriculture (GRETA) project prepared by Georgian Ecotourism 

Association for the Austrian Development Agency (ADA). The project team takes the responsibility for 

assessments and recommendations set forth in the document. “This study does not reflect the official 

opinion of the European Union, Sweden or the Austrian Development Cooperation”. 

ACT Analysis and Consulting Team 

ADA Austrian Development Agency 

APA Agency of Protected Areas  

CENN Caucasus Environmental NGO Network 

DMOs Destination Management Organization 

EGSIA Environmental Gender and Social Impact Assessment 

EMAS  The EU Eco-Management and Audit Scheme 

ENPARD  European Neighborhood Program for Agriculture and Rural Development  

FG Focus Group Discussion 

GeoStat National Statistics Office of Georgia  

GDP Gross Domestic Product 

GFA  Georgian Farmers Association 

GEA Georgian Ecotourism Association  

GGA Georgian Guides Association 

GHRA Georgian Hotels and Restaurants Association  

GITOA  Georgian Incoming Tour Operators Association  

GNTA Georgian National Tourism Administration 

GMGA  Georgian Mountain Guides Association  

GSTC Global Sustainable Tourism Council  

GTA  Georgian Tourism Association  

GRETA Green Economy - Mountain Tourism and Organic Agriculture 

ILO International Labor Organization 

ISO  International Organization for Standardization. 

LEPL  Legal Entity of Public Law 

MEPA Ministry of Environment Protection and Agriculture  

MRDC Mountain Resorts Development Company  

NACHPG National Agency for Cultural Heritage Preservation of Georgia  

RA  Risk Assessment  

SDGs  Sustainable Development Goals  

SMT Sustainable Mountain Tourism  



 

7 
 

TIC Tourist Information Centers  

UEP Unique Experience Product 

UNIFEM United Nations Development Fund for Women 

UNWTO World Tourism Organization  

USAID United States Agency for International Development 

USP Unique Experience Product  

WB World Bank  

WTTC The World Travel and Tourism Council  

  



 

8 
 

1. Introduction 

The present document provides main findings, baseline analysis and recommendations for the 

development of Sustainable Mountain Tourism under the framework of GRETA project, which is 

focused on sustainable mountain tourism and organic agriculture, with a total volume of 6.8 million 

euros to be spent in target regions of Western Georgia (Upper Svaneti, Racha-Lechkhumi, Lower 

Svaneti and Upper Imereti). 

Document is prepared by Georgian Ecotourism Association in cooperation with DEPA Consulting. 

Project implementation process was divided into three main stages: 

1. Inception phase: During this phase main stakeholders have been identified and mapped based 

on their significance and influence on tourism and the project development in particular. 

2. First phase: Within this phase, information gained from the stakeholders was used to collect 

primary and secondary data. Primary data was harnessed using several instruments such as 

site assessments, qualitative and quantitative surveys and phone interviews. 

3. Second phase: Lessons learned during the inception and first phases is used to construct 

Baseline and Market Feasibility Study for Sustainable Mountain Tourism. 

The baseline information not only forms the starting point of the evaluation and planning process, but 

it also builds the basis for the future tourism management plan.  

To identify tourism potential of any destination, quite extended information is required. Therefore, it 

is extremely important to obtain certain knowledge of the environment and social context before 

developing a strategy of tourism project. This knowledge can be gained through the ‘baseline 

information’. 

The baseline information generally initiates overall evaluation and planning process but also shapes 

the future tourism management plan.  

The key questions for gathering baseline information were: 

• What are the natural values that need to be considered?  

• What are the cultural values that need to be considered?  

• What are already existing tourism offers?  

• How is the legal framework of tourism development regulated?  

• What is the social and economic background of the local community?  

This kind of information is important to create the platform for further development of tourism 

destination, to assess and get full picture of the existing situation. 

Structurally the document is composed by the following three main parts:  

The first part of the document consists of different methodologies used during the preparation of the 

study and various general data connected to the tourism, its policies, projects and programs, including 

stakeholder analysis.  
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The second part includes baseline information about tourism value chain components divided by 

target municipalities. In this part the information refers to the natural and cultural (tangible and 

intangible) attractions per region, number, type and current state of tourism service providers per 

municipality and tourism market study.  

The third part - represents the final findings, needs, and describes the most promising tourism products 

grouped per “cluster” which is recommended per region. 

2. Objectives 

2.1. Overall project objectives 

The objective of this project is to facilitate an improvement of sustainable mountain tourism 

development and create a better economic environment for the production of innovative and quality 

products/services, in order to generate new ways of income opportunities for the local communities. 

For all target regions, key activities should be implemented in mountain tourism: finding new potential 

markets for the tourism products and services created within the frameworks of this project and 

support in establishing linkages with them, elaboration on the national Sustainable Mountain Tourism 

Strategy, establishment of National Quality Standard and Control System (regulation manual, 

standards for guide service, trail marketing, etc.), establishment and strengthening of Destination 

Management Organizations (head offices/branches), development of new innovative products and 

diverse services and training and certification of hotels’ staff and  guides (training, model guest house 

and mountain hut development etc.) development of Svaneti brand. 

The main activities in the field of organic agriculture are: addressing existing gaps and challenges, 

especially concerning producer/processors’ compliance with the new EU organic regulations (applying 

from 2021), preparing/publishing and distribution of the easy-to-understand handouts explaining the 

new production rules, control mechanisms, recommendations of the assessment and etc. 

Specific outcomes for development of sustainable mountain tourism and organic agriculture are: 

Outcome 1: The legal and policy framework for mountain tourism and organic agriculture is 

enabling sustainable and inclusive development. 

Outcome 2: Employment and income in both sectors are increased due to new and better products 

and services and through better market linkages, locally, nationally and internationally. 

Outcome 3: Access to capacity development measures for people and institutions active in the 

fields of sustainable mountain tourism and organic agriculture is improved and a 

system of knowledge management is in place enabling joint learning among public, 

private and civil society actors.  

The project activities in the selected regions and municipalities (Mestia, Lentekhi, Tsageri, Ambrolauri, 

Oni, Tkibuli, Sachkhere and Chiatura) are expected to create a powerful policy in tourism and 

agribusiness that will generate income, increase awareness of sustainability, create a competitive, 

diverse and quality products and services that will be authentic and unique. 
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2.2. Objective of the Assignment 

This assignment aims to collect secondary and primary data in eight municipalities of Western Georgia, 

to identify the status of tourism development, gaps in product development, needs of local tourism 

service providers and to create guidelines for local governments on how to develop and manage 

tourism on sub-regional levels. Based on the analysis of tourism value chains with the main focus on 

unique experiences, the project will evaluate findings and propose the recommendations on further 

development of the sustainable mountain tourism development to the contractor. Tasks of this 

assignment are divided into three main components: 

Component 1: Desk study to consolidate relevant documents, statistics, and analysis related to the  

global and national trends in Sustainable Mountain Tourism (SMT), including 

strategic and policy documents, and present forecasts indicating sources and create 

SWOT for particular regions.  

Component 2: Fieldwork - including attraction inventory, quantitative survey for assessment of 

tourism service providers. Qualitative surveys on the ground based on focus groups 

as per municipality, field assessments of inventory of destinations and services. 

Component 3: Stakeholder mapping and analysis, 3-4 possible cluster and value chains proposal for 

all municipalities. 

Main result of the assignment is to present the document with complex study of tourism situation 

analysis based on findings and describing most promising tourism products grouped per “clusters” 

which will be recommended per region/municipalities or per specific target tourism destination areas, 

in conclusion the result will be to suggest most appropriate interventions for the further 

implementation of GRETA SMT. 

3. Methodology 

3.1. Methodology for assessing tourism value chains and cluster approach 

Tourism value chains are considered as a target-oriented combination of production factors, which 

create marketable product and unique experiences able to compete with other similar destinations in 

Georgia or in the neighborhood and Eastern Europe.  

Usually it is transformed, combined with other products, transported, packaged and displayed until it 

reaches the final consumer. In this process the raw materials, intermediate products and final products 

are owned by various actors who are linked by trade and services, and each adds value to the product. 

Chosen cluster approach is based on cluster studies, which considers tourism cluster as a set of 

attractions with touristic differential, concentrated in a limited geographical area with facilities and 

services of quality, collective efficiency, and social and policy cohesion. It is a coordination of the 

production chain, cultural associations, and excellent management of companies’ networks, all this 

combined together generate comparative and competitive advantages.  
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Clusters are identified based on tourism service circuit and cycle, geographical boundaries, innovation 

and thematic potential. 

Evaluation of products and destinations are based on combination of Global Sustainable Tourism 

Council (GSTC) (2), United Nations World Tourism Organization UNWTO (3), International Organization 

of Standardization ISO 1400 – Family (4) and Eco-Management and Audit Scheme (EMAS) (5) 

standards.  

Tourism value chains for each municipality are defined through comprehensive analysis of primary and 

secondary data. Data is collected from different perspectives and through different methods of 

assessment: 

3.2. Data Collection Methodology 

Various data collection methods are used to compile comprehensive information per destination.  

Desk research. The goal of the desk research (secondary research) is to create platform by providing 

integrated assessment to receive full picture of the actual situation for further development of tourism 

clusters as well as potentials and constraints.  

The key objective for the desk research is to encompass the analysis and overview of the strategic 

documents, laws, implemented projects or programs, visitors’ surveys, statistical information of 

tourism service providers and inventory study of tourism resources. It is also necessary to understand 

environmental, social and strategic planning contexts that can be described through compiling 

‘baseline information’.  

Implemented actions: 

• Collection of official statistics from Administration of protected areas, local and national 

museums, local tourism offices, National Statistics Office of Georgia (Geostat) and Georgian 

National Tourism Administration (GNTA); 

• Overview of strategic documents of regional development, tourism and related fields;  

• Analysing Policies and Laws to understand legal framework of tourism development; 

• Analysing implemented and current projects and programs related to tourism; 

• Assessment of officially registered cultural monuments and natural sights/monuments. 

Outputs of the desk research include: 

• Comprehensive set of categorized data, information and knowledge;  

• Targeted socio-economic analyses; 

• Criteria for the development of a potential tourism clusters. 

Tour Operators Survey was conducted in three steps, which include: online research of inbound and 

inbound-outbound tour operators suggested tourism products (tours) in target regions, collecting 

database of officially registered tour operators in the Georgian National Tourism Administration and 

interviews with selected TOs and demands based on analysis of B2B market. 
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Based on GNTA database, on the first phase (online research) 693 tour operators were considered as 

a target to be assessed. Out of all these operators, 193 were selected based on having active tours in 

project target areas and 70 participated in the survey. Information was collected through phone 

interviews.  

Stakeholder involvement and consultations. Main contributors for collecting baseline information 

were national governmental departments and agencies, local governments, private sector, NGOs, 

professional associations and local communities. The main idea of stakeholders’ involvement is to 

develop cooperation between the stakeholder and the project team for assuring successful project 

outcomes. 

Stakeholder mapping of the current project is a collaborative process of research, debate, and 

discussion. This method is used to analyse, identify and evaluate stakeholders to communicate and 

formulate their current and future impact. In the end, using multiple perspectives the key list of 

stakeholders across the entire stakeholder spectrum was determined. 

Identification: 

Government:  Stakeholders were identified based on the central, local and specific governmental 

bodies according to their relations and influences on tourism.  

NGO/Professional associations: Professional associations that unite tourism service providers and have 

members in the target areas.  

Donor Organizations: Donors and projects, who work actively in tourism and in the target areas or in 

the region.   

Overall, over 30 stakeholders were identified at different levels with whom the meetings were held.  

Analysing: to analyse stakeholder’s contribution value, legitimacy, willingness in engagement, 

influence and necessity of involvement, different profile meetings were conducted. At these meetings 

specific knowledge and information were exchanged, also project team asked the participants how 

they saw tourism product development and themselves in this project. 

Mapping: visualizing relationships to objectives and other stakeholders. During the meetings, through 

active conversation their influence level on tourism in Georgia, or on project implementation was 

determined.  

Field Work focuses on collecting information from primary sources to identify tourism potential in 

terms of tourism resources and services. Gained information aims to fill the gap of the tourism value 

chain development in future. This component includes activities such as: 

• Attractions inventory (using datasheet for assessing natural and cultural monuments); all 

attractions are mapped and selected based on importance, accessibility and attractiveness. 

Importance is identified by the representatives of specialized governmental agencies (Agency 

of cultural heritage, Agency of protected areas and experts of each field, only easily accessible 

monuments were visited due to the short time for the research period).  
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• Direct interviews with local communities (using questionnaires and assessment sheets for each 

type of potential tourism service provider, namely accommodations, food facilities, agritourist 

farms, craft producers and etc.); 

• Focus Group Discussions (FGD)  

Tourism service providers’ survey: The study is based on quantitative and qualitative research 

approaches. The approach enables to combine qualitative and quantitative research findings and 

develop comprehensive study report where the both qualitative and quantitative research findings 

areas are synthesized.  

 

Quantitative research: 

Survey of Tourism service providers. The aim of the survey is to study the capacities, experiences and 

visions of the further development of the tourism service providers in the project-targeted areas. The 

study approach gives possibility to compare the level of the development of the tourism service 

providers among different municipalities. Consequently, study results outlined the recommended 

interventions per municipality. 

Four types of tourism service providers were studied within the frame of quantitative research:  

• Guest houses; 

• Restaurants/cafes; 

• Handicrafts; 

• Agri-cultural farms. 

Sampling approach List of tourism service providers of the targeted municipalities given by GEC is the 

basis of the sampling frame.  Purposive sampling (non-probability sampling) is the sampling approach. 

The service providers had proportionally selected per municipality based on the sampling frame.  

Sampling size Around 150 face-to-face interviews were conducted during the fieldwork. GEC research 

team organized and implemented the face-to –face interviews.  

Research instrument: The draft questionnaire is developed to conduct face-to-face interviews. The 

questionnaire covers the following topics:  

• Capacity of tourism service providers; 

• Past experience; 

• Qualification of the staff; 

• Communication and cooperation with other tourism service providers; 

• Vision and needs for further development; 

• Practices of sustainable tourism development and other related issues. 

Data Cleaning The collected field data was put in the statistical software (SPSS) for data cleaning, 

coding and further analysis.  
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Qualitative research: FGD Discussions Focus Group Discussions (FGD) - 2 different types of FGDs were 

conducted in each target municipality: 1) FGDs with tourism industry representatives of hotels and 

guest houses; and 2) representatives of other types of tourism related sectors (food service providers, 

craft producers, representatives of winery sector, etc.). Thus, in total 16 FGDs were conducted by the 

research team. Approximately 6-8 respondents had been selected for each FGD and duration of FGD 

were 2 hours. 

e table below provides information regarding the main questions for each target group: 

Table 1-FGD table 

FGD target group Main questions for FGD target groups 

Hotel and Guest 

houses 

Common reasons (touristic attractions) for visitors visiting particular municipality of 

Georgia; 

Average duration visitors stay at the hotel/ guest house; 

Periods of the year, the most active and passive seasons of tourist visits; 

Age groups of the visitors; 

Nationality of visitors/counties of origin; 

Repeated visits: if hotels/ guest houses have systematic/ loyal visitors from 

abroad/Georgia; 

Additional services requested by the visitors/ possible improvements that could 

take place; 

Challenges the local hotels and guest house face regarding the local infrastructure, 

availability of relevant services and products; 

Other types of 

tourism related 

sectors 

(Food service 

providers, craft 

producers, 

representative of 

winery sector…) 

Popularity of Georgian cuisine and wine among tourists; 

Challenges the local food service providers, craft producers, and others are facing 

regarding the local infrastructure, availability of relevant services and products; 

Additional services and products requested by the visitors/ possible improvements 

that could take place; 

Demand on craft products; 

Nationality of visitors/counties of origin; 

The most active and passive seasons with regards to the tourists’ visits. 

Based on the above-mentioned topics FGD guide was developed.  

Selection of FGD participants Recruitment specialist was selected for each targeted municipality. 

Based on the sampling criteria recruitment specialist selected FGD participants and invited them in the 

FGD discussion.  

FGD transcript Each FGD discussions was recorded and transcripts for each FGD were prepared.  

Key Informant Interviews Research team conducted Key Informant Interviews with the 

representatives of local government. One KII was conducted in each municipality – 8 KIIs in total. 
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Received information is helpful for the following directions: value chain analysis, identification of needs 

in tourism sector for each target municipality, identification of support interventions in tourism sector 

provided by the local government. 

Market potential study methodology. To achieve the outcome of improved employment and income 

in the tourism sector through better market linkages, knowledge creation and new products, top-down 

design approach was used for creating the baseline and market potential study document. This model 

starts to examine the big picture requirement, in this case the improved position of the industry 

stakeholders and breaks down into examining smaller segments (demand inhibitors). In the end the 

“Baseline and Market Potential Study” document will outline problems and provide recommendations 

on fixing and transforming them into growth facilitators. 

Desk study - secondary research to consolidate relevant documents, statistics, and analysis related to 

the global and national trends in Sustainable Mountain Tourism (SMT). Statistical data from the official 

sources and all the relevant documents will be extracted and analysed to define the top countries 

which send the most tourists to Georgia. Overall, according to the statistical data 3 types of countries 

(markets) were defined: Lead markets, break-out markets and emerging markets.  

Using well established and respected online tools (like Google trends) and tourism market reports, 

global and national trends had been examined through the lenses of Mountain Tourism. Using this 

information potential customer behavior patterns and needs had been established. This information 

is under the “target audience” segment within the Baseline and Market Potential study.  

Collected information has been applied into the SWOT analysis, which was performed on selected 

municipalities of the project, to create the best suited Sustainable Mountain Tourism products and 

target precise tourism clusters for each region. 

4. The context: Mountain Tourism Development in Georgia 

4.1. General Information 

As a small (3,723,000. inhab. Geostat2019) mountainous country in South Caucasus, Georgia is facing 

incredible raise of tourism last five years. Domestic and international tourism worldwide is an 

increasing sector, with diverse activity, travel motivations, market segments, geographic markets and 

commercial channels. New markets are competing to each other to take place of the already 

established popular destinations, which are facing several problems.  

Tourism is considered as a job generator for developing countries, governments relay on tourism 

sector as one of the drivers of the local economy and the opportunity for socio-economic 

development.  

 However, orientation only on profit and social-economic development transforms tourism as one of 

the hazards, which is damaging renewable and nonrenewable resources of the country. But even if we 

are considering tourism as an opportunity to achieve sustainable economic growth, we also need to 

take into consideration leakage effect of tourism, which means that without proper management and 

planning in stage of development revenue generated by tourism can be lost for the local economy.  
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The diagram provided in the online article “Tourism Leakage” indicates the low level of the benefit 

earned by the local economy. (See Picture 01). 

Picture 1-Tourism leakage. Source: www.beachometer.com 

 

Therefore, when working on a tourism development model for historically sensitive areas, the 

following factors are considered: 

1. The tourist destination should be developed with services built on the conservation of its 

cultural and natural attractions 

2. Tourism product or services should be based on local production. Most components of the 

tourism value chain should contain products and services produced on the destination, for 

example: catering, accommodation, souvenirs, rental services guide services, etc. 

3. Very sensitive cultural areas should be restricted / protected from active and mass traffic of 

tourists. Otherwise it can cause damage of historic monuments (Taj Mahal for example)  

According to the World Travel and Tourism Council (WTTC) report 2019 (6) Georgia is among fastest 

growing emerging tourism destinations, but taking into consideration above mentioned leakages, 

unplanned and unmanaged tourism can be not only the drive of economic growth of rural areas, it can 

become one of the main factors of extinction of nonrenewable tourism resources.  

http://www.beachometer.com/
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The picture below shows the Georgia’s competitiveness towards other assessed countries. 

Picture 2-Country review based on TTCI –Georgia 

 

While the national Strategy of Tourism prepared by GNTA considers natural and cultural resources as 

main strength of Georgian tourism potential, above mentioned assessment shows that Georgia’ score 

is quite low.  

But if we look closely to the sub criteria such as number of World Heritage natural sites, or total 

protected areas % of total territorial area, even number of World Heritage natural sites, it is clear that 

low ranking is based on lack of conservation and management of resources and not the potential itself. 

Projected area covers two of three UNESCO World heritage sites of Georgia, Gelati Monastery and 

Ushguli.  

According to National Tourism Development Strategy 2025 (7) targeted goals Georgia’s performance 

are very realistic. 
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Table 2-Table of Tourism indicators based on National Strategy 

Indicators based on National Tourism Strategy  Current 2018  Target 2025 

International Travelers Trips   8,679,544 11,000,000 

International Tourism Receipts 1.800 Mill.$  5.500 Mill. $ 

Direct contribution to GDP 10.1% 6.7% 

Average Expenditure per Visit 370 $ 500 $ 

Duration of stay (estimated)  3.1night  5.3 night  

Visitors from neighboring countries  77.3% 80% 

T&T industry employment 151,300  335.000 

WEF tourism competitiveness index 68 35 

The table above confirms the significant growth of the tourism sector and its leading role in the socio-

economic development of the regions of Georgia. 

4.2. Regulatory and policy framework 

Legal ground of tourism regulation in Georgia is defined with the following laws:  

1. Association Agreement on one side, between the European Union and European Atomic 

Energy Community and their member states and on the other side, between EU and Georgia 

2. Georgian Law on Tourism and Resorts (1997) 

3. Georgian Law on Protective Sanitary Zones of Health Resorts and Resort Localities (1996/2006) 

4. Ordinance of President of Georgia N669 dated on November 30, 1998 on Resorts of Georgia 

and a list of resort areas 

5. Law of Georgia on Supporting the Development of Free Tourism Zones 

6. Law of Georgia on the Regulation of the Registration of Tourists Entering and Leaving Georgia  

It is also worth mentioning the Tourism Bill of Rights, adopted at the general assembly of the World 

Tourism Organization WTO) in Sofia in 1985. The Georgian parliament approved the document on 25th 

of January, 1994 and respectively, took the following obligations: 

• To encourage the orderly and harmonious growth of both domestic and international tourism; 

• To develop inclusive tourism; 

• Give due attention to the principles of the Manila Declaration on World Tourism and the 

Acapulco Document “while formulating and implementing, as appropriate, their tourism 

policies”.  

• To be particularly attentive to the culture of local residents as common acquisition of 

humankind; 
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• To develop mutual respect between indigenous population and travelers that, on its side, 

would help intercultural dialogue. 

At the same time, based on the Manila declaration elaborated in 1980 and Tourism Bill of Rights 

Georgia joined the Global Tourism Code. The article three is important as it is devoted to the 

sustainable development of tourism: 

• All the stakeholders in tourism development should safeguard the natural environment with a 

view to achieving sound, continuous and sustainable economic growth geared to satisfying 

equitably the needs and aspirations of present and future generations; 

• All forms of tourism development that are conducive to saving rare and precious resources, in 

particular water and energy, as well as avoiding so far as possible waste production, should be 

given priority and encouraged by national, regional and local public authorities; 

• The staggering in time and space of tourist and visitor flows, particularly those resulting from 

paid leave and school holidays, and a more even distribution of holidays should be sought so 

as to reduce the pressure of tourism activity on the environment and enhance its beneficial 

impact on the tourism industry and the local economy; 

• Tourism infrastructure should be designed and tourism activities programmed in such a way 

as to protect the natural heritage composed of ecosystems and biodiversity and to preserve 

endangered species of wildlife; the stakeholders in tourism development, and especially 

professionals, should agree to the imposition of limitations or constraints on their activities 

when these are exercised in particularly sensitive areas: desert, polar or high mountain 

regions, coastal areas, tropical forests or wetlands, propitious to the creation of nature 

reserves or protected areas; 

• Nature tourism and ecotourism is recognized as being particularly conducive to enriching and 

enhancing the standing of tourism, provided they respect the natural heritage and local 

populations and are in keeping with the carrying capacity of the sites. 

 

Goals of sustainable development and tourism 2030 

Sustainable development goals are one of the most direct guidelines for tourism industry to achieve.  

Until 2015 there was discussion about particular goals for Tourism, but analysing sustainable 

development, international tourism society concluded that tourism covers and relates to all of them.  

But still tourism directly affects 8th, 12th and 14th goals, but in all measurements of sustainability of 

destination complex system is elaborated  

1. Association Agreement 

Association Agreement is between the European Union and European Atomic Energy Community and 

their member states and, between EU and Georgia. Considering tourism development and cooperation 

framework we should look in details of Chapter Nine of this agreement. It is reviewed only from the 
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perspective of sustainable approach development as industry which enhances economic growth and 

helps employment.  

The following principles needs to be taken into consideration, while working nationally and 

internationally in this field: 

a) Respect of local communities, especially in rural areas, their identity and interests by keeping 

needs of local development and priorities in mind; 

b) Importance of cultural heritage; 

c) Positive interaction between tourism and environment protection.  

As it was mentioning by reviewing sustainable goals that due to complexity of the industry, every 

chapter that refers to tourism and its development, emphasizes engagement of local community in 

the process of planning and implementing tourism. It also recognizes equal importance of involvement 

of the public and private sector as well as local community in planning processes as well as during 

implementation, including equality in decision-making. 

2. Georgian Law on Tourism and Resorts 

Law of Georgia on Tourism and Resorts regulates relations in tourism and resort activities and explains 

activities of tourism sector. The second chapter describes the state policy and state regulations in 

tourism and resorts. Responsible for the state policy is Georgian Parliament and the Georgian 

Government is responsible on ensuring implementation of this policy and establishing sanitary 

protective zones. 

Executive state unit to manage the tourism and resorts is LLPE Georgian National Tourism 

Administration. The GNTA: 

a) Develops tourism and resorts development concepts, implements programs and presents to 

the state government in accordance to the Georgian legislation. 

b) Approves the regulations of each resort with close cooperation and agreement with local self-

government organizations.  

c) Within the competence cooperates with local and international governmental and 

nongovernmental organizations; In case of necessity there is possibility to open representation 

in accordance with the international agreements. 

d) Closely cooperates with different stakeholders in order to elaborate and develop capacity 

regime of historical-cultural, natural monuments and resorts and sets the control for 

protection of this regime.  

3. Law of Georgia on Protective Sanitary Zones of Health Resorts and Resort Localities 

This Law defines necessary terms and conditions of the location of enterprises, entrepreneurial 

activity, use of natural medical resources and re-settlement of population within health resorts and 

resort locations of Georgia. This Law aims at the preservation of properties of natural medical 
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resources and the establishment of protective sanitary zones with the object of their protection from 

pollution, deterioration and depletion. 

Three protective sanitary zones are established for health resorts and resort localities of Georgia: the 

first - of strict regime; the second - of restricted regime; the third - of observation regime. 

The natural medical resources comprise: 

a) Mineral water deposits (or sections thereof) used on the spot for medicinal or bottling 

purposes; 

b) Medicinal muds; 

c) Natural gas and vapor deposits possessing curative properties; 

d) Other deposits (clays, thermal waters, magnetic sand beaches. etc.) known for curative 

properties; 

e) Curative karst caves; 

f) Sea, lake and river coastal areas and climate used for the medicinal and recreational purposes; 

g) Forests, forest-parks and other green zones having the preventive, curative and rehabilitative 

functions. 

The law also sets the principals of intervention and defines protective sanitary zones boundaries.  

4. Law of Georgia on Supporting the Development of Free Tourism Zones 

The purpose of this Law is to develop tourism and promote entrepreneurship in Georgia. To achieve 

this aim, this law determines the conditions, as well as tax exemption and other privileges, for the 

construction and operation of hotels in free tourism zones. This Law shall apply to free tourism zones 

existing in the territory of Georgia.  The coordinates of such zones are determined by an ordinance of 

the Government of Georgia.  The coordinates of free tourism zones referred to in paragraph 1 of this 

article may be determined only in the territory that is adjacent to a territory with undeveloped tourism 

infrastructure, but with potential for tourism development. 

5. Law of Georgia on the Regulation of the Registration of Tourists Entering and Leaving 

Georgia 

This Law regulates the registration of tourists entering and leaving Georgia, and the creation of the 

statistical data.  

Its goal is to define the methodology and improve the statistics.  

The following definitions are given in the law:  

a) Tourist – a person who travels outside the place of his/her permanent residence for leisure, 

recovery, business or other purposes for not less than 24 hours and not more than one year 

continuously and whose travel is not reimbursed from the financial sources of the place of 

temporary stay. 
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b) Same-Day visitor – a person who travels outside the place of permanent residence for leisure, 

business or other purposes for not more than 24 hours and whose travel is not reimbursed;  

c) Organized tourist – a person who has purchased a tour i.e. whose travel is organized by tourism 

entity (firm, company, organization, tour operator, etc.) and receives complex service;  

d) Transit tourist – a person who is travelling to the third country by crossing the territory of 

Georgia. 

Policy Framework: Documents defining tourism strategic framework national wide 

1. Rural Development Strategy of Georgia (2017-2020)  

With the active involvement from the relevant state institutions and by having Ministry of Agriculture 

of Georgia coordinate the process, The Rural Development Strategy (2017-2020) was created. During 

the process there was active cooperation established and support stemming from the United Nations 

Food and Agriculture Organization (FAO) and the United Nations Development Program (UNDP). 

During the process of developing this document, stakeholder engagement was achieved via meetings 

with representatives of all regions of Georgia, including municipalities, the business sector, NGOs and 

civil society. 

The strategy reflects on the actual events of the country and provides general situational analysis 

including administrative system and governance, economic overview considering agriculture and 

tourism, nature protection, protected areas and sustainable development. There are also underlined 

priorities, strategic vision and objectives of all sectoral or multi-sectoral development directions which 

are related to the rural development. In the strategy there is also foreseen the funding opportunities, 

international cooperation, stakeholder engagement and mechanisms of monitoring and evaluation.  

Strategic vision ensures the constant improvement of the quality of life, and the social conditions of 

the rural population, based on a combination of increased economic opportunities, more accessible 

social benefits, a rich cultural life, environmental protection and the sustainable management of 

natural resources. There are also identified nine strategic objectives under the following three 

priorities:  

1. Economy and competitiveness: objective 1 - Economic recovery of farming, restructuring and 

modernization through the diversification and development of effective supply chains; objective 

2- Diversification of the rural economy through strengthening the agricultural related value chain 

and promoting various sustainable non-agricultural activities; Objective 3: The development of 

tourism in rural areas, based on rural specificity and unique cultural identity 

2. Social conditions and living standards: objective 1 - Raising awareness in innovation and 

entrepreneurship. In addition, the promotion of cooperation through contributing to the skills 

development and employment issues (especially for young people and women); objective 2 - 

Infrastructure and Services. Improvement of basic rural infrastructure (including the roads leading 

to cultural heritage sites and other relevant infrastructure), and the availability of high-quality 

public services, including information and communication technologies; objective 3 - Local 

population engagement. Increase the involvement of rural population (especially youth and 

women) in the identification of local needs and the determination of solutions to these needs. 
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3. The environmental protection and sustainable management of natural resources: objective 1 - 

Water, forest and other resources. The improvement of the management of water, forest and 

other resources in targeted rural areas; objective 2 - Waste Management. The promotion of 

sustainable systems of waste management in rural areas; Objective 3: Climate Change. Activities 

used to mitigate the negative impact of climate change. 

2. Georgian Tourism Development Strategy 2025 

The Georgian Tourism development strategy was developed through the collaboration of the 

government, the private and the non-governmental sectors. Document lays plans for the sustainable 

development of the industry, as well as a ten-year action plan for increasing income and work places. 

The analysts of the World Bank and the international consulting company “Solimar International” were 

involved in the working process, and their recommendations are fully considered in the document. It 

is also of much significance, that throughout the year, consultations were held with a wide range of 

organizations and specialists, including tour operators, transportation companies, investors, units 

responsible for protected areas and cultural heritage monuments, as well as representatives of central 

and local governments, in order to fully address the interests of all stakeholders. 

Content wise the document is divided into two major parts. The first part covers detailed results of the 

situational analysis, increased importance of tourism, identification, research and analysis of the main 

interfering and growth inhibitor factors, and the possibilities to maximize the payoff of the 

investments. The second part combines recommendations of the work group and the action plan for 

the strategy implementation, which also defines the units responsible for different activities, 

implementation of the timeframe, and the target rate. 

One of the main objectives of the strategy is to attract tourists with higher spending capabilities from 

the EU, North America and other high GDP per capita regions. In order to achieve the above-mentioned 

goal, the implementation of the following 8 steps is planned: 1) protecting and improving Georgia’s 

natural and cultural heritage; 2) using Georgia’s natural and cultural heritage assets for unique and 

authentic travel impressions; 3) increasing competitiveness through offering world class travel 

services; 4) attracting tourists from high-paying markets through an efficient marketing and 

informational campaign; 5) improving data gathering and analysis, and evaluating possibilities in the 

tourism field; 6) improving the business environment in order to increase foreign and local 

investments; 7) increasing government and private investments in tourism; 8) establishing 

partnerships between the government, the tourism industry, non-governmental organizations and 

communities in order to achieve the abovementioned objectives. The document also foresees the 

monitoring and evaluation of the strategy implementation with pre-defined responsible units and 

persons. 

3. Strategy for tourism development in protected areas in Georgia (2015) 

The project „Assessing and development of the eco-tourism potential of the Protected Areas in 

Georgia” defines preparation of the “market-oriented Tourism Development Strategy for Protected 

Areas in Georgia” as one of the main tasks. The overall objective of the project is to improve the 

tourism services and increase revenues from tourism for the Protected Areas in Georgia, while 

contributing to the further development of the overall tourism sector in Georgia. The Strategic goals 
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are: improved financial sustainability, contribution to anchor responsible tourism principles into 

Georgia’s tourism sector, and to create a more attractive image of Georgia as a tourist destination. The 

tourism development strategy for the Protected Areas in Georgia was prepared as a response to the 

increasing number of the visitors to the Protected Areas, to handle positive and negative effects of 

these visits, and to address expectations of public and local communities to benefit from the tourism 

development. This Tourism Development Strategy provides guidelines for systematic, controlled and 

synergic development of the tourism activities in Protected Areas, following the long-term vision and 

main objectives as well as respecting the limitations that nature protection imposes to commercial 

activities in PAS.  

The strategy is structured in chapters analyzing the present situation, organizational and co-

operational relationships with stakeholders and assessing the development potentials. The strategy 

also includes detailed presentation of the current market situation and demand segments. The 

document brings together the vision, mission and main objectives of the beneficiaries and elaborates 

on a strategic tourism product development based on a modern marketing concept. Strategy also 

describes implementation model with main projects and investments, HR needs, marketing, policy 

measures and sustainability implementation policies.  

The document concludes with an estimation of the economic and social effects of the strategy, its 

limitations and challenges faced for the implementation. 

Strategic document has several annexes highlighting further findings and good practices from the 

various fields of the tourism in PAs, which are located in the well-developed countries. The “Strategy 

of tourism development in Protected Areas in Georgia” is based on conditions and estimations, as well 

as internal and external factors, which have a range of different implementation effects. Guidelines 

are set for the monitoring of the implementation of the strategy, when and where to adopt 

implementation policy framework to keep the proper direction of the long-term vision.  

4. Strategy for Developing High Mountain Settlements (2019-2023) 

The Government of Georgia has adopted "2019-2023” strategy for developing high mountainous 

settlements. The Strategy was prepared by the Ministry of Regional Development and Infrastructure 

of Georgia with the support of UNDP, Swiss and Austrian governments and with active involvement of 

all stakeholders.  

The strategy aims at establishing a strategic vision of equal and sustainable development of the regions 

of Georgia, improving living standards and providing equal social and economic development. 

According to the ministry, by 2023, living standards and demographic dynamics will be significantly 

improved in high mountainous settlements as a result of strategic vision and through the promotion 

of basic infrastructure, social and public services, tourist attractiveness, and economic activities. 

The strategy envisages three purposes: sustainable development of highland settlements, social 

support of inhabitants and availability of services. The objectives of the strategy include tourism 

development, supporting agriculture and entrepreneurial activities, arrangement of road 

infrastructure, developing educational, healthcare and sports infrastructure, access to various services, 

youth support, planting management and innovation systems and etc. Specific measures are 

considered in a two-year action plan to achieve a vision worked out by the Strategy. It’s also 

determined which agency should carry out the activity, event and in what capacity. 



 

25 
 

The action plan includes measures such as building emergency assistance construction, rehabilitation 

of roads, outpatient facilities, schools, kindergartens, museums, setting solid waste transfer stations, 

rehabilitation of water supply and sewerage systems, preventive measures for reducing damage 

caused by natural disasters, setting tourist infrastructure, cultural heritage rehabilitation, 

electrification, gasification, spreading internet and setting common electronic system of information 

flows management in municipalities.  

5. Marketing, Branding and Promotional Strategy for Georgia 

Marketing strategy is designed to allow GNTA effective work to meet the overall tourism goals and 

improve positioning of Georgia as a quality destination, offering unique and authentic experiences. 

With the brand vision and strategy, Georgia aims to be renowned in key foreign markets. GNTA is 

taking on a leadership role in creation of a desirable destination brand, domestic and international 

marketing and product development. 

To stand out from the competitor destinations, strategy implies that Georgia should aspire for an 

‘emotional connection’ between its potential visitors / tourists and authentic, engaging, unique 

experiences, they can get while visiting the country. This connection should also be established during 

the interactions with the local people, culture and traditions. 

According to multilevel and multisource analysis, the target markets were grouped into: 

• Neighboring / CIS markets (Russia, Azerbaijan, Armenia, Kazakhstan, Belarus, Ukraine, Turkey), 

• European (+Israel) markets, 

• Gulf (+Iran) markets and 

• Far / Emerging Markets with USA, China, Japan, South Korea and India. 

Neighboring/CIS markets where Georgian tourism products are well known, are mature, with already 

established presence and active promotions, in these markets future growth rates will be moderate 

and spending of promotional budget to increase the arrivals from these countries will be below the 

average. The most prosperous market is Russia because of its big potential for increasing the intensity 

of travel, high average spending and its proximity. Another country with good potential for further 

tourism growth is Kazakhstan with the same characteristics as Russia. 

European (+Israel) markets, by volume in Georgia’s inbound tourism, are still small but fast growing. 

For most of the European travelers, Georgia is a new destination, not yet discovered and mysterious 

with rich natural assets, cultural attractions and monuments, with long history and as being cradle of 

wine. Tbilisi has also been portrayed in various blogs and articles as “the new Berlin” with its art, music 

scene and entertainment offers that is appealing to the younger (millennial) European travelers. The 

greatest potential markets for Georgia’s tourism are: Poland, Czech Republic, Netherlands, Germany, 

France, Austria and Italy, because there, travel intensity, experiences and average spending are high, 

and nature, culture and city breaks are very important travel motivators. 

Gulf countries (with Iran) are new, fast growing markets with great potential for the future tourism 

development in Georgia. They find Georgia as a “green destination”, with interesting vibrant city life 

in Tbilisi and with some attractive resorts which could be also a potential for the future with more well-

ness and spa programs. 

https://www.eda.admin.ch/sdc
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Besides the US market, Far/Emerging markets are completely new, and tourism will develop in parallel 

to economic cooperation with Georgia, with group tourism and B2B marketing. 

Main objectives developed by marketing and brand strategy are: 

• Build the image of Georgia as a modern and safe tourist destination and increase the 

awareness. 

• Increase international arrivals and their overnight stay, average spending by tourists and 

revenues from tourism. 

• Increase the satisfaction of tourists and their loyalty. 

• Improve international cooperation of Georgia with tourism organizations, tour operators, 

MICE organizers and international airlines. 

 

Documents defining tourism strategic framework in Imereti region 

Imereti Region Development Strategy (2014-2021) 

The Imereti Region Development Strategy has been developed by the Imereti regional consultancy 

board with the active involvement of all relevant and responsible self-governing units. In the process 

there was active cooperation and participation of different experts, civil society and business sector 

representatives.  During the process of developing this strategy, meetings were held and draft versions 

were published for public discussion. In the process there was a great support of the United Nations 

Development Program (UNDP). Imereti Region Development Strategy corresponds to the Regional 

Development Strategy (2010-2017) of Georgia and Regional Development Program (2015-2017). 

The strategy reflects on the ongoing socio-economic situation, and on goals, objectives and vision for 

the region’s development. For the implementation of the strategy active cooperation between the 

central, municipal and local governments is crucial. Tourism sector is underlined as the important 

sector. Protected areas, national parks and resorts are listed as priority directions. The strategy also 

provides general description of existing infrastructure and public services, water and waste 

management, nature protection, forest management and governance. In the document, SWOT 

analysis of each direction is also presented. 

The vision formulated in the strategy can be interpreted in the following way: the region will become 

the place with the better living standards for the local communities, education will be improved, 

working places will be created, and Imereti region will become a desirable tourism destination. There 

are four main priorities: Healthy and socially developed society; Imereti – place for entrepreneurs; 

Development of agriculture and Imereti as a touristic hub of western Georgia. In the strategy there are 

fourteen strategic goals defined, with significant attention devoted to the developing of the tourism 

infrastructure, improving quality of the service, designing and diversifying the tourism products and its 

promotion. 

 

Imereti Tourism Development Strategy (2012-2020) 

Imereti tourism development strategy has been developed by the International Tourism Advisors (THR) 

and TBCS consulting through co-operational work. It is structured in chapters analyzing present 
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situation, goals and objectives, sectoral strategies and development programs. There is detailed 

description of present tourist visits, market situation and potential demand. Based on this strategy 

there are defined four tourism clusters in Imereti region: heart of Imereti, Tskaltubo resort, 

unexpected Imereti and mountains of Imereti. The vision by 2020 is establishing of the region as an 

independent international tourism destination, which uses the strategy driven by the sustainable profit 

and improvement of living standards of local communities. The strategy describes each clusters and 

relevant programs (20 programs) in details.  

It is suggested to develop Imereti through cluster approach and cluster is considered with following 

definition: “a tourism cluster is the geographical concentration of homogeneous types of attractions 

and interconnected complementary services”  

Four clusters are considered as promising tourism destinations with different product position namely: 

The heart of Imereti:  the hub with main touring attractions and tourism services; area to be settled 

with the highest priority in order to create an initial critical mass pulling the tourism development of 

the region 

Tskaltubo resort:  the spa area; it will feasibly gain the strength to be considered an independent 

cluster and be marketed as an integrated resort in the short-to-medium term.  

The unexpected Imereti: adventure/ rural destination, taking advantage of existing structures and 

landscape, the opportunity for locals is to develop it on the medium term.  

The Imereti mountains:  family-oriented spa, leisure and natural experiences’ area; it would require 

creating in the long term few other settlements like Sairme and Nunisi.  

 

Imereti Branding Strategy and Action Plan 

Ecorys Poland and Best Place, European Place Marketing Institute, in consortium with PMSG, has 

developed Imereti branding strategy and action plan with the financial assistance of the World Bank 

under the Municipal Development Fund of Georgia.  

Marketing Strategy considers building of Imereti Destination Brand with the aim:  a) to help raise the 

level of brand awareness, knowledge and preference towards Imereti as a tourism destination and b) 

contributing to achieve the vision and objectives stated in the Imereti Tourism Development Strategy. 

Based on results from analysis and researches (existing perceptions / image and key destination brand 

assets and identity) a specific positioning idea for Imereti was defined - the ‘richness and mystery of 

Imereti’s history and culture’. 

Based on the document key strategic pillars for Imereti, on which new brand positioning and brand 

story should be built around, are:  

• Historical Kutaisi 

• The origin of Imereti and the Colchis Kingdom, their unique culture, educational, political and 

military systems and related stories and legends. 

• The historical traces of human civilization and dinosaurs that can be found in Imereti. 

• The religious heritage and heritage sites of Imereti, including one UNESCO World Heritage Site. 
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• The mysterious legends of Imereti around Medea, Jason and the Argonauts and the ‘Golden 

Fleece’. 

• The richness of contemporary Imeretian culture. 

Strategy, for the efficient brand building and promotion of Imereti, also defines the key messages to 

be used in marketing actions during three years, taking into consideration update and monitoring on 

a regular basis by the DMO. 

 

Tourism development and management plan for Imereti caves protected area 

The "Tourism development and management plan for Imereti Caves" (2014) is a strategic guiding 

document for the administration of the protected areas, and contributes to the objectives of the PA 

management. 

The document is structured in chapters analyzing current situation of the protected area, with existing 

tourism products and services, organizational and personnel situation, relations with main 

stakeholders and assesses the development potential. Detailed presentation of the present statistics 

of the tourist visits, market situation and potential demands is also included in the document. Strategic 

plan brings vision, mission and main objectives together and elaborates on the strategic tourism 

product development based on modern marketing concept. Next chapters describe strategy 

implementation model with main projects, HR needs, marketing, policy measures and sustainability 

implementation policy. The plan is finalized with the information of the investment projects to be 

implemented till 2020 and with action plan. The document has several annexes that bring additional 

information and explanations to findings and proposals of good practices from various fields of tourism 

development in PAs from well-developed countries. Monitoring of implementation guidelines of the 

strategy gives the knowledge on when and where policies should be adapted in order to keep the 

direction that leads to the long-term vision. 

 

Racha – Lechkhumi – Lower Svaneti  

Market and Technical Feasibility Study for Racha Development Project, Georgia 

Strategy, created by the Partnership Fund, is aimed at attracting and supporting private investors. 

Energy, agriculture, manufacturing, real estate/tourism and logistics/infrastructure sectors are on top 

of the priority list as these sectors are largely untapped and have a great potential for further 

development. Partnership Fund acts as financial partner for private investors and provides mid to long-

term financing. The document’s main tasks are to inform partnership fund on the current state and 

market readiness of Racha and its key assets, on the nature of supply deemed relevant to the 

development concept, on the market demand and on the nature of investor demands, to raise any 

barriers or constraints of relevance to the success of the project and to provide financial projections 

for the development.  

During the field visits within the frameworks of the strategy document, the following activities were 

undertaken in Racha:  visits and evaluation of the main destinations and attractions of the region 

(Shaori Lake, Tsesi, Ambrolauri, Oni, Utsera, Shovi and Shkmeri etc.); Investigation and analysis of the 

status quo in Racha – the current general status of the region with a special focus on tourism; Visit and 
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analysis of the hotel, restaurant and other tourism related service facilities available in the region at 

all levels; Personal interview of the Governor of Racha-Lechkumi and Lower Svaneti region; Within this 

study the detailed package for the potential investors with all calculations and financial figures was 

prepared. 

 

Racha-Lechkhumi-Lower Svaneti Development Strategy 

Racha-Lechkhumi Lower Svaneti development strategy has been developed with active involvement 

of all self-governing units and local representatives. The document is prepared within the frameworks 

of the regional and local development project of UNDP. The program is implemented with financial 

support of Swiss Agency for Development and Cooperation (SDC) and Austrian Development Agency 

(ADA). The executive partner of the project is Ministry of regional development and infrastructure. The 

strategy consists of the general description of the region, level of social and economic development, 

agriculture, tourism, infrastructure, public, nature protection, waste management and rescue-

emergency services. There is also detailly described SWOT analysis for each sector.  Strategic visions, 

priorities and proposals for future development of Racha-Lechkhumi Lower Svaneti region are based 

on the thorough analysis of the region and its sectoral developments. Relevant situational and factual 

assessments were prepared during the process of creation of this document, on the basis of applicable 

methodologies and involvements. During the formulation of the region’s development vision, a 

number of key issues were identified. The vision by 2021 is aimed towards at local communities’ 

involvement for sustainable development, rational use of natural resources, increase of agricultural 

production, and development of main tourism infrastructure, and social, sports and cultural units to 

work without problems. Respectively, common goals for the region’s development strategy are: 

Improvement of the region’s competitiveness and population’s living standards – through 

strengthening of the promising sectors and attraction of the direct investments, reasonable 

management and use of the region’s material assets and natural resources, continuous development 

of labor resources and technological innovations, entry into the new markets and ensuring sustainable 

economic growth. 

In order to protect traditional cultural landscape of Racha, Georgian government in cooperation with 

Oni and Ambrolauri self-governing bodies created urban development framework and plan for both 

areas. These are the guidelines and comprehensive set of rules how, Ambrolauri and Oni has to 

develop in order to create sustainable environment for local communities. Tourism development is an 

integral plan for both settlements and is built on cultural heritage and intangible cultural assets and 

traditions of Racha. Both documents will be published after ratification by the local governments.  

 

Documents defining tourism strategic framework of Upper Svaneti 

Samegrelo-Upper Svaneti Development Strategy (2014-2021) 

Samegrelo-Upper Svaneti development Strategy has been developed with active involvement of all 

self-governing units and local representatives. The document is prepared within the frameworks of the 

regional and local development project by UNDP. The program is implemented with financial support 

from Swiss Agency for Development and Cooperation (SDC) and Austrian Development Agency (ADA). 

The executive partner of the project is Ministry of regional development and infrastructure. The 

strategy consists of the general description of the region, levels of social and economic development, 
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agriculture, tourism, infrastructure, public, nature protection, waste management and rescue services. 

SWOT analysis, described in details is also part of the document.   

Strategic visions, priorities and proposals for the future development of Samegrelo – Upper Svaneti 

region are based on the thorough analysis of the region and its sectoral development, using applicable 

methodologies relevant situational and factual assessments were prepared during the creation of this 

document. In the time of formulation of the vision for the region’s development, a number of key 

issues were identified. The vision for the region’s development is the following: “by 2021, Samegrelo-

Upper Svaneti will become one of the most rapidly growing regions in Georgia, with its stable economy 

and social welfare”. The region will be characterized with strong: transport, communications, 

dynamically developing production, tourism and agriculture, processing and small business sectors. 

Innovation-oriented business and research processes, attractive investment climate and well-

developed infrastructure that would significantly increase the region’s income, existing production 

capacities and entry into the new markets, should serve as the preconditions for significant 

improvement of the living standards and long-term welfare of the local population.  

Strategic goals for the eight year period are: 1) Public government capacity building; 2) Improvement 

of basic infrastructure; 3) Effective management and use of the natural resources and material assets; 

4) Development of production and energy sectors; 5) Further development of transport 

communications and international transportation; 6) Agriculture development; 7) Attraction of direct 

foreign investments to the region; 8) Development of small and medium businesses; 9) Diverse 

development of tourism industry; 10) Improvement of utility and other public services; 11) Formation 

of the effective system of social security and health care; 12) Development of education, science, 

culture and sports; 13) Implementation of effective environmental activities; 14)  Development of mass 

media and civil sector and reduction of gender inequality. 

USAID’s “Zrda” project covers this particular region and one of its major directions is to enhance 

sustainable tourism development. This program supports creation and structure of destination 

management organization for region and to develop tourism management document as an action plan 

and operation manual for the organization. The framework of tourism development strategy has been 

created and is focused on Villages in Upper-Svaneti to retain their traditional character and the area 

to get recognition as a prime year-round mountain sports destination with pristine landscapes and 

unique cultural features. 

Short overview of policy documents shows same reality as for legislation, there is no common 

framework of development, some of the strategic documents are missing, structure of development 

is chaotic and main line of development of each destination is missing.  

There is always bottom up approach for action plans and mostly main receiver of the strategy, who 

should be considered as implementor agency is missing. 

4.3. Tourism management structure on central and local levels 

The competent ministry for tourism affairs for entire country is the Ministry of Economy and 

Sustainable Development of Georgia which aims to provide incentives for economic growth in the 

country utilizing an effective economic policy. LEPL – Georgian National Tourism Administration is a 

Legal entity of Public law, a part of the system of the Ministry of Economy and Sustainable 

Development of Georgia, independently conducting activities with state control.  
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On the local level self-governing municipalities decide independently how to develop and manage 

tourism according to the needs and conditions in the region.  General model of tourism management 

in the country looks like chart below: 

Figure 1-Tourism management system of Georgia (current stage) 

 

Tourism Information Centres have different setup in different municipalities, total 21 existing and 2 

planned countrywide, and their main function is to provide information such as: 

• Information about destinations and infrastructure, routes, cultural heritage sites, protected 

areas and national parks, resorts, transportation schedules, events (national, cultural, 

entertainment, sports, etc.), festivals and more. 

• Promoting Tourism potential - Assistance in designing a tourist route and offering tourist 

attraction taking into consideration their length of stay and interests  

• Distribute advertising and informational materials about tourist potential of country, region or 

place (regional  

• Maps, city maps, travel routes, guides, etc.). 

 

Destination Management Organization (DMO) 

Since 2018 new model of regional management of tourism has been developed in Georgia, namely in 

cooperation with World Bank, USAID Zrda program, regional governments and GNTA. 

Destination Management Organization (DMO) is designed for positioning and marketing the tourism 

destinations of Georgia. The main purpose is to ensure that tourism adds value to the local and national 

economy, to generate new employment opportunities, and contribute to the sustainable development 

of the local communities. DMO serves to facilitate multifaceted dialogue in which tourism, industry, 

Ministry of Economy and 
Sustainable development 

Georgian National 
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Tourism Information 
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Governeurs office 
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and government and community leaders plan future tourism development together to effectively 

manage this destination and attract fresh investments and foster job creation. Currently, there are 

four DMOs established in Georgia, among them are Imereti and Samegrelo Upper Svaneti regions. 

Their goals and objectives according to the By Laws are: 

• To develop unique tourism products and services in the regions based on the sustainable 

development principles 

• To promote the tourism in the regions by organizing and supporting different activities with 

close cooperation and involvement of public and private sectors 

• To support the regions promotion both in Georgia and abroad 

• To develop and implement the tourism strategy in accordance with the sustainable 

development principals and National Tourism Development Strategy 

• Contribute to the development process of improving the service quality of the businesses in 

the regions 

• Ensure to increase the length of visits and visitor expenditures in the regions 

  



 

33 
 

Following management model has been approved by GNTA (Figure 02): 

Figure 2-DMO Structure 

 

 

State agencies and organizations performing tourism or managing tourism resources: 

Tourism resources are very diverse and representing mostly natural and cultural values of country. 

They are managed by specialized ministries and agencies, who are responsible of their conservation.  

 

Mountain Resorts Development Company Ltd (MRG) was founded in 2013 by the LEPL National 

Agency for State Property subordinated to the Ministry of Economy and Sustainable Development. The 

company operates and manages all mountain ski resorts of Georgia. In 2014-2015, Bakuriani resort 

area as well as Didveli and Goderdzi ski resorts were transferred to MRG. Since 2017, MRG also 

manages the Tetnuldi and Hatsvali resorts in Mestia. It is responsible for sustainable management, ski 

lifts, safety and security of all resorts. It also manages ski patrol and rescue teams.  

 

National Agency for Cultural Heritage Preservation of Georgia (NACHPG) is a government agency 

responsible for preservation, protection, research and promotion of cultural heritage of the country. 

It was established in 2008, bringing several major Georgian heritage monument complexes of national 

and global significance under its umbrella.  
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Agency of Protected Areas (APA)-’s primary responsibility is to manage Georgia’s strict nature 

reserves, national parks, natural monuments, managed reserves, protected landscapes, biosphere 

reserves, world heritage sites and wetland sites of international importance.  It has prepared a strategy 

to develop ecotourism in protected areas which is presented in the policy review of this document.  

4.4. Projects and Programs 

This part of the document includes information about implemented and current projects, programs 

and activities developed by NGO-sector or consulting agencies with financial support and monitoring 

by governmental agencies, donor organizations and international funds.  

As project covers very unique mountain communities with diverse cultural backgrounds it is crucial to 

understand their behavior, status of development and attitude towards special activities based on 

experience of other, already conducted projects. It is also very important to map activities of other 

organizations and programs to avoid duplications (see Annex 1). 

(Annex01_Data_collection_attraction_mapping.docx) 

Table 3-Current and implemented projects in target regions 

Title of project 
Supported by (organization 

name) 
Project impact 

Projects in Upper and Lower Svaneti 

Designing of construction of 

Lentekhi-Mestia connecting 

road and of 9 km tunnel 

Roads Department of Georgia Road infrastructure 

development and accessibility 

provide the development of 

tourism destinations. Ministry 

of Regional Development and 

infrastructure encourages to 

implement the rehabilitation of 

Lentekhi-Mestia highway and 

construction of 9km tunnel that 

will reduce the travel time by 

1.5 hours. The road will pass 

through 36 villages. Tourists 

will have opportunity to reach 

Mestia via Tsageri in 2.5 hours 

from Kutaisi Airport. And 

Lechkhumi will have 

opportunity to utilize tourism 

potential that will encourage 

economic development of the 

region. 

file:///C:/Users/TEST/Desktop/ADA/Annex01_Data_collection_attraction_mapping.docx
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Title of project 
Supported by (organization 

name) 
Project impact 

Improving Conditions for 

Ecotourism in Svaneti Region 

Heifer Georgia  The project gave opportunity to 

small local entrepreneurs to 

develop ecotourism services 

and rise the income in terms of 

offering horse rental and guide 

services for both local and 

foreign tourists. 

Integration and support in 

operational skills 

improvement in Mountain 

Rescue Services in Mestia 

Municipality 

ICAD Foundation The main purpose of the 

project was to support the 

administration of the Svaneti 

region in responding to crisis 

situations and to improve the 

operational capacity of rescue 

services due to the absence of 

mountain rescue structures in 

the region and in the country, 

the absence of high-altitude 

and medical training of rescue 

personnel, and the lack of basic 

mountain rescue equipment. 

Development of Samegrelo-

Upper Svaneti Destination 

Management Organization 

(DMO) 

USAID/Zrda with partnership of 

Georgian National Tourism 

Administration (GNTA) 

Advocating inclusive and 

holistic tourism industry 

development across the region. 

Tourism Development 

activities in Upper Svaneti 

GNTA Since 2011 Georgian National 

Tourism Administration 

develops hiking and trekking 

trails in Mestia and Lentekhi 

municipalities in total about 40 

Trails. Besides GNTA 

developedd maps for each trail 

and started to mark.  

Mountaineering routes in 

Georgia  

GNTA– Georgian National 

Tourism Administration 

Guidebook highlights popular 

alpine routes. It includes 

detailed descriptions, photos 

and drawings, topographic 

maps. The guidebooks unite 

climbing routes to the peaks 
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Title of project 
Supported by (organization 

name) 
Project impact 

located in Mestia and Lentekhi 

Municipality 17 in total of 

different categories.  

Upper Imereti 

Construction of Upper Imereti 

Racha connecting road 

Roads department Road infrastructure 

development, especially in 

mountainous regions, will 

simplify the accessibility of 

tourism destinations, which in 

turn encourage to reduce 

migration processes and 

develop local economy in terms 

of development tourism 

services. Construction of Upper 

Imereti-Racha road will reduce 

the distance from Oni to Tbilisi 

by 75 kilometers and the travel 

time will be reduced by 1.5 

hours. 

Rehabilitation of fortress 

“Modinakhe” and Jrutchi 

Monastery 

Fund “Cartu” with partnership 

Regional Development Fund 

Fortress “Modinakhe” and 

Jrutchi Monastery, located in 

Sachkhere Municipality are 

under rehabilitation process. 

Also, within the framework of 

the project, road accessibility 

and infrastructure will be 

provided. Jruchi Monastery has 

a special value for Georgian 

Cultural Heritage, because of 

the Jrutchi Gospel, the oldest 

version of the four Gospels in 

Georgian (936-940 years). 

The stream trout restoration 

project 

Ministry of Environment and 

Agriculture of Georgia 

Stream trout has been restored 

in the farm of village 

Dabakvereti, Sachkhere 

municipality. Namely, two 

ponds and 8 pools were built. 

Till today, 8000 pieces of 

stream trout have been 
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Title of project 
Supported by (organization 

name) 
Project impact 

artificially fed and several 

hundred are already running in 

the Chikhura River. 

Promotional campaign 

“Choose Tkibuli” 

Local union of cultural 

departments of Tkibuli 

Municipality 

For Tkibuli Municipality 

promotion, local union of 

cultural departments conducts 

the various marketing activities 

for rising awareness and 

attractiveness of Tkibuli as a 

destination. Within the 

framework of promotional 

campaign “Choose Tkibuli”, 

two main activities were held: 

1) Project "Young Traveler 

Camp - Cranes", and 2) Summer 

Night Film Festival (duration 1 

month). 

Tskhrajvari recreational resort 

development and regulation 

plan 

LEPL International Foundation 

for Regional Development and 

Research with partnership of 

Tkibuli Municipality 

The project implementation 

will have a positive impact on 

the economic development 

process of the municipality in 

terms of revenue income to 

budget and employment. 

Virtual cave exhibition of 

Paleolithic Georgia 

Polish-Georgian 

Interdisciplinary Research 

Center and Warsaw State 

University. 

Archeological heritage of 

Chiatura was revived by Polish 

archaeologists when they 

created digital items of 

Paleolithic artifacts found in 

Chiatura, in 1916. Digital items 

were exhibited in Warszawa 

State University at an 

exhibition dedicated to 

Professor Krukovsky. This 

project is developed under the 

assistance of Polish-Georgian 

Interdisciplinary Research 

Center and Warsaw State 

University. The branch of this 

center is located in Kutaisi. The 
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Title of project 
Supported by (organization 

name) 
Project impact 

existence of this center in 

Imereti Region can contribute a 

great assistance to the 

development of archaeological 

and cultural tourism. 

Two Georgian heritage sites 

among 12 most endangered 

places in Europe 

The European Route of 

Industrial Heritage 

The Council of Europe has 

certified five new cultural 

routes. Among them is 

Chiatura, as an industrial 

heritage destination. The 

European Route of Industrial 

Heritage suggests tourist to 

visit this city, see the still 

existing cable car system and 

get to know its history.  Also, it 

is important to mention that 

Chiatura cable cars in 2018, 

were among the 12 finalists in 

the program of Europe Nostra – 

“the 7 most endangered”. Such 

initiatives underline and 

promote the importance and 

need for protection of cultural 

heritage sites, like Chiatura 

cable cars system. Its 

development as a flagship turns 

this areasthis area as a tourism 

destination. 

Rehabilitation project of 

Chiatura Central park 

Organic farming and rural 

tourism Network “Elkana” with 

the financial assistance of 

World Bank 

In 2018, “Elkana” Organic 

farming and rural tourism 

Network with the financial 

assistance of World Bank, 

implemented rehabilitation 

project of Chiatura Central 

park. The following works were 

implemented within this 

project: Installed lighting on 

300 m²; restored pavement and 

fountain; arranged benches; 

arranged garbage receptacles; 
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Title of project 
Supported by (organization 

name) 
Project impact 

installed information light-box 

depicting map of Chiatura 

municipality; installed Wi-Fi. 

Infrastructural projects at 

Katskhi Pillar 

The Municipal Development 

Fund (MDF) with the financial 

support of World Bank (WB): 

Within the framework of the 

project water supply points 

were rehabilitated, the tourist 

information center was 

constructed and internal yard 

was reconstructed. 

The Gelati Monastery 

Rehabilitation Project 

Regional Development Fund 

(MDF) with the financial 

support of World Bank (WB): 

Within the framework of the 

project Gelati Monastery 

Management Plan (2014-2015) 

was developed). In 2008-2016, 

monument conservation and 

rehabilitation activities were 

taken, in particular: 

construction of the scaffolding 

of the whole area of facades; 

consolidation of wall and stone 

structure; rehabilitation of 

eaves of aisles of the Church; 

roofing of aisles by means of 

glazed tile; restoration of 

identification of historical 

hearth plug; rehabilitation of 

eastern, western and southern 

socles; rehabilitation of 

drainage system of the Church. 

Racha-Lechkhumi 

Small grant program for the 

preparation of establishment 

of Racha Protected Areas 

WWF Caucasus Program office  The grant program was divided 

in three parts according the 

three main priorities: 

Traditional local production, 

tourism and renewable energy. 

There were received 60 

applications out of which 20 

applicants were financed in Oni 

Municipality. E.g.  ham 

production in Zudali; ham 
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Title of project 
Supported by (organization 

name) 
Project impact 

Factory in Sheubani; bread 

house in Oni and etc. 

Sustainable Tourism and 

Entrepreneurship 

Development. Private Sector 

Development Program South 

Caucasus, Country Component 

Georgia. 

GIZ The project focuses on labor 

market supply and demand in a 

bid to improve the conditions 

for job creation. Involving the 

private sector in vocational 

trainings was the core 

component. Within the 

framework of the project the 

Utsera Centre for Sustainable 

Tourism and Entrepreneurship 

Development was established; 

37 guesthouse owners in Oni, 

Utsera, and other villages of 

Upper Racha were trained to 

improve their services; training 

and coaching of more than 110 

SME in Oni municipality were 

held 

to develop their business skills; 

10 assistant hiking guides are 

qualified according to 

international standards; the 

managers of 6 small and 

medium-sized hotels (incl. 

three hotels from Racha) were 

trained in improving their 

services; three dual vocational 

programs have been being 

prepared for accreditation: 

hotel specialist; restaurant 

specialist; chef. The existing 

modular programs are adapted 

into dual programs. 

The work is conducted in 

partnership with colleges, 

hotels and NCEQE. 
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Title of project 
Supported by (organization 

name) 
Project impact 

Women's economic 

empowerment in Georgia 

The Georgian Farmer’s 

association  

Within the framework of the 

project 52 women were 

selected, which owned 

businesses in 6 different 

regions of Georgia (among 

them are the Samegrelo-Upper 

Svaneti and Racha-Lechkhumi-

Lower Svaneti Regions). They 

were trained in the fields of 

business management as and 

technical knowledge. 

Beneficiaries received the small 

grants for development and 

diversification of their small 

businesses. 

5. Stakeholder Analysis 

Stakeholder identification for the current project, was conducted through the collaborative process of 

research, debate, and discussion. Using these methods, it was possible to identify and evaluate 

stakeholders and formulate their current and future impact. In the end, list of key stakeholders was 

created. It has to be mentioned that, stakeholders, whose involvement is crucial for implementing the 

project, namely inbound tour-operators, local communities per selected municipalities and tourism 

service providers, were grouped independently. Analysis below provides compiled information from 

all sources regarding the tourism value chains and problems regarding the municipalities. 

 

General groups of stakeholders were identified and analyzed as follows: 

Public Sector Stakeholders were identified based on the central, local and specific governmental 

bodies, according to their relations and influences on tourism. 

NGO/Professional associations, professional associations which unite tourism service providers and 

have members in the target areas. 

Donors and Programs: Donors or organizations, who work actively in Tourism, in the target areas or in 

the region. 

 

In total over 30 stakeholders were identified at different levels with whom the meetings were 

conducted. 
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Through a stakeholder identification methodology, a unified platform, an information database, was 

created, bringing together all stakeholders that have a direct and indirect impact and link to the project 

area of activity. During the desk research phase, all types of information related to the project's 

implementation area was collected, including implemented projects in the last 5 years.  

The methodology ranked the stakeholders according to the following characteristics impact and 

importance and on the internal and external basis. Internal stakeholders the GRETA project staff, were 

excluded, due to the fact that we are on an initiation phase of the project. All other stakeholders are 

grouped as external. 

During the stakeholders’ meetings following key factors were assessed: readiness, qualifications, 

interests, motivations, strengths, weaknesses, knowledge of tourism industry and policies.  

Individual meetings with municipal representatives provided comprehensive information on the 

tourism “climate” of the eight municipalities. Problems, challenges, priority needs and socio-economic 

backgrounds were identified as well as ongoing promotions of already implemented projects (see 

Annex 2). 

Stakeholders who participated in focus groups and in-depth interviews, also tour operators consulted, 

are categorized according to the methodology of selected tool (see Annex 3.1. List of tour operators). 

 

Define the purpose of the analysis, and identify uses for the results. 

As noted above, insights generated from stakeholder analysis may serve several purposes: to provide 

input for other analysis; to increase support of the sustainable mountain tourism and organic 

agriculture, and to create a unified system that will contain different types of information. 

Most activities, such as strategic planning, institutional assessments, implementation of standards, 

developing new products and services, implementing EU policy, positioning and branding of Western 

Georgia often require the type of information produced by a stakeholder analysis - who the 

stakeholders are, what their positions are related to a policy, how important they are, What is their 

willingness, what challenges can the project face and who is a strong actor and in what they will be 

involved, during the implementation of the project. This project focuses on two key industries, the 

development of sustainable mountain tourism and the support of organic agriculture. In order to 

achieve the desired results in each direction, stakeholder analysis information should be used at an 

early stage.  

 

Selecting and Defining Clusters 

Stakeholder analysis contributes to the successful implementation of another important phase of the 

project - the clusters formation process and tourism value chain. Tourism cluster is identified as a set 

of attractions with touristic differential, concentrated in a limited geographical area with facilities and 

services of quality, collective efficiency, and social and policy cohesion, with coordination of the 

production chain and of the cultural associations, and with excellent management of companies’ 

networks that generate comparative and competitive advantages. Clusters were identified based on 
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tourism service circuit and cycle, geographic boundaries, innovation and thematic potential. As 

mentioned above, strong actors in the private sector were identified, project team met and consulted 

with them to evaluate potential services and product diversification opportunities in the clusters. Also, 

regarding the questions: who will take over the management function, who will be involved in the 

implementation process, in what direction resources should be invested to achieve the desired 

outcome?! - Stakeholder analysis has helped create a balance-of-power scheme in potential clusters. 

Within this project, an individual tourism value chain model was developed in the target areas 

(Western Georgia). In the selected eight municipalities, tourism value chains will be considered as a 

target-oriented combination of production factors, which create not only marketable products also 

the unique experiences with local communities and authentic adventures, while being competitive. 

During the field research, all relevant stakeholders were met and consulted, their interest in 

sustainable tourism development was evaluated and their attitude, desire and motivation to be 

involved in the current project, identified. Information was exchanged on problems and challenges, as 

well as on the forms and activities of future cooperation. 

Information obtained with different tools such as quantitative and qualitative research, focus group 

interviews are provided also in a combined information and assessment of value chains.   

Following stakeholders were consulted. 

Table 4-Stakeholder list (table 04) 

Central government: 

N Name Organization Position 

1 
Tornike Zirakishvili, Tiko 

Khilordava 
MoESD – LLEP  

Deputy Chair, Head of 

Enterprise Division 

2 

Rusudan Mamatsashvili/ 

Tamar Maisuradze/ Shota 

Brelidze 

MoESD – Georgian National 

Tourism Administration  

First Deputy Head, Head of 

Division Department of 

Tourism Product and Small-

Scale Infrastructure 

Development, Head of Division 

Information Service 

Departmentl 

3 Toma Dekanoidze 
MoEPA Agency of Protected 

Area 
Deputy Head 

4 Nikoloz Antidze 

MCS National Agency for 

Cultural Heritage Preservation 

of Georgia 

Head 

5 
Giorgi Sanadze, Badri 

Kvachadze 

National Statistics Office of 

Georgia 
Tourism Division 
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N Name Organization Position 

6 Marine Egutia 
MoEPA Rural development 

Agency 

Head of Project development 

divisions 

7 
Guram Vashakmadze, Lela 

Potskhverashvili 

Mountain Resorts 

Development Company Ltd. 

International, Relational and 

analytics/Marketing 

8 Archil Tsintsadze Adventure Tourism School Technical Director 

Public sector consulted on local level: 

N Name Organization Position 

9 
Edisher Baghaturia, Eduard 

Partsvania 

Samegrelo- Upper Svaneti 

DMO 
Marketing and PR Manager  

10 Tato Liluashvili / George Gulua  

Imereti regional tourism 

management organization 

(DMO Imereti) 

Director 

11 
Rusudan Japaridze/Dariko 

Jorjoliani 
Museum Svaneti Director/Guide 

12 Irma Japharidze VET College "Tetnuldi" Director 

13 Ana Tsutskiridze Public College "Iberia" Deputy Director 

14 Maia Tortladze Tkibuli Municipality 
Tourism Development Centre 

of Tkibuli Municipality 

15 Tinatin Kapanadze Chiatura Municipality 
Tourism Information Centre of 

Tchiatura by law lpl  

16 Sopho Abashidze Sachkhere Municipality 
Tourism Centre of Sachkhere 

Municipality 

17 
Ramaz Murtskhvaladze-

Mikheil Meshveliani 
Tsageri Municipality 

Tourism and Culture 

Development Centre 

18 Zura Chakseliani&Mushkudiani Lentekhi Municipality Deputy Chair 

19 Zaur Chartolani Mestia Municipality 
Svaneti Tourism Centre, 

Deputy Chair 

20 
George Godziashvili/Maia 

Dvaladze 
Ambrolauri Municipality 

Municipal 

department/Tourism Info 

Centre 

21 Manana Chagelishvili Oni Municipality 
Municipality division tourism 

included, Head of tourism LPL 

Consulted professional associations national wide: 
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N Name Organization Position 

22 Ia Tabagari 
GITOA- Georgian Incoming 

Tour Operators Association 
Chairwomen  

23 Nata Kvatchantiradze 
GTA- Georgian Tourism 

Association 
Chairwoman  

24 Ketevan Meladze 
Georgian Hotel, Restaurant 

and Café Federation 
Chairwoman 

25 
Tamuna Toria /George 

Noniashvili 

GFA- Georgian Farmers 

Association 
CEO/ ADA Project coordinator  

26 
Nana Kartvelishvili/Tamaz 

Dundua  

Organic Farming & Rural 

Tourism Network- Elkana  

Programs Manager/Deputy 

Chair 

27 Nick Erkomaishvili 
GMGA- Georgian Mountain 

Guide Association  
Chairman 

28 Gvantsa Meladze 
RDA- Regional Development 

Association 
Executive Director 

29 Ana Shanshiashvili 
TCA- Traditional Craft 

Association 
Chairwoman 

30 Sofia Britanchuk 
EDA- Export Development 

Associations 
Programs Manager 

Consulted donor organizations: 

N Name Organization Position 

31 Tina Gvenetadze  
GIZ Economic Security 

Program 
Project Coordinator  

32 Archil Lejava  ZRDA/ USAID Tourism Component Leader  

33 
George Akhalaia / Ivane 

Vashakmadze 

USAID Economic Security 

Program 
Tourism Component division  

 

General Context of Tourism Development 

Beyond of the value chain identifications several key questions were discussed with stakeholders. Main 

topic of the discussions was the current status of each component, reasons for its development and 

recommendations for improvement. The analysis below is compiled information gained from the 

different forms of stakeholder consultations such as in-depth interviews, tour operators’ survey, 

stakeholder meetings and focus group discussions. 

Most often, the situation in targeted municipalities regarding the tourism development is different 

and unequal, which is due to the different development level of tourism in each targeted municipality. 
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Based on the research results, it is possible to identify concrete tourism development features that are 

specific for each targeted municipality or region. At the same time, we can outline the "general" 

supporting or hindering factors of tourism development for all targeted municipalities.   

Considering the tourism development level, the targeted municipalities can be categorized in three 

different groups: 1. Medium level of tourism development; 2. Lower than medium level of tourism 

development; 3. Starting/very low level of tourism development. It is to be underlined that described 

categorization is conditioned for the purposes of given research. Indicators describing the first group 

are: comparatively high number of guest houses and high number of tourists; the second group is 

characterized by medium number of guest houses and more or less high number of tourists; and the 

third group has low number of guest houses as well as tourists. 

Based on the criteria mentioned, the first group includes: Mestia, Ambrolauri, Lentekhi; the second 

group: Oni, Tsageri and Chiatura; as for the third group: Sachkhere and Tkibuli. There are more or less 

differences among municipalities, however among those grouped in one category the qualitative 

differences are less noticeable. In the following parts of the document targeted municipalities included 

in each group will be shortly described.  

 

Assessment of Tourism Value Chain- Gap Identification  

Representatives of public sector mostly were concerned regarding unequal distribution of tourism flow 

in target municipalities, linear development of tourism routes around main attractions are causing 

more damage than they bring income. For example, UNESCO heritage site Ushguli is the main 

attraction for Upper Svaneti visitors, and drivers from Mestia and Ushguli are profiting from the 

increased tourism, but local population are focusing only to satisfy tourists needs, which means that 

they have completely given up on agricultural activities and have switched to service industry. This 

decreased the quality of food and cultural experiences, and damaged cultural landscape and traditional 

activities. Transformation of cultural landscape is so fast, that it could threat Ushgulis position being 

the World Cultural Heritage site. Main problem in the growing destinations is non-consolidated 

management and lack of cooperation between public and private sector. Even in Mestia municipality 

local population (Nakra, Khaishi communities) are complaining about the lack of tourism development 

beyond the most popular direction Zugdidi – Mestia_ Ushguli.  

Lack of guided tours and low level of knowledge of sights around destinations is also one of the main 

problems of each municipality (except the main ones such as Nikortsminda, Ushguli or Khvamli) no 

printed materials, no information online, no proper maps with marked trails on it. Only in Ambrolauri 

we can say that tourists are receiving competent answer about all attractions and possibilities around.  

Lentekhi municipality is facing most significant problems towards tourism development, they have no 

money and no knowledge and no plan on how to develop the tourism, even if they have extra agency 

with more than 30 employees dedicated on tourism development. 

One of the main stakeholders’ group is tour operators. During the implementation of their tourism 

products in target regions, are facing following problems. (See figure 3, 4): 

Local problems on Regional levels are: 

• Road infrastructure, especially in Racha-Lechkhumi and Lower Svaneti Region; 
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• The absence of sanitary places, or in the case of existence, permanent problem of hygiene and 

cleanness; 

• Absence of regular flights to Svaneti, which enhances the loss of significant tourist flow in the 

region and at the same time reduces the duration of visitors stay on the destination; 

• Information availability via internet or print materials  

• Lack of tourist infrastructure at cultural and natural monuments (signs, information boards, 

recreation areas); 

• Waste problems; 

• Street lightening; 

• Imereti Protected Areas’ visitor centre is closed on Monday; 

• Concentration of tourist flows at cultural and natural monuments, which have a negative 

impact as a physical, and psychological carrying capacity; 

• Formal functioning of tourism destination management organizations in Imereti and Svaneti 

regions, as all tourism management and monitoring mechanisms are neglected. 

Problems on entrepreneurial level: 

• Neglecting local architectural styles and elements of interior and exterior design in 

accommodations and food facilities; 

• Small number of food facilities (restaurants, cafes, cafeterias and etc.), especially in Racha-

Lechkhumi and Lower Svaneti Regions; 

• Neglecting hygiene and food safety issues in food facilities of all regions; 

• Lack of entertainment facilities, especially in Racha-Lechkhumi and Svaneti Regions; 

• Poor service quality/skilled staff in tourism facilities;  

• Price and quality compliance; 

• Dishonest attitude towards tourists; 

• Lack of tourist offers; 

• Internet access; 

• Number of rooms in hotels; 

• Absence of e-commerce opportunities 

• Quality of food products on tourism facilities, among them in agritourist farms. 

On the research stage also, those services that need to be developed in the regions, by tour operators’ 

opinion were assessed (see Figure 5) and identified: 

• Diversified tourism products. In particular, agritourism farms, where visitors will have 

opportunity to participate in agritourism activities, taste and purchase packaged agricultural 
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products; traditional craft studios, with tourism services like workshops, availability of branded 

handmade items and etc. 

• Development of entertainment facilities (bars, clubs) especially in Svaneti and Racha-

Lechkhumi region. This problem only concerns tour operators, operating in the Gulf Countries; 

• Small number of accommodations and food facilities. This problem is especially critical in 

Racha; 

• There is no consideration of tourism products or services on family travelers, which reduces 

the duration of stay of this segment on the destination; 

• Lack of hotel chains, especially in Imereti and Svaneti regions, that would attract high paying 

segment on the destination; 

• Lack of tourism information centres; Need to be added by municipalities; 

• Promotion of regions, especially by organizing familiarization trips. 

Figure 3-Assessment of tourism service quality by the regions 

 

Figure 4-Diversification of tourism products identified by tour operators by region 
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Figure 5-Tourism product used by tour operators by the Regions 

 

However, despite the gaps of tourism value chain, the rich and unique natural and cultural resources, 

and visitor’s satisfaction in Georgia provides the tourism development perspective with sustainable 

management approaches that will help to reduce the migration process and encourage local economy 

development by creating new jobs and increasing incomes. 

According to survey analysis some tourism infrastructure exists in Imereti and Svaneti regions, but 

same is hard to say about Racha-Lechkhumi and Lower Svaneti regions. Consequently, tourism 

development is still at a basic level here. Small tourism infrastructure (signs, information boards) needs 

to be provided to cultural and natural sights in all three regions. However, these facilities require to be 

cleaned from solid waste and waste management system need to be set-up. 

According to Tour Operators it is important to distribute tourist flows through the development of new 

tourist destinations, which require complex development of research-based strategy, diversified 

tourism products creation and providing staff and infrastructure. 

Tourism service quality is a major problem in all three regions, the most critical situation is in Racha-

Lechkhumi and Lower Svaneti regions. Local tourism service providers need the additional trainings in 

tourism management and tourism product development. Flexibility and quality of services, product 

diversification, information accessibility, price and quality compliance are key issues to be focused on 

in the target areas. 

For diversification of tourism product development in regions tour operators recommend to 

encourage agritourism and traditional craft development, by providing workshops and branding of the 

products which in turn will encourage local economy development. 

 

Future plans towards tourism development in the target region  

For Tsageri municipality tourism is becoming as one of the most promising industry, so local 

government is planning to open tourism information centre, to reorganize local LLEP Tourism 
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Development Centre and to create tourism development plan. Tourism Development Strategy is in the 

stage of preparation.  

In 2018 -2019 WWF together with Agency of Protected Areas was working on creation of Racha PA. 

Planning documents has been elaborated and presented to the parliament for approval.  

Enguri dam will became tourist zone in 4 years with 50 million GEL investment and will cover 157 

hectares of area and it will include a scientific centre, open concert space, components for facilities  

In 5 years, there is a perspective of Hatsvali to be connected with ski lift to Tetnuldi and supporting 

infrastructure will be developed. 

Special vocational and educational modules together with GMGA for mountain guides will be 

elaborated in Mestia’s Vocational Educational Collage.   

Special offers for climbing adventures and centres are planned from private sector in Chiatura, 

rehabilitation for cable cars are ongoing, Tourism service database will be created as soon local 

municipality will approve the action. 
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6. Assessment of Tourism Value Chain per municipality 

Mestia Municipality 

 

Picture 3-Map 01. Natural and Cultural Resources of Mestia Municipality 

Among the municipalities grouped in the first category, Mestia has the most visitors, as well as the 

accommodation facilities registered. According to the focus group results, tourism development is 

active in Mestia for last 10 years. Based on the opinions of the research participants, number of visitors 

increases each year. In addition, number of accommodation facilities grow as well, positively affecting 

the increase of income from tourism. Participants do not have statistical data on increase of the 

visitors. However, they agree that it is visible how number of tourists grow.  

Participants of the focus-groups connect the development of tourism in Mestia with local nature and 

architectural heritage. In addition, one of the factors they underline is big infrastructural projects 

implemented by the State; for example, construction of the main road of national importance to reach 

Mestia, as well as implementation of different infrastructural projects in the lowland of Mestia. As the 

third important factor, participants name the awareness raising and targeted commercial campaigns 

about Mestia, which were implemented by the support of the central government. The factors 

mentioned above played a key role in tourism development in the municipality. As the respondents’ 

state, after these activities/projects the tourism started to develop itself. 

Tourism development in Mestia can be described as "chaotic" without adoption of the strategic 

development plan and required regulations. As focus group participants underline, chaotic 

development raised various problems in different directions, which require important steps to be 

taken for the elimination of this problems and for further sustainable development of the municipality. 

Existing local challenges can be divided into few main groups:  
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⦁ Damage to the architectural landscape - the development regulation plan of Mestia has not been 

adopted until today. As a result, construction processes of last 10 years are chaotic and most of the 

times, damaging to the architectural landscape of the municipality.  

⦁ Municipal waste management - as number of tourists grow, the number of service facilities (catering, 

accommodation) increases, accordingly municipal waste grows as well. There are numerous littered 

places around lowland river shores as well as near different cultural or natural sightseeing territories. 

However, the respondents underline that responsible for littering are mostly the Georgian citizens 

working in the service sector rather than visitors from different countries.  

⦁ "Dropping" agriculture - accompanying process of the tourism development is that locals involved in 

the tourism sector in one way or another, leave the agricultural sector. As participants underline, area 

of unprocessed agricultural land grows, also number of households involved in the livestock breeding 

decreases. As a result, the local agricultural production also diminishes; for example, even purchasing 

of such a traditional product as "Sulguni" is already difficult. Main part of the agricultural products is 

delivered from outside of the municipality.  

⦁ Local identity change - the active growth of tourism affected the relations inside community and the 

lifestyle in general. 

 Increased financial resources and competition in some cases had a negative impact on the relations 

inside the community.  

⦁ Uneven distribution of tourism in villages of the municipality - according to the locals, tourism is well 

developed only in few settlements of the municipality (Mestia, Ushguli, etc.), and in the most villages 

there is a potential for development. Thus, it is recommended to widen the tourism development area, 

which can ease the tourists’ concentration in one area of the municipality.  

Table 5-Assessment of Mestia Tourism Value Chain 

Mestia Municipality 

Marketing and 

communications 

Local tour operators Almost all accommodations are 

trying to offer tourists full 

packages to increase number of 

overnights.  

International tour operators Mostly drivers and guides from 

Mestia have certain connections 

with international tour operators 

Intermediary electronic sites 

(booking.com, airbnb.com, 

tripadvisor.com) 

Mostly Booking.com is common 

for accommodations possibilities, 

also lot of tourism service 

providers are available on 

Tripadvisor.com, but most of 

them don’t have a knowledge in 

using it. 
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Mestia Municipality 

Facebook and other Social Networks The most common presentation 

and communication with clients is 

done via Facebook, in this 

municipality Facebook has 

replaced personal webpages 

Transport 

accessibility 

Minibus Well-developed transport 

mobility network with western 

cities, But the lack of information 

and the ability to book 

Car renting with and without driver Car renting is available on site (in 

Mestia, Ushguli), however, 

reservations are limitedAvailable 

Airlines Domestic flights from several 

hubs of Georgia are available 

Accommodation Guest house The most used and available 

accommodation type in the 

municipality, very rare number of 

traditional types of 

accommodation 

Hotel Hotels are available mostly in 

Mestia and Becho 

Hostel There are several hostels, but it is 

very difficult to differentiate 

between hostel and hotel 

Apartments Very rare number of apartments 

are available only in Mestia 

Adapted for children There is a huge gap of 

accommodation services which 

are adapted for children of all 

ages 

Adapted for people with disabilities Not adaptation available 

Campsites Mostly campsites are integrated 

with the guest house 

Condition Mass tourism, missing sustainable 

approach determines the damage 
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Mestia Municipality 

Natural and Cultural 

sites 

of unique cultural and natural 

resources 

Most Attractive Svan Towers, village “Chajashi”, 

Museums in borough Mestia and 

village Ushguli, “Lamaria” church, 

mountain resorts “Tetnuldi, 

“Hatsvali” and Svan living culture, 

etc.  

Touristic Routes Mestia municipality has the 

largest number of tourist trails. 

Most of them are marked 

according to the national 

standards with different 

signalization and several of them 

are not marked at all. Network of 

trails needs improvement in 

terms of adjustment to the new 

reality, common marking systems, 

new descriptions and mapping 

Infrastructure The basic tourism infrastructure 

specific for the mountain area is 

very poorly developed such as 

interpretation boards at the 

cultural sites, toilets, tourist 

shelters, trekking roads between 

villages, viewpoints. 

Local 

productions(food 

and beverage) 

Local market stalls Local market is available only in 

Mestia 

Wholesale warehouses There are no available 

Super and hyper markets Only small markets are available 

Local farmers Local farmers are outside of 

tourist destination places and the 

agricultural resources, special 

food is decreasing from year to 

year 

Café If even proper number of places 

are called café, only several of 
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Mestia Municipality 

Catering Facilities 

(Gastronomy) 

them are fulfilling requirement of 

this kind of service 

Restaurant So called restaurants or even very 

simple type of this kind of service 

is available almost in every 

touristic place in Svaneti 

Fast Food This kind of service is Available 

almost everywhere but mostly 

near the main road. Offer is not 

diversified and production is very 

similar production to bakery  

Bar There are no bars available in 

Mestia, but similar services can be 

offered by the restaurants 

Adapted for children There are no special menus and 

special portion for children but 

upon request special preparations 

can be made 

Aimed for vegans, vegetarians No special diets are available 

neither from religion point of view 

nor in terms of health restrictions  

Souvenirs Local crafts Traditional craft is very common 

and developed in Mestia 

municipality, some of masters are 

very high quality but they do not 

have any services adopted to the 

tourism industry 

Souvenirs of sightseeing In Mestia municipality every type 

of quality and price souvenirs are 

presented, but very few of them 

are created in Mestia  

Local products  Mostly in Mestia possibility to buy 

svanetian salt, honey, cheese, 

spices  

Events 
Local Events and Festivals 

During last year svan traditional 

event started to get more popular 

and also during the tourist season 
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Mestia Municipality 

several big festivals are financed 

from the central government 

Relax and Spa 
Swimming Pools and gyms 

Several hotels are offering 

swimming pools and gyms 

Spa and recreational physiotherapy 

cabinets 

According to the survey 

conducting  

Hairdresser Available 

Medical Services Dental services Available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 

higher education 

Diploma courses for cooks Available 

Diploma courses for guides Available 

Diploma courses for hotel managers 
Available hotel staff development 

courses 

 

SWOT Analysis 

Table 6-SWOT Analysis of Mestia Municipality 

Mestia Municipality 

Strengths Weaknesses 

Management and Governance 

- The existence of a tourism center; 

- Existence of information bases; 

- Development and promotion of 

tourism infrastructure; 

- Strong local governmental body 

- Newly established DMO 

- Existence of local active group LAG 

Management and Governance 

-  Lack of tourism product development 

and interpretation skills in existing staff. 

Location and accessibility 

- Asphalt pavement; 

- Connection systems with other 

municipalities; 

Location and accessibility 

- Lack of knowledge about natural hazards 

and lack of DRR plan; 

- High snowfall and bandwidth limitation; 



 

57 
 

Mestia Municipality 

- The harsh climate that restricts the 

development of winter tourism activities; 

Cultural and natural values 

- Intangible cultural heritage; 

- UNESCO cultural heritage monument; 

- Unique architecture (ancient towers) 

and authentic; 

- Biodiversity and ecosystems; 

- Uuntouched nature and landscapes 

-  Acidic waters and glaciers; 

- Large reservoir of fresh water (lakes, 

rivers, waterfalls) 

Cultural and natural values 

- Damage to cultural and natural sites due 

to low awareness of the existing cultural 

and natural resources of the local 

community; 

- Change in ecosystems and habitats; 

Local community 

- Language and dialects; 

- Crafting, Culinary, beekeeping 

traditions; 

- Traditions related to livestock and 

agriculture; 

- With other regions of Georgia relatively 

less migration 

Local community 

- Low involvement of local municipal 

administration in tourism development 

and management; 

- Lack of private initiatives; 

- Conflict with local communities (because 

of forest resources);  

Product and infrastructure 

Tourism demand 

- Marked hiking and horse riding trails; 

- Ski resorts; 

- Strong network of service providers 

(accommodation, F&B and transport); 

- Museums, house-museums; 

- Adventure sports opportunity; 

- Popular Route (Ushguli - Zeskho) 

Product and infrastructure 

Tourism demand 

- Lack of Tourist infrastructure (mainly 

roads); 

- Lack of professional experience in the 

service sector: Service plus, tourism 

management skills; 

- Lack of marketing and advertising; 

Limited ability to organize events; 

- Lack of entertainment or other tourist 

activities; 

- Lack of education (knowledge of foreign 

languages, limited knowledge of 

services); 

- Lack of local agri-products  

- Mestia Local Development Strategy poor 

system of emergency and rescue 

services. 
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Mestia Municipality 

- Lack of tourism product development 

and interpretation skills in existing staff. 

Marketing 

- Access to information in digital media; 

- Winter resorts advertising campaign 

and events; 

- Access to online booking systems; 

- High public awareness and sharing of 

information; 

Marketing 

- Svaneti Positioning and Branding; 

- Market segmentation and problem of 

defining target groups; 

Opportunities Threats 

Management and Governance 

- Strong private sector, which would like 

to be involved in DMO management 

- Develop different professional skills for 

Product development; 

- Creating / implementing a volunteer 

system; 

Management and Governance 

- Deforestation, poaching and 

unsustainable use of resources; 

- Construction of hydropower and dams; 

- Lack of local service experience and 

understanding of visitor expectations and 

requirements resulting in loss of tourists; 

- Climate change / global warming and the 

unknown impact of climate change on 

tourism activities; 

- Gold licenses issued; 

- Unstable state of cultural monuments; 

Location and accessibility 

- Rehabilitation of roads, access to 

tourist sites, Trail development  

- Additional flights and municipal 

transport development from village to 

village; 

Location and accessibility 

- The large number of natural disasters 

that can cause displacement and safety 

of tourists; 

Local community 

- Raising awareness of the local 

community regarding the development 

of tourism products; 

- Improving and diversifying the quality 

of services; 

Local community 

- Risks associated with threats to 

authenticity and cultural identity; 

- Conflict with communities (e.g. fishing, 

hunting, illegal logging); 

- High depopulation rate in small villages; 
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Mestia Municipality 

- Create strong brand of Svan Ecovillages 

– One Brand One Village.   

Product and infrastructure 

Tourism demand 

- Development of cultural routes; 

- Ethnographic tours integrated with 

nature; 

- Educational tours for students, school 

children; 

- Selling travel packages that include on-

site transportation services  

- Diversification of product and service in 

terms of development of mountain and 

adventure tourism; 

- Managed Trails system – Book your 

Trail  

Product and infrastructure 

Tourism demand 

- The threat of over tourism, unsustainable 

consumption of resources due to the 

abundance of tourists; 

Marketing 

- Develop calendar of annual events; 

- Create a new app about tourist routes 

and destinations; 
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Ambrolauri Municipality 

 

Picture 4-Map 02. Natural and Cultural Resources of Ambrolauri Municipality 

Unlike Mestia, the development of tourism in Ambrolauri started later and covers now last 5-6 years. 

As in Mestia, in Ambrolauri as well the process was greatly supported by its natural heritage as well as 

wide-scale infrastructural projects, for example, construction of the airport; Also, potential of the 

agricultural tourism, which is characterized by important winery traditions. Ambrolauri is the 

administrative center of Racha-Lechkhumi and Lower Svaneti region. As part of the respondent’s state, 

this factor supports the process of accumulation of certain financial resources in Ambrolauri, which 

puts other municipalities of the region in unequal situation. Unlike Mestia, in Ambrolauri we cannot 

see the tendency of "overloaded" tourists, but as the locals claim - the number of tourists grow. The 

documents as are concept of sustainable tourism development, strategy and visions are not adopted 

in Ambrolauri either. Accordingly, danger of chaotic development as in case of Mestia without such 

documents is high. Existing challenges regarding tourism development in Ambrolauri are as follows: 

• Awareness raising about municipality sightseeing; 

• Identification and marking of new touristic routs; 

• Strategic documents and action plans required for tourism development; 

• As in Mestia, in Ambrolauri as well the number of local agricultural products is low.  

Needed products are delivered from outside the municipality. Medium and low development level of 

tourism. As already mentioned, this group includes Oni, Ambrolauri, Tsageri and Chiatura 

municipalities. One of the common features of these municipalities is that tourists visit these places 

mostly by "passing by". For example, most of the times tourists stay in Ambrolauri, but in case of Oni, 

there they mainly spend a day and seldom stay overnight. Lentekhi and Tsageri municipalities tourists 
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visit by foot, riding horse or motorcycle, stay one night and then continue their way to Ambrolauri - 

via Orbeli Pass to Racha and/or Kutaisi. Thus, one of the main challenges for all three municipalities is 

to attract the tourists to stay and spend few days there. 

Table 7-Assessment of Ambrolauri Tourism Value Chain 

Ambrolauri Municipality 

Marketing and 
communications 

Local touroperators Some of the guesthouse owners 
and camping owners are 
offering complementary 
services, 

Camping side with integrated 
services are also available  

International tour operators International tour operators 
have direct contacts to local 
tourism service providers, such 
as wineries, glamping areas and 
etc.  

Intermediary electronic sites 
(booking.com, airbnb.com, 
tripadvisor.com) 

Available, mostly booking and 
Tripadvisor, due to lack of ICT 
skills and knowledge there are 
fundamental problems of 
mapping of property on the 
map. 

Facebook and other Social Networks Very active and diverse activities 
from the side of local private 
sector and tourism information 
sector on Facebook and 
Instagram 

Transport 
accessibility 

Autobus Minibuses with different 
direction available, mostly 
Kutaisi and Tbilisi 

Car renting with and without driver Only Taxis and cars with drivers 
are available, mostly offered by 
accommodation and TIC 

Airlines Domestic flights 2 times in week 
from Natakhtari 

Accommodation Guest house As accommodation possibilities 
mostly guest houses are 
available, very diverse and 
different quality   
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Ambrolauri Municipality 

Hotel Hotels can be granted with no 
more than two stars.   

Hostel Dormitory rooms in guesthouses 
are available, but it does not fit 
to the hostel standart. 

Apartments  Only in Shovi there are some 
apartment style rental facilities  

Adapted for children This segment isn’t considered of 
most tourism offers 

Adapted for people with disabilities  There are some adjustments for 
custumers with special needs 
but not according to the 
standarts 

Campsites Diverse camping sides, including 
glamping  

Natural and Cultural 
sites 

Condition Top two destinations like 
Nikortsminda and Shaori lake 
are equipt with basic touristic 
infrastructure. It is difficult to 
access other sights. 

Most Attractive Churches: Barakoni,  
Nikorcminda, Khotevi, “minda” 
fortress,”Khmori” waterfall, 
Sakinule Cave, Shaori reservoir 

Touristic Routes Most of tourist  trails are 
marked, but doesn’t comply to 
the National Standard 

Infrastructure Mostly concentrated in 
Municipal center itself. There is 
still very difficult to access most 
natural and cultural attractions 

Local 
productions(food 
and beverage) 

Local market stalls Available only in municipal 
center 

Wholesale warehouses Not available 

Super and hyper markets Small shops are presented in 
almost all big village and 
municipal center 
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Ambrolauri Municipality 

Local farmers Mostly wineries as production, 
ham producers as big scale 
farms, but almost all villlagers 
have own local rural products.  

Catering Facilities 
(Gastronomy) 

Café So called cafes with limited offer 
are available   

Restaurant  According to the international 
basic standarts available 
restaurants have services such 
as cafeteria and are mostly for 
local custumers  

Fast Food Bakeries mostly are considered 
as fast food points 

Bar Not available  

Adapted for children Not available 

Aimed for vegans, vegetarians Only fasting food are considered 
to be for vegetarians even 
vegans but no other special food 
is available  

Souvenirs Local crafts Racha in terms of traditional 
crafts is considered to be major 
place for carpenters and masters 
who are working on wood. There 
are no special services for 
tourists developed but as 
potential is huge, even for 
souvenier productions  

Souvenirs of sightseeing Not available 

Local products as souveniers  Wine, honey and ham can be 
considered such as. There are 
some special offers but not 
diversified per price or quality  

Events 

Local Events 

Ambrolauri Municipality has 
events calendar for year, but 
events based on the quality are 
not targeted on international 
customers  

Festivals International Folk Festival 

Relax and Spa Swimming Pools and gyms Not available 
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Spa and recreational physiotherapy 
cabinets 

Not available 

Hairdresser Available 

Medical Services Dental services Available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 
higher education 

Diploma courses for cooks Available 

Diploma courses for guides Not available 

Diploma courses for hotel managers Available  

 

SWOT Analysis 

Table 8-SWOT Analysis of Ambrolauri Municipality 

Ambrolauri Municipality 

Strengths Weaknesses 

Management and Governance 

- Creative approach of Tourism 
Information Center and its emploees  

- Reach promotion material  

- Friendly and creative atmosphere in 
Tourism Information center  

Management and Governance 

- Lack of cooperation with national tour 
operators 

- Lack of cooperation (network) with and 
between local tourism service providers 
(guest houses, hotels, restaurants, cafes, 
agritourism farms) 

- Weak cooperation with local 
stakeholders  

Location and accessibility 

- Well paved central road 

- Ambrolauri airport and regular internal 
flights 

- Traffic signs and night lights are more-
less in good condition  

- Inside roads are more-less well-
developed  

Location and accessibility 

- Some inside roads are damaged 

- Some roads to the cultural and natural 
monuments are damaged  

- There aren’t traffic signs everywhere  

Cultural and natural values Cultural and natural values 
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- Unique natural resources (organic 
nature monuments, caves, waterfalls, 
canyons, lakes and Glacial erratics) 

- Unique and diverse cultural monuments 
(fortresses, towers, archeological sites, 
wine cellars, churches etc.) 

- The cultural monuments with national 
importance status  

- Rich intangible cultural resources 
(winemaking tradition, rich cuisine) 

- Caves ecosystem 

- Resort and resort localities   

- Strong agri culture, especially wine 
producing  

- Old traditional wooden Houses and 
knowledge of making them  

- Wine Routes  

- Shaori reservoir  

- Lack of tourism infrastructure for some 
natural and cultural monuments 
(information boards, signs etc.) 

- Lack of information about Ambolauri 
tourism resources  

- Lack of intangible cultural heritage and 
handcraft interpretation and popularity 
among local communities   

Local community 

- Local community have an interest and 
desire to develop tourism  

- Some of them have awareness to create 
qualified and interesting tourism 
products  

Local community 

- Low awareness of the local community 
towards tourism business development 
and unique experience promotion  

- Lack of knowledge about qualified 
tourism services 

Product and infrastructure 

Tourism supply 

- Popular natural and cultural monuments 
as for residents of Georgia as foreigners  

- Information about some cultural and 
natural monuments is available online 

- Marked tourist routes and information 
boards on some of them. 

- Printed tourism product is available in 
the tourism center 

- Staff can help tourist to plan the trip 

Product and infrastructure 

Tourism supply 

- Lack of diverse tourism service providers 
and low quality of some existing 
properties  

- Most of the food facilities are in poor 
condition and oriented only on domestic 
tourism  

- Low quality of service (language, 
courtesy, smiles, serving, etc.) 

- Lack of local complex tourism services 

- Lack of stable events and festivals  
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- Many successful and unique tourism 
facilities (Garemo, Glamping Georgia, 
Khvanchkara wine cellar etc.) 

- Marking tourist routes  

- Lack of local products (packaged) and 
souvenirs 

- There is no infrastructure for people 
with disabilities 

- Shops and Food facilities cloth early, 
after 10 P.M it’s impossible to go 
somewhere for food or entertainment. 

Marketing 

- Many tourism service providers are 
presented on online platforms 
(bookind.com, airbnb.com, TripAdvisor 
etc.) 

- Tourism resources advertising video 
about Racha 

Marketing 

- Only about popular sightseeing is 
information available, others need 
popularization  

- It is impossible to book all travel services 
online 

Opportunities Threats 

Management and Governance 

- Raising the professionalism of existing 
staff in the tourism sector 

Management and Governance 

- Frequent change of Top management  

- Unsustainable funding 

- Irrelevant decisions from central level  

- Lack of professional personnel  

- Political instability 

- Lack of communication 

- Absence of Tourism development 
strategy and sustainable waste 
management documents. 

Location and accessibility 

- Arrangement of main and inside  roads 
to the natural and cultural resources, 
also wine cellars  

- Marking tourist routes and renovating 
old ones, which are in poor condition  

 

Local community 

- Increase business cooperation and 
confidence-building with residents. 

Local community 

- Weak support from local people 
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- Increase knowledge of local 
communities about the importance of 
qualified tourism services 

- Training for service providers on 
different issues  

Product and infrastructure 

Tourism supply 

- To create potential tourism products for 
target groups (for example: integrating 
intangible cultural sites into tourism 
products, agriculture tours, Oda houses 
tours) 

- Development of infrastructure for 
people with disabilities 

- Selling full travel packages  

- Ethnographic tours integrated with 
nature 

- Cultural and wine tours more oriented 
for school trips  

- More interactive tourism products  

- Arrangement of camping sites and rental 
services  

- Offering and selling diverse local 
products 

- Build a recreation center on Shaori 
Reservoir 

Product and infrastructure 

Tourism supply 

- Wrong positioning for domestic and 
international markets 

- Not managed negative responses and 
feedback on several major booking 
websites  

Marketing 

- More printed tourism products 
(brochure, information book etc.) 

- Annual events calendar; 

- Planning and organizing information 
tours; 

- Participation in local and international 
exhibitions and celebrations. 

- Making campaigns for promoting 
Ambrolauri municipality  
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Picture 5-Map 03. Natural and Cultural Resources of Lentekhi Municipality 

• Lack of infrastructural projects - according to the locals, in the municipality itself and in the 

lowland Lechkhumi there is a lack of those infrastructural projects that could support the 

tourism development. For example, central water supply system, roads to reach villages, 

marking of the touristic routs, etc.   

• Touristic services - there is a lack of development of various touristic services, as are horse 

riding, rafting and other kinds of services that could attract the tourists. In addition, the 

catering facilities also lack development and do not match tourist demand level. According to 

the participants of the qualitative research, number of guest houses increases, however 

majority of the locals do not have means to renovate and furnish the houses accordingly.  

Table 9-Assessment of Tourism Value Chain in Lentekhi Municipality 

Lentekhi Municipality 

Marketing and 
communications 

Local tour operators This kind of services are 
connected to the several 
guesthouses  

International tour operators International tour operators 
don’t have direct contact to local 
tourism service providers, 

Intermediary electronic sites 
(booking.com, airbnb.com, 
tripadvisor.com) 

Small number of tourism service 
providers are registered on 
intermediary sites (on 
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booking.com and 
tripadvisor.com) 

Facebook and other Social Networks Very low activity is even from 
private sector on social 
networks  

Transport 
accessibility 

Autobus Minibuses are available from 
Tbilisi and Kutaisi , frequency 
increases in Summer  

Car renting with and without driver 4X4 cars with drivers are 
available, but again there are 
connected to the 
accommodation  

Airlines Ambrolauri and Mestia domestic 
airports and Kopitnari 
international airport can be seen 
as major hubs for this 
destination.  

Accommodation Guest house A range of very simple 
guesthouses are available, there 
are connected to the agrifarms, 
still available in lower Svaneti  

Hotel There is only one Hotel together 
with bar and restaurant, it is 
comparible to the 3 star 
services.  

Hostel No hostels are available, only 
dormitory rooms in the 
guesthouses, which are not 
according the basic standards.  

Apartments Not available 

Adapted for children Non of the facilities has special 
infrastructure or services 
focused on young customers  

Adapted for people with disabilities  Only by chance can be some 
facilities considered for 
customers with special needs 

Campsites Zeskho camp is available and is 
functioning under private 
management, but it has to be 
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improved and adjusted to the 
modern standards   

Natural and Cultural 
sites 

Condition Poor accessibility to all tourist 
attractions 

Most Attractive Resort “Muashi”, St. George’s 
church, Archangel church 

Touristic Routes Tourist trails are researched by 
GNTA, but need marking with 
considering national standard. 
Trails, which are connecting 
upper and lower Svaneti in 
different altitude or place are 
poorly marked and needs 
maintanence  

Infrastructure There is no tourism 
infrastructure at most of tourism 
attractions and sites 

Local 
productions(food 
and beverage) 

Local market stalls Available (once a week) 

Wholesale warehouses No special distribution services, 
or products are available, even 
for hotel and restaurant 
products are delivered from 
Tbiliai or Kutaisi 

Super and hyper markets Only small markets are available 

Local farmers Local farmers are much more 

active and well developed then 

in Upper Svaneti 

Catering Facilities 
(Gastronomy) 

Café So called café is available, but it 
is not considered as classic café 
with basic facilities  

Restaurant Only in Lentekhi connected with 
accommodation restaurant is 
available, no Svan food is served  

Fast Food Bakheries can be considered as 
fast food facility 

Bar Only one bar is available in 
above mentioned  
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Adapted for children There are no special menues or 
even facilities are Ifor children  

Aimed for vegans, vegetarians Not available 

Souvenirs Local crafts In Lentekhi very famous 
carpenters and other traditional 
craft practitioners are available 

Souvenirs of sightseeing Not available 

Local products  Local products are available 
without packages and branding 

Events 

Local Events 

Municipality has Tourism office 
with in total 30 persons, they are 
operating so called local event 
calendar 

Festivals 
No international was conducted 
so far in Lentekhi 

Relax and Spa Swimming Pools and gyms Not available 

Spa and recreational physiotherapy 
cabinets 

Not available 

Hairdresser Available 

Medical Services Dental services Not available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 
higher education 

Diploma courses for cooks Not available 

Diploma courses for guides Not available 

Diploma courses for hotel managers Not available  

 

SWOT Analysis 

Table 10-SWOT Analysis of Lentekhi Municipality 

Lentekhi Municipality 

Strengths Weaknesses 

Management and governance Management and Governance 
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- Tourism development center is available as 
public organization for tourism services, 

-  Lack of tourism product development 
and interpretation skills in staff. 

- Lack of qualified staff, lack of 
qualifications, selection policies and low 
salary; 

- No cooperation with tour operators; 

- Lack of collaboration and collaborative 
initiatives in service providers;  

- No cooperation with local stakeholders; 

Location and accessibility 

- Circuit possibility to Mestia; 

Location and accessibility 

- Difficult to reach because of 
geographical location; 

- Roads with limited bandwidth during the 
winter season; 

- The harsh climate that restricts the 
development of winter tourism 
activities; 

Cultural and natural values 

- Architectural and functional diversity of 
cultural heritage; 

- Intangible cultural heritage; 

- Biodiversity and ecosystems; 

- Untouched nature and landscapes 

-  Acidic waters and glaciers; 

Cultural and natural values 

- Damage to cultural and natural sites due 
to low awareness of the existing cultural 
and natural resources of the local 
community; 

- Change in ecosystems and habitats; 

Local community 

- Motivated and interested local community; 

- Cultural authenticity of the region traditional 
wooden architecture and dwellings preserved 
in mountainous villages; 

Local community 

- Poorly developed agriculture; 

- Lack of tourism awareness; 

- Lack of information about existing 
material cultural resources (they are 
misinformed or in most cases unaware of 
their existence); 

- Lack of awareness of existing natural 
resources (in most cases they do not 
know what the visitor should see and 
where to go) 

Product and infrastructure, Tourism demand 

- Popular Route (Ushguli - Zeskho) 

Product and infrastructure, Tourism demand 

- Damaged tourist infrastructure; (roads, 
buildings, bridges) 

- Lack of professional experience in the 
service sector: guest service experience, 
touristic management skills; 
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- Lack of Management and administrative 
skills what is needed for marketing and 
advertising; Limited ability to organize 
events; 

- Small range of additional services and 
diversified products; 

- Unmarked network of existing routes 
and trails; 

- Limited number of low-quality family 
hotels and small number of registered 
small hotels; 

- No entertainment or other tourist 
activities; 

 Marketing 

- Problem with access to information; 

- Small number of maps, brochures and 
directories; 

- Lack of marketing campaigns;  

- Positioning and branding; 

Opportunities Threats 

Management and Governance 

- Raising awareness of existing staff in tourism 

- Relevant skills Tourism development for staff  

- Knowledge of languages 

- Offering and selling a variety of products by 
strengthening the business partnership 

- Revenue mechanisms creation and 
strengthening 

- Good relations with stakeholders to support 
the development of the municipality 

- Finding international projects and funding 
sources 

- Raising awareness of the local community in 
tourism and agri-culture 

Management and Governance 

- Deforestation, poaching and 
unsustainable use of resources; 

- High rate of depopulation; 

- Lack of local service experience and 
understanding of visitor expectations 
and requirements resulting in loss of 
tourists; 

- Climate change / global warming and the 
unknown impact of climate change on 
tourism activities; 

- Construction of tunnel connecting Upper 
and Lower Svaneti 

- Frequent change of Top management  

- Unsustainable funding 

- Irrelevant decisions from central level  

- Lack of professional personnel  

- Increased poaching and loss of 
biodiversity 

Location and accessibility 

- Arrange of main and inner ways to the natural 
and cultural resources  

Location and accessibility 

- Natural disasters: mudslides, landslides, 
floods 
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- Make and renew tourism and traffic signs  

- Marking of tourist routes  

- Set up of Information boards  

- Contributed to the development of tourist 
infrastructure along the Ushguli-Zeskho route 

 Cultural and natural values 

- Risks associated with threats to 
authenticity and cultural identity; 

Local community 

- Increase business cooperation and confidence 
building with local residents. 

- Increase knowledge of local community about 
Tourism benefits and importance to protect 
cultural and natural resources 

- Raising awareness of local community to 
protect unique intangible cultural heritage and 
restore forgotten traditions 

Local community 

- Conflict with communities (e.g. fishing, 
hunting, illegal logging); 

- High mortality rate and depopulation 

Authentic and old houses collapsed 

Product and infrastructure, Tourism demand 

- To create potential tourism products for target 
groups (for example:  hiking and horse riding, 
interpreting nature, integrating intangible 
cultural sites into tourism products) 

- Selling travel packages that include 
transportation to the location (for example 
multi-day tour and caves tour) 

- Ethnographic tours integrated with nature. 

- Educational tours for students, schoolchildren 
(for example, learning about industrial 
heritage) 

- Infrastructure development and attraction of 
visitors to Muashi Resort 

Product and infrastructure, Tourism demand 

- Wrong positioning 

- Negative evaluation in the web-sites  

Marketing 

- Creation of print marketing materials; 

- Development of annual events calendar; 

- Planning and organizing information tours; 

- Creation of application about Lechkhumi 
municipality 

- Tourist marketing campaigns that take visitors 
from Mestia 

- Appropriate positioning and branding 
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Picture 6-Map 04. Natural and Cultural Resources of Chiatura Municipality 

In Chiatura municipality the number of tourists for the past 4-5 years have been growing. This is due 

to Katskhi Sveti - the mountain tourism resort of Chiatura. However, development of infrastructure is 

one of the important problems. According to the locals, there are several factors that can be described 

as barriers for tourism development in the municipality: 

• Ecological situation - extraction of manganese without required standards of environmental 

safety makes air and ecological situation of the city less attractive for tourists. 

• Touristic services - in Katskhi as well as in Chiatura the quality level of services for tourists is 

low and the locals need additional trainings to deliver services in accordance with standards. 

• Infrastructure - infrastructure in the municipality needs serious renovation. At the current 

condition it is a hindering factor for tourisms development. 

Table 11- Assessment of Chiatura Municipality Tourism Value Chain 

Chiatura Municipality 

Marketing and 
communications 

Local tour operators There is no organized tourism 
offers (tour packages) on local 
level, even existing TIC has no 
information about different 
tourism possibilities in the 
municipality  

International tour operators No connection between 
international tour operator and 
local tourism service providers, 
except Booking.com  
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Intermediary electronic sites 
(booking.com, airbnb.com, 
tripadvisor.com) 

Few numbers of tourism service 
providers are presented on 
booking.com, mainly hotels.  

Facebook and other Social Networks Mostly private profiles (serving 
as business profiles) are 
presented 

Transport 
accessibility 

Autobus Tbilisi-Chiatura, Kutaisi-Chiatura 
only minibus is available (every 
hour) 

Car renting with and without driver Local taxes are available, but 
cars are mostly in very bad 
condition (no security belts and 
etc)  

Railway Is available, but in very poor 
condition, no online booking 
opportunity 

Accommodation Guest house Small number, needs 
development 

Hotel Hotels are in poor condition, 
quality of service, unique 
tourism offers and etc. 

Hostel Only dormitory rooms in so 
called guesthouses   

Apartments Not available 

Adapted for children Not available 

Adapted for people with disabilities Not available 

Campsites There are potential sites without 
any developed infrastructure 

Natural and Cultural 
sites 

Condition Only accessible are cultural sites, 
but natural monuments, like 
caves aren’t accessible (poor 
condition)  

Most Attractive Cable cars system,”Katskhi Pillar 
Complex, “Mghvimevi” 
Monastery 

Touristic Routes Small tracking trails are marked.  
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Infrastructure Tourism information center, 
toilets, souvenir stalls at 
“Katskhi Pillar complex” 

Local productions 
(food and beverage) 

Local market stalls For the farmers local 
distribution markets is available 

Wholesale warehouses Not available 

Super and hyper markets Only supermarkets are available 

Local farmers Trout farms, wine producers are 
presented, but without offering 
tourism services 

Catering Facilities 
(Gastronomy) 

Café Cafes are available, but most of 
them are in poor condition in 
terms of infrastructure, services 
and cleanness  

Restaurant Are available only for local 
customers and developed 
according to their needs. 

Fast Food Poor condition in terms of 
hygiene and cleanness 

Bar There are some local cafes with 
service of beer bars.  

Adapted for children Not available 

Aimed for vegans, vegetarians Not available 

Souvenirs Local crafts Traditional craftsmanship is 
available, but there are no 
developed tourism services 

Souvenirs of sightseeing Not available, but there is hudge 
potential of its development 
locally.  

Local products  Some small winery has branded 
products   

Events 
Local Events 

Available, but need content 
development and proper 
implementation 

Festivals 
Are available only in special 
occasions, for example under 
the frame work of project, there 
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was a try of revitalizing industrial 
culture 

Relax and Spa Swimming Pools and gyms Only for local children  

Spa and recreational physiotherapy 
cabinets 

Not available 

Hairdresser 
Beauty saloons are generally 
available in municipal center  

Medical Services Dental services Available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 
higher education 

Diploma courses for cooks Not available 

Diploma courses for guides Not available 

Diploma courses for hotel managers Not available 

 

SWOT Analysis 

Table 12-SWOT Analysis of Chiatura Municipality 

Chiatura Municipality 

Strengths Weaknesses 

Management and Governance 

- Newly built Tourism Information Center, 
without any content yet.  

Management and Governance 

- Lack of tourism product development 
and interpretation skills of existing staff. 

- Lack of qualified staff 

- Low salaries 

- Lack of cooperation with tour operators 

- Lack of cooperation (network) with local 
tourism service providers (guest houses, 
hotels, restaurants, cafes, agritourism 
farms) 

- Weak cooperation with local 
stakeholders  

- No connections to GNTA TIC system 

- No connection to the Imereti DMO 

Location and accessibility 

- Location in the central part of the 
country 

- Well paved central road 

Location and accessibility 

- Damaged internal roads 

- Traffic of mining industry  
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- Part of the alternative circuit route  - Narrow roads  

- Lack of traffic signs  

- Road lightning   

- No signs of internal roads  

Cultural and natural values 

- Unique and rich natural resources 
(caves, waterfalls, canyons, caves, 
minerals etc.) 

- Natural monuments  

- Unique and diverse cultural monuments 
(monasteries, fortresses, archaeological 
sites, etc.) 

- Rich intangible cultural resource 
(winemaking tradition, ceramic making 
tradition, rich cuisine) 

- Unique forest cover 

- Speleo Ecosystem  

- One of the important industrial heritage 
sites  

Cultural and natural values 

- Low awareness of natural and cultural 
sites in local community 

- Innapropriate reconstruction of cultural 
monuments  

- Lack of tourism infrastructure near 
cultural and natural sites  

 Local community 

- Low awareness of local community 
towards tourism business development 

- Low involvement of local government 
administration in tourism development 
and management. 

- Lack of knowledge on tourism services 

- Lack of private initiatives 

- Low social level of the local community 

 

Product and infrastructure 

Tourism demand 

- Strong interest in industrial heritage 
(Mines, old ropeways)  

Product and infrastructure 

Tourism Supply 

- Low quality in service, accordingly bad 
feedback  

- Food services only for local communities  

- No guides 

- Absence of combined tourism services  

- Lack of tailor made, diversified tourism 
offers 

- Unsustainable and unplanned events 
calendar  

- Lack of tourist infrastructure  
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- No signs to reach another destination  

- Low occupancy rate, it is used as transfer 
location, or day trip location 

- Lack of local products (packaged) and 
souvenirs 

- Not appropriate for travelers with 
disabilities 

 Marketing 

- Very low booking possibility 

- No information online  

- No ongoing marketing activities 

Opportunities Threats 

Management and Governance 

- Raising awareness of existing staff in 
tourism 

- Tourism relevant skills development for 
staff  

- Knowledge of languages 

- Offering and selling a variety of products 
by strengthening the business 
partnership 

- Activating the Scientific-Advisory Board 
for tourism monitoring and new product 
development. 

- Revenue mechanisms creation and 
strengthening 

Management and Governance 

- Frequent change of subject 
management 

- Unsustainable funding 

- Irrelevant decisions by central level  

- Lack of professional personal  

- Political instability 

- Low level of lobbying and prioritization 
of environmental protection at the 
highest governmental level 

- Lack of communication 

Location and accessibility 

- Arrange of main and inner ways to the 
natural and cultural resources  

- Make and renew tourism and traffic 
signs  

- Marking of tourist routes  

- Set up of Information boards  

 

Location and accessibility 

- Existence of minerals and open-pit 
mining what causes disappearance of 
groundwater and environmental 
pollution 

Local community 

- Increase business cooperation and 
confidence building with local residents. 

- Increase knowledge of local community 
about Tourism benefits and importance 
to protect cultural and natural resources 

Local community 

- high migration  

- ecological problems, that causes 
different diseases 

- Weak support from local people 

- Low awareness towards conservation 
and sustainable development of tourism  
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Product and infrastructure 

Tourism demand 

- To create potential tourism products for 
target groups (for example:  hiking and 
horse riding, interpreting nature, 
integrating intangible cultural sites into 
tourism products) 

- Development of infrastructure for 
people with disabilities 

- Selling travel packages that include 
transportation to the location (for 
example multi-day tour and caves tour) 

- Ethnographic tours integrated with 
nature. 

- Educational tours for students, 
schoolchildren (for example, learning 
about industrial heritage) 

- Arrangement of camping sites 

- Development of industrial heritage 
route 

Product and infrastructure 

Tourism demand 

- Decisions are often irrelevant because 
they are decided on central level  

- Lack of professional personnel 

- Political instability 

- Low level of lobbying and prioritization 
of environmental protection at the 
highest governmental level 

- Lack of communication 

- Absence of Tourism development 
strategy, sustainable Waste 
Management Document.  

Marketing 

- Creation of application about Chiatura 
municipality; 

- Creation of print marketing materials; 

- Development of annual events calendar; 

- Planning and organizing information 
tours; 

- Participation in local and international 
exhibitions and celebrations. 

Marketing 

- Wrong positioning 
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Picture 7-Map 05. Natural and Cultural Resources of Oni Municipality 

Oni municipality is particularly known for its rich natural heritage and resorts with long history as are 

borough Oni, Shovi and few others. Despite of the long history of these resorts, according to the locals, 

Oni lacks visitors. Most of the times tourists visit Oni just for a day and return to Ambrolauri for 

overnight. Nevertheless, few guesthouses still work successfully in Oni and Shovi. Success of the guest 

houses mainly depends on the target oriented hard work of the owners and less on the strategic 

activities for tourism development from the side of local or central governments. Few challenges 

underlined by the respondents in Oni are as follows: 

• Inactive local and central governments - according to the respondents participating in the 

research, there is a lack of projects implemented by local or/and central government that 

would support tourism in the municipality. There are several mineral water deposits in Oni 

that has not been rehabilitated for years till today; in addition, according to the locals, most of 

the resources for tourism development are accumulated in the regional center. 

• Cultural heritage - in Oni municipality there are few important objects of cultural heritage: 

Synagogue, Mravaldzali church, museum, etc., that need rehabilitation, but no steps are 

undertaken by any responsible institution.  

• Promotion - according to the locals, it is important to promote Oni in Georgia as well as abroad. 

However, no steps in this direction are undertaken. 

Tourism Value chain condition is described in following table:  

Table 13-Assessment of Oni Municipality Tourism Value Chain 



 

83 
 

Oni Municipality 

Marketing and 
communications 

Local tour operators Only guest house “Gallery 
Georgia” offers visitors 
organized tour packages  

International tour operators International tour operators 
have direct contacts to local 
tourism service providers 

Intermediary electronic sites 
(booking.com, airbnb.com, 
tripadvisor.com) 

Available  

Facebook and other Social Networks Available 

Transport 
accessibility 

Autobus Available 

Car renting with and without driver Available 

Airlines Not available 

Accommodation Guest house There is very diverse proposal 
of this type of accommodation  

Hotel Only Hotel Sunset offers 
appropriate services for hotels, 
another hotels can be granted 
with no more than two stars.   

Hostel Available 

Apartments Not available 

Adapted for children Sunset offers diverse 
entertainment possibilities for 
young customers 

Adapted for people with disabilities Not available 

Campsites Available potential areas 
without infrastructure 

Natural and Cultural 
sites 

Condition Some natural sites are 
accessible only by foot (e.g. lake 
“Udziro”), and others (lake 
“Kvedi”) - near to occupied 
territories.   

Most Attractive Lake “Udziro”, Synagogue, 
“Mravaldzali” church, resorts -
“Shovi”, “Utsera”. 
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Touristic Routes Most of tourist  trails are 
marked 

Infrastructure There is no well-developed 
tourism infrastructure t natural 
and cultural sites 

Local productions 
(food and beverage) 

Local market stalls One day market in a week only 
for local people 

Wholesale warehouses Not available 

Super and hyper markets Only small markets are available 

Local farmers Ham, honey producers are 
presented mainly in the villages 
of the Municipality, but without 
tourism service offers at site 

Catering Facilities 
(Gastronomy) 

Café Available, but consider only on 
local tourists  

Restaurant Are mainly in poor conditions in 
terms of cleanness and hygiene. 
They don’t have tourist menu 
and considered only on local 
customers 

Fast Food Available, especially bakeries of 
Georgian Khachapuri and 
Lobiani 

Bar Not available  

Adapted for children Only “Sunset Shovi” suggests 
activities, services oriented for 
this target segment  

Aimed for vegans, vegetarians Not available 

Souvenirs Local crafts There are a lot of craft masters, 
but they don’t have developed 
tourism services (except 
“Edena” craft studio)  

Souvenirs of sightseeing Not available 

Local products  Local product in terms of honey 
and ham is very demanded, but 
they need appropriate packages 
for rising sales among tourists 
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Events Local Events Available 

Festivals 
There are some festivals, 
without sustainability (not held 
every year) 

Relax and Spa Swimming Pools and gyms Not available 

Spa and recreational physiotherapy 
cabinets 

Not available 

Hairdresser Available 

Medical Services Dental services Available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 
higher education 

Diploma courses for cooks 
Not available 

 

SWOT Analysis 

Table 14-SWOT Analysis of Oni Municipality 

Oni municipality 

Strengths Weaknesses 

 

 

 

 

 

 

 

 

Location and accessibility 

- Well paved central road 

- Traffic signs and night light on the road 
is more-less in a good condition  

- Near the airport of Ambrolauri 

 

 

 

 

Management and Governance 

- Tourism info center doesn’t exist  

- Lack of cooperation with tour operators 

- Lack of cooperation (network) with 
local tourism service providers (guest 
houses, hotels, restaurants, cafes) 

- Weak cooperation with local 
stakeholders  

 

Location and accessibility 

- Some inside roads still need to be 
improved 

- Long distance  

- Lack of direction signs on the secondary 
roads 

- Do not exist proper number of 
informational boards on the roads to 
the touristic destinations 
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Cultural and natural values 

- Unique natural resources (mountains, 
mountain lakes, mineral waters / Utsera 
and springs) 

- Unique and diverse cultural 
monuments (as museum, Synagogue, 
monasteries, archaeological and 
prehistoric sites, etc.) 

- Balneological and climate resorts 
(Shovi, Utsera) 

- Rivers of different difficulty level and 
available across different seasons (for 
river-based tourism products, rafting, 
kayaking) 

- Rich intangible cultural resource (ham 
and winemaking tradition, diversity of 
local cuisine) 

 

Local community 

- Very few, but existed several examples 
of well-developed local family business 

 

 

 

Product and infrastructure 

Tourism supply 

- Cultural monuments are accessible 
(Mravaldzali monastery, Sinagoga, 
Museum etc.) 

- Some marked trails to the cultural and 
natural sites with information boards 
are available  

- Snow Festival 

 

 

 

 

 

 

Marketing 

 

 

Cultural and natural values 

- Lack of tourism infrastructure to the 
natural and cultural monuments.  

- Lack of information about Oni tourism 
resources  

- Lack of marked routs equipped with 
proper field infrastructure 

- Mineral waters and climate resorts 
need to be developed 

 

 

 

 

 

 

 

Local community 

- Low awareness of local community 
towards tourism business development 

- Lack of knowledge about qualified 
tourism services 

 

Product and infrastructure 

Tourism supply 

- No connection between international 
tour operator and local tourism service 
providers 

- Lack of tourism service providers and 
low quality of existed properties  

- Low quality food facilities, where is 
considered only local communities 
demand.   

- Lack of local complex tourism services 

- Lack of stable events and festivals  

- Lack of local products (packaged) and 
souvenirs 

- Lack of infrastructure for people with 
disabilities 

 

Marketing 
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- Oni tourism information center (as a 
municipal unite) promotes the 
municipality through social media 

- Information about Oni municipality 
tourism resources isn’t available easily  

- It is impossible to book travel services 
online 

Opportunities Threats 

Management and Governance 

- To create the combined tourism info 
center with diversified functions and 
regional DMO  

- To establish the Protected Areas and its 
administrational unite (including visitor 
center) 

- To improve the capacity of the local 
tourism staff and attract new qualified 
recourses 

 

Location and accessibility 

- To improve the main and inside roads 
to the natural and cultural resources  

- To reduce the distance from Tbilisi to 
Oni through Upper Imereti – Racha 
road 

- Infrastructure develops on the resorts 

 

Local community 

- Increase business cooperation and trust 
building with local residents. 

- Increase knowledge of local community 
about Tourism benefits and importance 
of protect cultural and natural 
resources  

 

Product and infrastructure 

Tourism supply 

- To create potential tourism products 
for target groups (for example: 
integrating intangible cultural sites into 
tourism products, eco-tourism 
products, nature trails, agri culture 
tours, handcraft tours) 

- Development of the river-based 
tourism products 

Management and Governance 

- Frequent change of Top management  

- Lack of funding 

- Irrelevant decisions from central level  

- Not independent municipal government 

- Lack of professional personal  

- Political instability 

- Lack of communication 

 

 

 

 

 

 

 

 

 

Local community 

- Lack of knowledge related to the 
tourism 

- Weak support from local people 

 

 

 

 

Product and infrastructure 

Tourism supply 

- Damage of cultural and natural sights  

- Wrong and even not existed positioning 

- Migration 

- Planned hydropower plan station and 
negative attitude in communities. 
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- Development of infrastructure for 
people with disabilities 

- Selling travel packages that include 
transportation to the location  

- Ethnographic tours integrated with 
nature  

- Cultural, agri, handcraft tours  

- Arrangement of camping sites 

- Organize different festivals and events 
(agri festival, handcraft exhibition etc.) 

 

Marketing 

- Printed tourism products (brochure, 
information book etc.) 

- Annual events calendar; 

- Planning and organizing information 
tours; 

- Participation in local and international 
exhibitions and celebrations. 

- Information availability on the online 
platform 
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Picture 8-Map 06. Natural and Cultural resources of Tsageri Municipality 

Municipality is quite poor with large and deep lakes but it has a significant reservoir Lajanuri. The 

municipality is also notable for its mineral waters including well-known Lashichala and Dzuguri mineral 

springs.    

Tsageri Municipality was always distinguished with diverse flora and fauna. Though in recent years 

natural herbal cover has been dramatically impoverished because of men interference, relict copses 

may still be found.  The forest zone is made up of tree species such as oak, hornbeam, beech, chestnut, 

lime-tree, maple, pine, spruce, and fir-tree. Other species are spread in secondary woods including, 

hazelnuts, “Buxus colchica”.  Grassy swards are widely spread in sub-alpine and alpine zones while 

moss and lichen   can be found mostly in naval zones of the region.  

Fauna of the region consists of a huge variety of animals, such as bears, wolf, fox, jackal, roebuck, 

marten, and birds: blackbird, lark, hawk, sparrow-hawk and etc. 

• Alike Lentekhi municipality, the inhabitants of Tsageri municipality also name need for 

infrastructural projects.  However, few important projects that most probably will support 

tourism in the municipality, have been implemented already. Namely, three old castles of the 

municipality have repaired stairs now, the summer theatre was rehabilitated, several places 

with touristic views have been renewed and building of the new tourist information center has 

started. 

• Despite mentioned activities, the municipality still faces a serious challenge regarding number 

of tourists, delivery of touristic services as are catering and accommodation. 

Table 15-Assessment of Tourism Value chain in Tsageri Municipality 
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Marketing and 
communications 

Local tour operators Is established in 2019, with 
main goal to became 
Destination Management 
Company.  

International tour operators International tour operators 
don’t have direct contact to 
local tourism service providers 

Intermediary electronic sites 
(booking.com, airbnb.com, 
tripadvisor.com) 

Small number of tourism service 
providers are registered on 
intermediary sites (on 
booking.com and 
tripadvisor.com) 

Facebook and other Social Networks Facebook and Instagram are 
quite oft 

Transport 
accessibility 

Autobus Available 

Car renting with and without driver Available 

Airlines Not available 

Accommodation Guest house Available 

Hotel Available 

Hostel Dormitory rooms in 
guesthouses, dormitory cottage 
in Aghvi camping side and in 
Kulbaki are available  

Apartments Not available 

Adapted for children Not available 

Adapted for people with disabilities There is no inclusive tourism 

Campsites  Well-developed business 

Natural and Cultural 
sites 

Condition Poor accessibility to most of 
tourist attractions 

Most Attractive “Khvamli” Mountain, “green” 
lake, “Muri” fortress, museum 
reserve “Dekhviri”, resort 
“Lashitchala” 

Touristic Routes Tourist trails are almost 
marked, but doesn’t comply 



 

91 
 

Tsageri Municipality 

with the National Standard and 
need renewal.  

Infrastructure Only at some tourism attraction 
are presented tourism 
infrastructure. 

Local 
productions(food 
and beverage) 

Local market stalls Available 

Wholesale warehouses Not available 

Super and hyper markets Only small markets are available 

Local farmers Honey, fish, wine and usual 
small farmers  

Catering Facilities 
(Gastronomy) 

Café It is available, but quality of 
services and concept need 
development 

Restaurant There are no restaurants 
available, it is very basic facility  

Fast Food Bakeries 

Bar Very simple bars are availablbe   

Adapted for children Not available 

Aimed for vegans, vegetarians Not available 

Souvenirs Local crafts There are a lot of craft masters, 
but they don’t have developed 
tourism services   

Souvenirs of sightseeing No souvenirs are available, but 
traditional crafting is still active 
in the municipality 

Local products  Local products are available, but 
need package and branding 

Events Local Events Available 

Festivals 

Green festival venue was 
developed and infrastructural 
improved for new cultural life of 
municipality. Event calendar has 
not been developed and 
implemented yet 

Relax and Spa Swimming Pools and gyms Not available 
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Spa and recreational physiotherapy 
cabinets 

Not available 

Hairdresser Available 

Medical Services Dental services Available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 
higher education 

Diploma courses for cooks Not available 

Diploma courses for guides Not available 

Diploma courses for hotel managers Not available  

 

SWOT Analysis 

Table 16-SWOT Analysis of Tsageri Municipality 

Tsageri Municipality 

Strengths Weaknesses 

 

 

 

 

 

 

 

 

 

 

Location and accessibility 

- Easily accessible during every season 

- Central location between municipalities 

 

 

Management and Governance 

- Lack of tourism product development and 

interpretation skills.  

- Unnecessary governmental bodies, with no 

competence in tourism  

- Lack of staff, lack of qualifications, selection 

policies and low pay; 

- No cooperation with tour operators; 

- Lack of collaboration and collaborative 

initiatives in service providers;  

- No cooperation with local stakeholders 

Location and accessibility 

- Very faulty tourist infrastructure 

- Difficult to reach because of geographical 

location; 
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Local community 

- Cultural authenticity of the region 

traditional wooden architecture and 

dwellings preserved in mountainous 

villages; 

- Strong female entrepreneurs 

- Viticulture and Winemaking, micro zone 

- Motivated and interested local community; 

Cultural and natural values 

- Biodiversity and habitat diversity 

- 23 natural monuments (caves, waterfalls) 

- Khvamli Mountain 

- 63 cultural monuments 

- Untouched nature and landscapes 

- Archaeological burials, discoveries and 

materials 

- Wood carving masters 

- Askhi Plateau (nearby) 

- Resort Lashichala 

- Hydrological Resource Network 

Product and infrastructure, Tourism demand 

- Seven tourist routes 

- Several guest houses with diversified 

products and services 

- Roads with limited bandwidth during the 

winter season; 

- The harsh climate that restricts the 

development of winter tourism activities; 

Local community 

- Poorly developed agriculture; 

- Lack of tourism awareness; 

- Lack of information about existing material 

cultural resources (they are misinformed or 

in most cases unaware of their existence); 

- Lack of awareness of existing natural 

resources (in most cases they do not know 

what the visitor should see and where to go) 

 

 

 

 

 

 

 

 

 

 

 

Product and infrastructure, Tourism demand 

- Damaged tourist infrastructure; (roads, 

buildings, bridges) 

- Lack of professional experience in the 

service sector: guest service experience, 

touristic management skills; 

- Lack of Management and administrative 

skills what is needed for marketing and 
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advertising; Limited ability to organize 

events; 

- Small range of additional services and 

diversified products; 

- Unmarked network of existing routes and 

trails; 

- Limited number of low-quality family hotels 

and small number of registered small hotels; 

- No entertainment or other tourist activities 

Marketing 

- Problem with access to information; 

- Small number of maps, brochures and 

directories; 

- Lack of marketing campaigns;  

- Positioning and branding; 

Opportunities Threats 

Management and Governance 

- Development of agritourism, rural tourism 

and wine tourism 

- Raising awareness of existing staff in 

tourism 

- Tourism relevant skills development for 

staff  

- Knowledge of languages 

- Offering and selling a variety of products by 

strengthening the business partnership 

- Revenue mechanisms creation and 

strengthening 

- Good relations with stakeholders to 

support the development of the 

municipality 

Management and Governance 

- Absence of a rescue and insurance system 

required for sports and active recreation 

- Deforestation, poaching and unsustainable 

use of resources; 

- High rate of depopulation; 

- Frequent change of Top management  

- Unsustainable funding 

- Irrelevant decisions from central level  

- Lack of professional personnel  

- Increased poaching and loss of biodiversity 
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- Finding international projects and funding 

sources 

- Raising awareness of the local community 

in tourism 

 

 

 

 

 

 

Local community 

- Increase business cooperation and 

confidence building with local residents. 

- Increase knowledge of local community 

about Tourism benefits and importance to 

protect cultural and natural resources 

- Raising awareness of local community to 

protect unique intangible cultural heritage 

and restore forgotten traditions 

-  

Product and infrastructure, Tourism demand 

- To create potential tourism products for 

target groups (for example:  hiking and 

horse riding, interpreting nature, 

integrating intangible cultural sites into 

tourism products) 

- Selling travel packages that include 

transportation to the location (for example 

multi-day tour and caves tour) 

- Ethnographic tours integrated with nature. 

- Educational tours for students, 

schoolchildren (for example, learning 

about industrial heritage) 

 

 

 

Location and accessibility 

- Climate change / global warming and the 

unknown impact of climate change on 

tourism activities 

- Natural disasters: mudslides, landslides, 

floods 

Local community 

- Risks linked with the dangers of loss of 

authenticity and cultural identity; 

- Lack of local service experience and 

understanding of visitor expectations and 

requirements resulting in loss of tourists; 

- Weak support from local people 

- Conflict with communities (e.g. fishing, 

hunting, illegal logging); 

- High depopulation rate in small villages 

Product and infrastructure, Tourism demand 

- Wrong positioning 

- Negative evaluation in the web-sites 
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- Offer combined routes on Askhi Plateau 

- Restoration of unique extinct species and 

traditions 

Marketing 

- Creation of print marketing materials; 

- Development of annual events calendar; 

- Planning and organizing information tours; 

- Creation of application about Tsageri 

municipality 

- Appropriate positioning and branding 
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Picture 9-Map 07. Natural and Cultural Resources of Sackhere Municipality 

According to the locals, in Sachkhere the number of tourists is minimal. Awareness about Sachkhere 

as the tourist destination in the society, among tour operators and other institutions is at the lowest 

mark. On the positive side, during last year, few Georgian Marani (Winery) were open, which attracted 

some number of tourists. Also, the castle "Modi-Nakhe" is in the process of rehabilitation, after its 

opening it might be a growth factor for tourism development in the municipality. In general, tourism 

development in this municipality is on the start-up level.  

Table 17-Assessment of Sachkhere Tourism Value chain 

Sachkhere Municipality 

Marketing and 

communications 

Local tour operators There is no organized tourism 

offers (tour packages) on local 

level 

International tour operators No connection between 

international tour operator and 

local tourism service providers, 

except Booking.com  

Intermediary electronic sites 

(booking.com, airbnb.com, 

tripadvisor.com) 

Only booking.com is available, 

awareness about trip advisor is 

presented only in the town, but 

there are no skills towards its 

usage 
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Facebook and other Social Networks Mostly private profiles (for 

businesses) are present 

Transport 

accessibility 

Autobus Tbilisi-Sachkhere, from Kutaisi to 

Sachkhere only minibus is 

available every hour 

Car renting with and without driver Local taxes are available, but not 

always 

Railway Is available, but in very poor 

condition, no online booking 

opportunity 

Accommodation Guest house Small number, needs 

development 

Hotel Hotels are available with 

different categories and services 

Hostel Not available 

Apartments Not available 

Adapted for children Some accommodations, e.g. 

Hotel “Gardenia” 

Adapted for people with disabilities Not available 

Campsites There are potential sites but 

without any infrastructure 

Natural and Cultural 

sites 

Condition Accessibility is improved to most 

sites  

Most Attractive “Modinakhe” fortress, Skhvitori 

valley (House of Akaki Tsereteli), 

“Koreti” church. 

Touristic Routes 2 tracking trails are identified by 

GNTA, but there are no further 

developments planned 

Infrastructure There is no touristic 

infrastructure. traffic signs are 
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available, but there is a lack of 

small tourism infrastructure. 

Local 

productions(food 

and beverage) 

Local market stalls For the farmers local distribution 

markets are available, in villages 

like Korbouli once a week, and in 

town’s every day. 

Wholesale warehouses Not available 

Super and hyper markets Only supermarkets are available 

Local farmers Available 

Catering Facilities 

(Gastronomy) 

Café Cafes are available, but most of 

them are in poor condition 

Restaurant Are available 

Fast Food Poor condition in terms of 

hygiene and cleanness 

Bar Available in “Gardenia” hotel 

Adapted for children Not available 

Aimed for vegans, vegetarians Not available 

Souvenirs Local crafts Traditional craftsmanship is 

available, but there is no 

developed tourism services 

Souvenirs of sightseeing Not available 

Local products  Some small winery has branded 

products   

Events 

Local Events 

Available, but need content 

development and proper 

marketing 

Festivals 
 In planned activities and events 

of DMO Sachkhere is included  

Relax and Spa Swimming Pools and gyms Is available  

Spa and recreational physiotherapy 

cabinets 

Not available 
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Hairdresser Available 

Medical Services Dental services Available 

Emergency medical assistance Available 

Pediatrics Available 

Professional or 

higher education 

Diploma courses for cooks Not available 

Diploma courses for guides Not available 

Diploma courses for hotel managers Not available 

 

SWOT Analysis 

Table 18-Assessment of Sachkhere Municipality SWOT Analysis 

Sachkhere Municipality 

Strengths Weaknesses 

 

 

 

 

 

 

 

 

 

Location and accessibility 

- Well paved central road 

- Traffic signs and night lights are more-

less in a good condition  

- Circuit possibility and alternative road 

for E 60 

Cultural and natural values 

Management and Governance 

- Tourism center doesn’t exist  

- Lack of tourism product development 

and interpretation. 

- Lack of cooperation with tour operators 

- Lack of cooperation (network) with local 

tourism service providers (guest houses, 

hotels, restaurants, cafes, agritourism 

farms) 

- Weak cooperation with local 

stakeholders  

Location and accessibility 

- Near the occupied territory and some 

villages are occupied  

- Lack of traffic signs on the inner roads 
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- Unique natural resources (caves, 

waterfalls, canyons, lakes, and even 

volcanic forms.) 

- Unique and diverse cultural monuments 

(castles, , wine cellars, cemeteries and 

museums, etc.) 

- The cultural monuments with national 

importance status  

- Rich intangible cultural resources 

(winemaking tradition, rich cuisine) 

- Rich archeological potential such as cave 

systems  

- Rich ethnographical landscapes, such as 

village Koreti and etc.  

Local community 

- Social level of local community can be 

perceived as good 

 

 

Product and infrastructure 

Tourism demand 

- Interesting place for domestic tourists as 

a homeland of a great writer  

- a well-equipped access road, night 

lights, information boards to Modinakhe 

fortress 

- Well-equipped road to the Akaki 

Tsereteli House Museum in Skhvitori 

and Savane. Available guide on the 

place, and information boards.  

 

 

Cultural and natural values 

- Lack of tourism infrastructure for some 

natural and cultural monuments.  

- Lack of information about Sachkhere 

tourism resources  

 

 

 

 

 

 

 

 

Local community 

- Low awareness of local community 

towards tourism business development 

- Lack of knowledge about qualified 

tourism services 

Product and infrastructure 

Tourism supply 

- Lack of tourism service providers and 

low quality of existing properties  

- Most of the food facilities are in a poor 

condition and oriented only on domestic 

tourism  

- Low quality of service (language, 

courtesy, smiles, serving, etc.) 

- Lack of local complex tourism services 

- Lack of stable events and festivals  
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- Lack of local products (packaged) and 

souvenirs 

- There is no infrastructure for people 

with disabilities 

Marketing 

- Information about Sachkhere 

municipality tourism resources isn’t 

available.  

-  It is impossible to book travel services 

online 

Opportunities Threats 

Management and Governance 

- Create local management system 

connected to the Imereti DMO 

- Raising professionalism of existing staff 

in tourism sector 

- Develop Tourism Information Center  

 

 

 

 

Location and accessibility 

- Arrangement of main and inner ways to 

the natural and cultural resources  

- Marking new tourist routes and marking 

old ones  

Local community 

- Increase business cooperation and 

confidence building with local residents. 

- Increase knowledge of local 

communities about Tourism benefits 

Management and Governance 

- Frequent change of Top management  

- Unsustainable funding 

- Irrelevant decisions from central level  

- Lack of professional personnel  

- Political instability 

- Lack of communication 

- Absence of Tourism development 

strategy and sustainable waste 

management documents. 

Location and accessibility 

- Location near the occupied territory  

 

 

Local community 

- Weak support from local people 
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and importance of protecting cultural 

and natural resources  

Product and infrastructure 

Tourism supply 

- To create potential tourism products for 

target groups (for example: integrating 

intangible cultural sites into tourism 

products, agriculture tours) 

- Development of infrastructure for 

people with disabilities 

- Selling travel packages that include 

transportation to the location  

- Ethnographic tours integrated with 

nature 

- Cultural and wine tours more oriented 

on domestic tourism.  

- Arrangement of camping sites 

- Offering and selling diverse local 

products 

Marketing 

- Printed tourism products (brochure, 

information book etc.) 

- Annual events calendar; 

- Planning and organizing information 

tours; 

- Participation in local exhibitions and 

celebrations. 

 

Product and infrastructure 

Tourism supply 

- Wrong positioning 

- Negative evaluation in the web-sites  
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Picture 10-Map 08. Natural and Cultural Resources of Tkibuli Municipality 

Tkibuli is historically known as a coal mining city. Accordingly, the city and municipality positioning and 

awareness raising is conducted in this direction. However, during last years, drop in prices of coal and 

other problems in the municipality caused severe socio-economic problems for the local inhabitants. 

There is a well-known resort of the municipality - Satsire, which traditionally hosts the visitors, mostly 

children due to its well-known useful micro climate.  According to the locals, developing Tkibuli as a 

coal-mining city-museum can raise possibility and potential of tourism development in the 

municipality. Low level of touristic services, poorly developed infrastructure, and the low awareness 

are the important hindering factors for tourism development in this municipality This statement needs 

also clarification, that even the most important sites of Imereti region belongs to Tkibuli Municipality, 

such as Gelati and Motsameta monasteries and its supporting touristic infrastructure exists, nobody is 

considering them as tourism potential of municipality, because it is connected to Kutaisi itself. Same 

has to mention in terms of tourism service providers, settlements near major sites are rich with 

guesthouses and restaurants. Canyons of the municipality is also operated by associations from Kutaisi.  

Table 19-Assessment of Tkibuli Municipality Tourism Value Chain 

Tkibuli Municipality 

Marketing and 

communications 

Local tour operators Tkibuli municipality is mostly 

operated by tours operators 

from Kutaisi.  
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International tour operators No connection between 

international tour operator and 

local tourism service providers 

Intermediary electronic sites 

(booking.com, airbnb.com, 

tripadvisor.com) 

Few numbers of tourism service 

providers are presented on 

booking.com, mainly near the 

monuments “Gelati” and 

“Motsameta” 

Facebook and other Social Networks  There are very strong social 

marketing performances of rural 

community-based services in 

different villages. 

Transport 

accessibility 

Autobus Tbilisi-Tkibuli (4 times in a day), 

Kutaisi-Tkibuli (every hour); only 

minibus is available  

Car renting with and without driver Local taxes are available 

Railway Is available, but in very poor 

condition 

Accommodation Guest house Mostly community-based 

guesthouses are available in 

different villages and not in the 

municipal center itself 

Hotel So, called hotels are available in 

the city, but they cannot be 

considered such services right 

now. 

Hostel Only dormitory rooms are 

available in guesthouses  

Apartments Not available 

Adapted for children Generally, community-based 

services can attract families, but 

they are not targeting special 

groups.  

Adapted for people with disabilities Not available 
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Campsites There are potential sites without 

any developed infrastructure, 

and camps sites are also 

temporary near Dzmuisi Canyon 

Natural and Cultural 

sites 

Condition Natural monuments are 

accessible, except resort 

location - “Tskhrajvari”  

Most Attractive Tsutskhvati cave, waterfall 

“Mukhura”, canyon “Dzmuisi”, 

“Gelati” and “Motsameta” 

Monasteries  

Touristic Routes Tourist routes are researched by 

GNTA, some of them are 

marked, but not with actual 

signage system 

Infrastructure Tourism information center, 

toilets, souvenir stalls at “Gelati 

and Motsameta Monasteries.  

Local 

productions(food 

and beverage) 

Local market stalls For the farmers local 

distribution market is available 

Wholesale warehouses There are no available 

Super and hyper markets Only supermarkets are available 

Local farmers Available 

Catering Facilities 

(Gastronomy) 

Café Cafes are available, but oriented 

only on local people.  

Restaurant Are available, mostly not far 

away to the major sightseeing 

territories. As culinary 

experience mostly local 

communities, or community-

based services are available 

(Komuna, Jet production and 

etc.)  
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Fast Food Poor condition in terms of 

hygiene and cleanness in 

restaurants, only niche tourism 

services are offering  

Bar  Bars are integral part of so-

called Georgian style 

restaurants  

Adapted for children No special menus for children 

Aimed for vegans, vegetarians Only menu for fasting, which can 

be used by vegetarians and 

partly vegans. No kosher or halal 

food is available in the 

municipality.  

Souvenirs Local crafts This is one of the unique 

experience propositions for 

Tkibuli, Jet jewelry production is 

only here, and it is well 

developed. 

Souvenirs of sightseeing Cheap souvenirs, mostly not 

local production is available 

near Gelati  

Local products  Jet studio produce diversified 

items   

Events 

Local Events 

In the campaign “Choose 

Tkibuli” many events are 

organized 

Festivals and Events Chess Festival held annually 

Relax and Spa Swimming Pools and gyms Available 

Spa and recreational physiotherapy 

cabinets 

Not available 

Hairdresser Available 

Medical Services Dental services Available 

Emergency medical assistance Available 
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Tkibuli Municipality 

Pediatrics Available 

Professional or 

higher education 

Diploma courses for cooks No VET courses in Tourism 

Diploma courses for guides Available in Kutaisi 

Diploma courses for hotel managers 
In Kutaisi in University or VET 

program  

 

SWOT Analysis 

Table 20- SWOT Analysis of Tkibuli Municipality 

Tkibuli Municipality 

Strengths Weaknesses 

 

 

 

 

 

 

 

 

Location and accessibility 

- Well paved central road 

- Available railway but in poor condition, 

still can be as special adventure for 

tourists 

- Near the Kutaisi international airport  

Cultural and natural values 

- Natural sights are protected areas and 

have the status of a natural monument 

under the Georgian legislation 

(Tsutskvati Cave, Mukhura Waterfall and 

Tskaltsitela Gorge.) 

- Unique and diverse cultural monuments 

(as monasteries, and archaeological 

sites, etc.) 

Management and Governance 

- Tourism center doesn’t exist  

- Lack of cooperation with tour operators 

- Lack of cooperation (network) with local 

tourism service providers (guest houses, 

hotels, restaurants, cafes, agritourism 

farms) 

- Weak cooperation with local 

stakeholders  

Location and accessibility 

- Some inner roads are damaged and 

don’t have traffic signs 

- The railway is in a poor condition  

- The night light isn’t on roads  

 

Cultural and natural values 

- Lack of natural and cultural attractions 

- Lack of tourism infrastructure to the 

natural and cultural monuments.  

- Lack of information about Tkibuli 

tourism resources  

- Tourist routes are not marked 

- The road to the one of the important 

tourism attractions – resort location 
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Tkibuli Municipality 

- UNESCO world heritage cultural 

monument – Gelati monastery complex 

- 22 cultural monuments with status of 

national importance  

- Balneological and climate resorts  

- Jet craftsmanship is developed well 

- Well-developed tea producing  

- Diverse potential for canyoning  

Local community 

- Strong agricultural farms   

- For the farmer’s local distribution 

markets is available 

- Strong community-based enterprises 

- Willingness to develop  

Product and infrastructure 

Tourism supply 

- Natural monuments are accessible 

(Gelati monastery, Motsameta etc.) 

- Information about some monuments of 

Tkibuli are available  

- Chess Festival 

 

 

 

 

 

 

 

 

Marketing 

- Few numbers of tourism service 

providers are presented on 

booking.com, mainly near the 

monuments “Gelati” and “Motsameta” 

- Organized   campaign “Choose Tkibuli” 

“Tskhrajvari” is damaged and only 4-

wheel drive cars can reach the place  

 

 

 

 

 

 

Local community 

- Low awareness of local community 

towards tourism business development 

- Lack of knowledge about qualified 

tourism services 

 

Product and infrastructure 

Tourism supply 

- No connection between international 

tour operator and local tourism service 

providers 

- Lack of tourism service providers and 

low quality of existed properties  

- Low quality food facilities, where is 

considered only local communities 

demand.   

- Lack of local complex tourism services 

- Lack of stable events and festivals  

- Lack of local products (packaged) and 

souvenirs 

- Lack of infrastructure for people with 

disabilities 

Marketing 

- Information about Tkibuli municipality 

tourism resources isn’t available.  

- It is impossible to book travel services 

online 

Opportunities Threats 
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Tkibuli Municipality 

Management and Governance 

- To create tourism information center 

and Imereti region DMO and attract 

highly qualified staff  

 

 

 

Location and accessibility 

- Arrange of main and inside roads to the 

natural and cultural resources  

- Marking tourist routes  

- Infrastructure development on the 

resorts 

Local community 

- Increase business cooperation and 

confidence building with local residents. 

- Increase knowledge of local community 

about Tourism benefits and importance 

to protect cultural and natural resources  

Product and infrastructure 

Tourism supply 

- Create potential tourism products for 

target groups (for example: integrating 

intangible cultural sites into tourism 

products, agriculture tours handcraft 

tours) 

- Development of infrastructure for 

people with disabilities 

- Selling travel packages that include 

transportation to the location  

- Ethnographic tours integrated with 

nature  

- Cultural, agriculture, handcraft tours  

- Arrangement of camping sites 

- Unique experience tours of Jet and tea 

producing  

Management and Governance 

- Frequent change of Top management  

- Unsustainable funding 

- Irrelevant decisions from central level  

- Lack of professional personnel 

- Political instability 

- Lack of communication 

 

 

 

 

 

 

Local community 

- Weak support from local people 

 

 

 

Product and infrastructure 

Tourism supply 

- Damage of cultural and natural sights  

- Wrong positioning 

- Migration 
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Tkibuli Municipality 

- Organize different festivals and events 

(Agri festival, handcraft exhibition etc.) 

- Mark trekking trails from village to 

village, for example Kursebi Dzalisi Trail, 

or Gelati – Motsameta trail and etc.  

- Develop thematic routes, such as tea 

route, or jet route and etc. 

Marketing 

- Printed tourism products (brochure, 

information book etc.) 

- Annual events calendar; 

- Planning and organizing information 

tours; 

- Participation in local and international 

exhibitions and celebrations. 

- Information availability on the online 

platforms 

- Start to position Tkibuli and its cultural 

heritage as destination.  
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7. Assessment of Natural and Cultural Monuments 

Given the variety of physical and geographical conditions of the target municipalities, the existing 

natural landmarks were grouped into different categories. The geomorphological objects are 

combined: caves, travertines, river valleys, shallow karst forms, erratic rocks, peaks. Hydrological 

objects: lakes, waterfalls, reservoirs, vaucluses, glaciers. The research also found information on 

organic nature monuments in the target municipalities. As for cultural landmarks, they were grouped 

into categories: Cultural Heritage - World Heritage, Cultural Heritage - National Heritage, Cultural 

Heritage Status and Objects without Status. 

The main source of information on sightseeing was academic literature. Information was additionally 

retrieved from the website of the National Agency for Cultural Heritage Preservation of Georgia and 

the Agency of Protected Areas, as well as topographic maps. During the research process the Georgian 

Electronic Atlas was used. The information on each site is grouped into pre-designed tables, all of which 

contain all the information needed to create a tourism product (location, current situation, general 

description, responsible agency / person, etc.) All objects were rated on a three-point scale based on 

their general description, scientific value, aesthetics, and achievement, with 1 point indicating that it 

is worth stopping with the object, 2 points indicating that it is worth embarking on the route, and 3 

points indicating that a separate tour may be arranged to visit the site. (see Annexes # 4 

(Annex04_List_of_tangible_cultural_heritage.xlsx); 5-1 (Annex05.1_List_of_resorts.xlsx); 5-2 

(Annex05_List_of_natural_heritage.xlsx); 5-3 (Annex05.3_List_of_trails.xlsx); databases of natural and 

cultural sites od target regions). Besides, all the objects in the tables were placed on the electronic 

map. 

Information on the resorts and places of destination in the target municipality was obtained from the 

Law of Georgia on Resorts and Resort areas. Additional information on all subjects was processed 

from relevant academic literature. 

In order to study the current state of natural and cultural landmarks in the project's target 

municipalities, field researches were conducted to view and evaluate their site. 

On-site sightseeing was selected according to several criteria. An important criterion was the high 

natural / cultural and scientific value of the site, which could be ascertained through consultations with 

industry specialists. The high tourist value of the facility was considered, given the flow of tourists and 

their merits in various tourist routes. An important source in the selection of local sightseeing sites was 

indication by the local community of the distinctive sights in their municipalities. 

In the field research process, the factor of inaccessibility to some objects are considered. Except for 

the field expeditions under the project deadlines, the above criteria only saw sites that could be visited 

within a maximum of one day field expedition. 

The municipality of Chiatura has been distinguished by the abundance of natural monuments, where 

most of the natural sights come from the caves and Mestia Municipality by its cultural sights. None of 

the target regions have a national park, a nature reserve or a wildlife refuge. Currently protected areas 

are found only in Tkibuli municipality as three nature monuments. 

file:///C:/Users/TEST/Desktop/ADA/Annex04_List_of_tangible_cultural_heritage.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex05.1_List_of_resorts.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex05_List_of_natural_heritage.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex05.3_List_of_trails.xlsx
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7.1.  Sachkhere Municipality 

Sachkhere Municipality is located in the Imereti region, in the basin of upstream and downstream 

rivers of Kvirila and Dzirula. Area 973 km2. Population 37,775 people (2014). 

The relief of the municipality is medium and low. The northern part is located on the southern slope 

of the Racha Ridge, and the southern and southeastern part - on the Imereti height. Racha Ridge slope 

is mainly composed of middle-aged porphyritic rocks and Jurassic limestones, in the distribution zone 

of which are developed karst forms of terrain, canyon valleys, flats. Plain relief prevails within the 

Imereti range. Geologically it corresponds to a Dziruli crystalline root mass, the origin of which is the 

crystalline rocks of ancient age. 

The municipality is located on the eastern outskirts of the humid subtropical climate periphery. The 

average annual temperature in the lower part is 10 to 11.7 ° C. The average temperature in January is 

0.4-0.3 ° C, July - 20-22.5 ° C. The absolute minimum is -28, -31 ° C, the absolute maximum is 37 to 41 

° C. Atmospheric precipitation is 900-1480 mm / year. The maximum rainfall is in winter and autumn. 

Precipitation in the medium mountainous zone is 1500-1700 mm. The maximum rainfall here is in 

winter, the minimum in summer. The sustained snow cover lasts from 30 to 100 days. 

Hydrographic network is frequent. The main rivers of the municipality are: Kvirila and Dzirula. The 

tributaries are noteworthy: Kruchula, Chikhura, Khakhietistskali. Rivers are fed by rain, snow and 

groundwater. The floods occur in spring, the low water levels observed in summer. There are many 

sources in the municipality, including mineral waters. Sachkhere lacks the lakes, but Devi Lake is 

interesting in terms of tourism. 

High zonal of vegetation is well expressed in the municipality. In the foothills there are oaks and hard 

beams. In the lowland zone, mixed broadleaf forests and beech on the slopes of Racha Ridge are 

common. 

Animals are common in the mountain forests and mountain meadow zones. Among the native species 

of the forest ungulates we find roe deer; from carnivorans there are: bears, jackals, wolves, foxes. 

There are many birds: woodpecker, hawk, sparrow hawk, raven, starling, crow, shoshia, thrush, 

cuckoo, chick, and more. Among the reptiles are green lizards, striped lizards, common anchors, snakes 

and more. In the rivers there is trout, barbus, herring and etc. 

Among the municipalities in the target area of the project, Sachkhere municipality is distinguished by 

its lack of sightseeing, both quantitative and qualitative. 

Natural Monuments 

As a result of the research activities in Sachkhere Municipality information was collected on 13 nature 

monuments. They are mainly represented in the form of caves, waterfalls, canyons, lakes, and even 

volcanic forms (Table 21). 

Table 21-Number and Category of Natural Monuments 
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Category Quantity 

Waterfall 2 

Cave 4 

Canyon 1 

Lake 5 

Volcanic hill 2 

According to the developed criteria, a distinctive natural sight in the Sachkhere municipality was the 

Goradziri volcanic hillside; and, upon visiting the site, we found that there were no signs to access the 

site or information boards to find out about it. The item is not listed on maps.google.com either. The 

similar situation is observed with regards to other natural sights in Sachkhere municipality. In addition, 

it is impossible to reach Khakhieti Lake due to its location on the occupied zone. As for some waterfalls 

and caves in Sachkhere, they are quite small in size. The waterfalls are characterized by low altitude 

and low water flow, while the caves are featured with small halls and lack of cave forms. 

Picture 11-Goradziri Hill 

 

Cultural monuments 

The cultural monuments in the Sachkhere area are mainly represented as castles, temples, wine 

cellars, cemeteries and museums. As a result of research activities in Sachkhere municipality, 

information was obtained on 144 monuments of cultural heritage (Table 22). 

Table 22-Number and categories of cultural monuments 
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Category Quantity 

National importance 9 

Having the status of a cultural heritage  56 

Cultural Heritage monument without status 96 

According to the elaborated criteria there are several distinguished cultural heritage monuments in 

Sachkhere Municipality. The current state of the facilities is satisfactory, not damaged and 

contaminated. In terms of achievement, 

According to the elaborated criteria there are several distinguished cultural heritage monuments in 

Sachkhere Municipality. The current state of the facilities is satisfactory, not damaged and 

contaminated. In terms of achievement, the situation is also positive. It is also worth mentioning the 

existence of small tourism infrastructure such as: 

➢ Modinakhe Castle - a well-equipped access road. Night lights. The information boards 

are located in the area of the facility. Castle rehabilitation is currently in the process. 

➢ Akaki Tsereteli House-Museum in Skhvitori and Savaneti - the comfortable motorway 

leads to the facility. Direction signs are installed. Exhibition spaces are arranged and a 

local guide is available to serve visitors. 

The cultural heritage sites located in the municipality are in good condition. Some of them are being 

rehabilitated. Special attention is paid to the wine cellars located in the village of Koreti. Located in the 

same part of the village, the wine cellars have the status of cultural heritage and create a unique 

opportunity for wine tourism development. However, only a few families are currently engaged in wine 

production and the quality of the wine is not satisfactory. 

  

Picture 12-Modinakhe Fortress Picture 13-Akaki Tsereteli House-Museum 
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Picture 14-Some cultural monuments of Sachkhere 
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Resorts and Resort Localities  

According to the current Georgian legislation there is only one resort in Sachkhere municipality - 

Kvereti. Research at the site revealed that the resort's tourist infrastructure is now completely 

destroyed. Vacation Homes have been abandoned and amortized. The sulfur water pool is also 

destroyed. It is impossible to navigate through the resort, and there are no signs pointing to the resort.   

Picture 15-Resort Kvereti 

Tourist routes 

Two hiking routes have been investigated by the Georgian National Tourism Administration on the 

territory of Sachkhere municipality. None of them are currently marked. Both routes are connected to 

Sachkhere and Ambrolauri Municipality and are presented as follows: 

1. Village Upper Uzunta - Khikhata Mountain - Village Upper Skhvava; 

2. Village Upper Uzunta - Khikhata Mountain - Village Mravaldzali. 

7.2.  Chiatura Municipality 

Chiatura municipality is located in the Imereti region. Its area is 542 km2, and its population as of 2014 

is 39 884 people. The territory of the municipality mainly covers the southern slope of the Racha Range, 

the valleys of the Kvirila River and its gorges and the northwestern part of the Imereti Mountains.  

From the tectonic point of view, the municipality covers the Belt of Georgia and is mainly composed 

of Cretaceous limestones, dolomites, and sandstones. 

The territory of the municipality is rich in minerals. In particular Chiatura is rich in manganese reserves. 

The manganese with its quantitative and qualitative characteristics forms a world-class mineral 

resource. 
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The average air temperature in the municipality is +2 degrees Celsius in January, +23 degrees Celsius 

in July, and the precipitation is 1100 mm / year. The municipality has a humid subtropical climate, with 

mild cold winters and relatively dry, hot summers. 

The hydrographic net is mainly composed of the river Kvirila and its tributaries: Jruchla, Tsikhistskali, 

Katskhura, Nigvzara Ghele, Buja, Abanosgele and others. The rivers are fed by atmospheric 

precipitation and groundwater. And the floods mainly occur during spring. 

Chiatura is not distinguished by the multitude and the parameters of lakes. The notable lakes located 

on the territory of the municipality are: Shemoreva and Ghurghumela. 

The area of Chiatura is mostly covered with cordon-carbonate and non-carbonate soils.  

On the southern slopes of the Racha Range there are Fagus-Abies forests, and the territory of Imereti 

Highland is mostly covered by western Georgian Oak and other Broad-leaved trees (Carpinus, Fagus, 

Castanea, etc.). 

Representatives of wildlife are widespread in the municipality, including carnivorans - bears, foxes, 

wolves, jackals, from the mammals we can see bats in caves, also rabbits, badgers, etc. The following 

species of fish are represented in the rivers: Cyprinus Barbus, Varicorhinus, Clupea, Chondrostoma, 

Gobiidae, Rutilus, and other species. 

Among the municipalities of the target area of the project, Chiatura municipality is distinguished by its 

abundance of natural landmarks. Caves are especially abundant in Chiatura. 

Natural Resources  

As a result of cameral work in Chiatura municipality information was obtained on 89 nature 

monuments. Here they are mainly represented as caves, waterfalls, canyons, and lakes (Table 23). 

Table 23-Number and categories of Natural sites 

Category Number  

Cave 76 

Waterfall 3 

Canyon  3 

Lake 2 

Surface shape of karst 1 

According to the developed criteria, the important natural places in Chiatura municipality are Katskhi 

Pillar, Lake Shemoreva, Bnelaklde Cave, Dzudzana Cave, Sagvarjilo Cave. During the evaluation of 

service providers of Chiatura municipality several important issues have been identified. The first thing 

to note is that the Chiatura area is heavily damaged in the ecological terms, which of course also affects 

the natural attractions and the tourist attractiveness of the municipality. Near the sights often there 

are different open pits with thoroughly dug surrounding area. It is noteworthy that the caves located 

in the Chiatura area are important not only in terms of natural sightseeing but also as archaeological 
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sites. During the cave excavations, numerous archeological artefacts have been discovered, which is 

clear evidence of human use of caves in the past. Unfortunately, there is no tourist infrastructure even 

for important attractions. Only some ways to a few caves are marked. The negative fact is that none 

of the caves in Chiatura have the status of a natural monument. 

The most visited attraction from natural monuments is the Katskhi pillar, which is famous as a religious 

sight rather than as a natural. 

The significant natural tourism resource is created by the canyons of the Chiatura municipality, with 

slopes containing several grots and caves.  

Cultural Resources  

Cultural heritage sites on the territory of Chiatura municipality are mainly represented as temples, 

archaeological sites and ropeways. As a result of cameral work on the territory of Chiatura 

municipality, information was obtained on 135 cultural heritage sites (Table 24). 

Table 24-Number and categories of cultural sites 

Category Number  

Of national importance 16 

Having the status of a cultural heritage site 46 

Cultural Heritage without status  73 

According to the elaborated criteria, several distinctive cultural heritage sites are located on the 

territory of the Chiatura municipality. Their assessment at the site revealed that the tourist 

infrastructure was developed only on the territory of the Katskhi Monastery. On the surrounding area 

of the monastery there are WC points, parking place and souvenirs shops. There is also a tourism 

information center. As for the archaeological sites – they are mostly linked to caves (Sagvarjile, 

Dzudzuana, etc.), the tourist infrastructure is completely absent there, and is mostly inaccessible due 

to the mining Careers and the mineral processing facilities arranged on the territory. 

From the cultural heritage sites an important tourist resource in Chiatura area is the ropeway. Many 

of ropeways have cultural heritage status. Tourists' interest in visiting Chiatura is often just the 

ropeways. Field research has shown that no ropeway is functioning in Chiatura nowadays. Most of 

them are private property and their functioning is stopped by the company's decision. 
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Picture 16-Katskhi Monastery 

Resorts and Resort Localities 

According to the current Georgian legislation, only Resort Localities- Zodi bath, Khriti bath, Tsirkvali, 

and Perevi exist in the territory of the Chiatura municipality. The first two are balneological resorts, 

and Cirkvali and Perevi are climatic ones. There is no resort infrastructure developed in any of these 

areas. 

Tourist routes 

Cameral and field surveys identified 3 hiking routes by the National Tourism Administration on the 

territory of the Chiatura municipality. Currently, none of them are marked: 

1. Village Tskhrukveti - Kldekari; 

2. Village Khreiti – Kariani Klde; 

3. Village Khreiti - Mount Satsalike - Village Upper Tlughi. 

Except for these routes, on the municipality of Chiatura there are also shorter routes, which connect 

specific attractions and are marked by municipality. 
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Picture 17-Some Cultural Monuments of Chiatura 
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Picture 18-Some Nnatural Monuments of Chiatura 
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7.3. Tkibuli municipality 

Tkibuli municipality is located in Imereti region, it is located on both banks of the river Tkibula. The 

total area of the municipality is 470 km2. The population is 20 839 according to the 2014 data. 

From the geotectonic point of view, Tkibuli area covers the Okroba-Khreiti subzone of Georgia, where 

there are mainly Jurassic clay-shales, sandstones, limestones, porphyrites and others. 

Tkibuli municipality is rich in minerals such as coal and teschenite. Coal is mined inTkibuli. Teschenite 

is mined in the villages Kursebi, Okhomira, Koka, Bueti and Tsutskhvati. Mineral waters flow in the 

villages of the municipality: Kursebi, Bueti, Sochkheti, Koka, Tsutskhvati, Mukhura and Leghvashi. 

The main forms of relief are formed by the southern slope of the Racha Ridge and its outcrops. An 

important orographic unit is the Okriba grot. 

The Tkibuli municipality is moderately humid, with mild warm winters and hot, relatively dry summers. 

The average air temperature is 23 degrees in July and 3 degrees in January. 

The rivers on the territory of the municipality are Lekhidari, Dzusa, Tkibula, Maghara-Chishura, 

Tskaltsitela, Qvekhuna. There are several waterfalls in Mukhuri and Dzmuisi. 

There is no abundance of lakes in Tkibuli. An important reservoir located in the municipality is the 

Tkibula Reservoir, which is formed by a small dam in the Tkibula River. 

The flora and fauna are represented by Colchic as well as Caucasian endemic species and varieties of 

narrow area, relict plants are Buxus, Taxus baccata, Rhododendron ponticum, Castanea. There are 

groves of Taxus baccata – in the village Tsutskhvati and Castanea – in the gorges of Tkibula and Dzusa 

rivers. 

Spread animals   on the territory of Tkibuli municipality are: badger, lynx, wolf, jackal, rabbit, etc. There 

are different types of fish in the reservoir of Tkibuli- Carassius gibelio, Chalcalburnus chalcoides, 

Cyprinus carpio and others. 

Tkibuli municipality is characterized by a lack of natural and cultural attractions in quantitative terms. 

However, it is the only municipality among the project target municipalities, where we have a 

protected area. Besides the distinguished natural sights in Tkibuli there is a World Cultural Heritage 

Site of UNESCO. 

Natural Monuments 

As a result of cameral work in Tkibuli municipality, information was obtained on 6 natural monuments 

(Table 25). 

Table 25-Number and categories of Natural Monuments 

Category Number 

Waterfall 1 

Cave 1 

Canyon 1 
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Category Number 

Gorge 1 

Water Reservoir 1 

Cornices 1 

It is noteworthy that three of the natural landmarks in Tkibuli municipality are protected areas and 

hold the status of a natural monument under the Georgian legislation - Tsukhvati Cave, Mukhura 

Waterfall and Tskaltsitela Gorge. The other sights without the status of a natural monument have high 

tourist potential too. Especially the Dzmuisi Canyon with its waterfalls. It is one of the best locations 

for development of canyoning and adventure tourism products. 

Despite the existence of a protected area, facilities in Tkibuli are less developed in terms of tourist 

infrastructure that cause less tourist activites in this area. There is also little information and awareness 

about attractions, both locally and internationally. Whereas the cave of Tsutskhvati with its natural 

and archaeological material is one of the distinguished sights for its significance. 

From the tourist point of view, Tkibuli Reservoir and karst forms of Naqerala Pass are almost 

completely untapped. Ckhrajvari is one of the popular destinations for tourists, where the only access 

to the Naqerala Pass is currently damaged and can only be covered by 4WD off-road vehicles. Security 

norms, both on the access road and at the Ckhrajvari panorama point, have also been ignored. The 

lack of tourists and road marks makes it very difficult to find and access the area. Most items are also 

incorrectly pointed on maps.google.com. 

Cultural Monuments 

Cultural objects in the Tkibuli area are mainly represented as temples, towers and archaeological sites. 

As a result of the cameral work in the municipality, information was obtained on 68 cultural heritage 

sites (Table 26). 

Table 26- Number and categories of Cultural Monuments 

Category Number 

Of world importance 1 

Of national importance 22 

Having the status of a cultural heritage site 36 

Cultural Heritage without status 32 

According to the developed criteria there are several distinctive cultural heritage monuments in Tkibuli 

municipality. Of particular note is the Gelati Monastery Complex, which is included in the UNSCO 

World Heritage List. Also notable is the Motsameta Monastery Complex, which is one of the most 

visited sites in the municipality. Overall the current state of cultural heritage sites in Tkibuli 
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municipality is satisfactory, not damaged and polluted. In terms of achievement, the situation is also 

positive. In case of Gelati and Motsameta monasteries tourism infrastructure is also developed. We 

have restrooms, food and accommodation properties close to churches. The Marking system is also 

relatively well organized. 

 

Picture 19-Tkibuli Tourism Resources 

Resorts and Resort Localities  

According to the current Georgian legislation in the Tkibuli municipality are one resort Kursebi and two 

Resort Localities: Satsire and Khresili. No resort infrastructure is developed at any of these locations. 

Satsire has been used several times as opening place of hiking season. Kursebi and Khresili are 

distinguished by the high quality of the mineral waters available there. 

Tourist Routes 

The cameral surveys revealed 6 hiking routes investigated by the National Tourism Administration on 

the territory of Tkibuli Municipality. However, none of them are currently marked: 

1. Village Gelati - Village Tsutskhvati 

2. Village Dghnorisa - Village Tkhmori 

3. Village Upper Ghvardia - Village Dghnorisa 

4. Village Onchishi - Village Tvishi 

5. Village Dzmuisi - Leknari - Village Gogoleti 

6. Tkibuli - Ckhrajvari 
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Picture 20-South Slope of Racha Ridge 

7.4.  Ambrolauri municipality 

Ambrolauri municipality is located in Racha-Lechkhumi and Lower Svaneti. Its southeastern border 

runs along the Racha Ridge, to the north the Lechkhumi Ridge. Ambrolauri Municipality covers an area 

of 1141 sq. km, with a population of 9139 people (2014). 

From a geotectonic point of view, the municipality covers the Okriba-Khreiti subzone of the Belt of 

Georgia. Mainly composed of Neogene clays, limestones, conglomerates, limestones and volcanic 

formations. 

The main forms of relief are the northern slope of the Racha Range and its offshoots, the southern 

offshoots of the Lechkhumi Range, the southern endings of the Shoda Kedela Range, the Shaori Cave, 

and others. 

The main river on the territory of the municipality is the river Rioni and its tributaries within the 

Ambrolauri municipality: Krikhula, Znakura, Shareula, Lukhuni, Ritsula, Askhistskali. 

Ambrolauri municipality is not distinguished by the presence of lakes. An important reservoir is Shaori 

that was created in the area of several small karst lakes, by means of the bund damming up the river 

Shaori. 

The climate of Ambrolauri municipality is transitional between moderate and humid subtropical. In the 

lowlands of the region, the climate of moderate cold and relatively hot summer is prevailing, while the 

high mountainous zone is characterized by humid mountainous climate. The average annual 

temperature in January is 1.5-40, and in July - 18-240. 

The lower part of the ridges of Ambrolauri municipality are covered by broad-leaved forests (oak, 

Carpinus, Fagus).  
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Picture 21-Shaori Reservoir and Racha Caucasus 

Upper part is covered with dark-lined trees (spruce, fir). There are subalpine and alpine meadows on 

the trench. 

From the wildlife are widespread bears, wolves, foxes, Canis aureus, caverns, lynx, forest cats and 

others. In the caves we can find bats. 

In the rivers and Shaori reservoir there are different types of fish: Cyprinus carpio, Carassius gibelio, 

varicorhinus, Ctenopharyngodon idella, Hypophthalmichthys molitrix, trout and others. 

Natural Resources  

As a result of the cameral work in Ambrolauri municipality, information was found on 32 nature 

monuments. Here they are mainly represented as organic nature monuments, caves, waterfalls, 

canyons, lakes and Glacial erratic (Table 27). 

Table 27-Tkibuli Natural sites 

Category Number  

Waterfall 4 

Reservoir 1 

Cave 21 

Canyon 1 
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Category Number  

Glacial erratic 1 

Lake 1 

Gorge 1 

A monument of organic 

nature 

2 

According to the developed criteria the following objects were seen and evaluated on site: Sakinule 

cave, Shaori reservoir, Khidikaris Kldekari (canyon), Tkhmori waterfall, Shareula river valley and Lake 

Cheliaghele. 

The current state of the facilities is satisfactory, not damaged and contaminated. In terms of 

accessibility, the situation is also positive. It is also worth mentioning the existence of small tourism 

infrastructure such as: 

o Sakinule Cave – there are pointing boards. The access road is marked, but the markers are 

outdated and need to be updated. There is also a picnic area near the cave; 

o Tkhmori Waterfall - There are several picnic areas with metal-concrete structures, which are 

incompatible with the surrounding natural environment; 

o Kldekari rock – there is a pedestrian bridge for tourists, night lights and panoramic view place; 

o Shaori Reservoir - Photo storage platform is arranged on the bank of the reservoir. There is a 

hotel and food facility near the reservoir too. 

Unfortunately, there is no information board with any information about these attractions. The 

absence of marks and their incompatibility on the google interactive map, or the wrong location often 

make it difficult to find right sights.  

Cultural Resources  

The cultural heritage sites in Ambrolauri are mainly represented by temples, castles and houses. As a 

result of the cameral work in the municipality, information was obtained on 182 cultural heritage sites 

(Table 28). 

Table 28-Number and categories Tkibuli Cultural Sites 

Category Number 

Of national importance 8 

Having the status of a cultural heritage site 59 

Cultural Heritage without status 123 
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According to the elaborated criteria, several distinguished cultural heritage sites are located in 

Ambrolauri municipality. The churches of Nikortsminda and Barakoni are worthy of special mention. 

Nikortsminda Temple has tourist infrastructure, parking, W/C points and tourist landmarks. Signposts 

are also found near the temples of Barakoni and Khotevi. It is noteworthy that the main access roads 

to the facilities are in a good condition. Existing marking signs and information boards for certain 

attractions are outdated and need updating. Many of them cannot be found on maps.google.com.   

Resorts and Resort Localities 

Only the Bugeuli has the status of a resort in the Ambrolauri municipality. According to the current 

Georgian legislation, the Resort Localities are - Uravi, Khidikari and Cisigora. Field surveys show that 

no resort facilities are developed at any of these sites. In the case of Uravi there is an ecological 

problem with arsenic residues, their main source has been conserved, however, additional work and 

safety measures are desirable in this regard. 

Tourist routes 

Cameral work Cameral and field surveys revealed 14 tourist routes surveyed by the National Tourism 

Administration on the territory of Ambrolauri Municipality, some of which are combined and include 

both horse riding and hiking elements. Some of the routes are marked in accordance with the rules of 

the technical regulations for hiking routes, but some are outdated and need to be updated.  

 

Picture 22-Damaged tourist landmark near the Sakinule cave 

 



 

94 
 

 

Picture 23-Some Natural attractions of Ambrolauri Municipality 
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Picture 24-Cultural attractions of Ambrolauri Municipality 
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7.5.  Oni municipality 

Oni municipality is located in the north-eastern part of western Georgia, in Racha-Lechkhumi and 

Lower Svaneti region. Its administrative center is the town Oni, located on the left bank of the Rioni 

River, in a deep valley at 830 m above the sea level. The total area of Oni municipality is 1712 km2 and 

the population is 6130 according to 2014 data. 

From the geotectonic point of view, the municipality belongs to the south slope of the Caucasus, which 

extends into the Mestia-Tianeti subzone. It is mainly composed of clays, sandstones, conglomerates, 

limestones, and volcanic formations. 

 The main form of relief is formed by the southern slopes of the main ridge of the Caucasus and its sub 

slopes. An important orographic unit is the Shoda-Kedela Ridge. 

The municipality has a moderate humid climate, with mild cold winters and long, warm summers. The 

average annual temperature is 10 ° C, the average temperature in January is 1 ° C and in July it is 20.4 

° C. 

The main river of the Oni municipality is the river Rioni, and its tributaries - Shodura, Shliroruri, 

Shkhirodura, Gharula, Chalistskali, Skordumi, Ghamrula, and others. Rivers' water supply depends on 

glaciers, snowmelt, and atmospheric precipitation. 

The municipality is not distinguished by the abundance of lakes. The interesting lakes for tourists are 

Udziro and Qveda lakes. 

The municipality is rich in underground and mineral waters. An important fresh water reservoir is 

located in the glaciers on the southern slope of the Caucasus Range. 

The lower part of the Caucasus Ridge and its slopes are covered by broad-leaved forest on the territory 

of Oni Municipality, which mainly is represented with oak, Carpinus and Fagus. The upper part is 

covered with dark conifer trees – Picea, Abies nordmanniana. Subalpine and alpine meadows are at 

2000-2200 meters above the sea level. 

From the wildlife on the territory of Oni there is a widespread of: bears, wild cats, wolves, Canis aureus; 

from raptors - the eagle. The rivers inhabit a variety of fish, including salmon from the red list in the 

upper part of the rivers. 

 

Natural resources  

As a result of cameral work on the territory of Oni Municipality, information was obtained on 23 nature 

monuments. Here they are mainly represented as glaciers, caves, waterfalls, canyons, lakes and erotic 

boulders (Table 29) 

Table 29-Number and categories of Oni Municipalities 

Category Number 

Waterfall 1 

Glacier 8 
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Category Number 

Stone 4 

Cave  7 

Canyon 1 

Lake 3 

Travertine 1 

According to the developed criteria, the distinctive natural sights of Oni Municipality are: Udziro Lake, 

Qvedis Lake, Bubi and Zofkhito glaciers are hardly accessible. In most cases, they need a few-day 

expedition to visit. In the case of Udziro lake problem is its location close to the occupied territory.  

A positive factor can be considered the existence of small tourism infrastructure expressed in the 

marked hiking trails. 

Cultural Resources 

Alike Ambrolauri, on the territory of Oni Municipality, cultural heritage sites are mainly represented as 

temples, castles, towers and living houses. As a result of the cameral work in the municipality, 

information was obtained on 269 sites of cultural heritage (Table 30). 

Table 30-Number and Categories of Cultural Resources at Oni Municipality 

Category Number 

Of national importance 3 

Having the status of a cultural heritage site 49 

Cultural Heritage without status 220 

According to the developed criteria, several distinguished cultural heritage sites are located on the 

territory of Oni Municipality. It is worth mentioning that St. George's Cathedral of Mravaldzali, Oni 

Synagogue, dwelling Houses in Oni, Shovi and other villages. There is almost no tourism infrastructure 

developed at cultural heritage sites. Only in the town Oni there are tourist signs and public toilets. 
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Picture 25-Oni Synagogue Picture 26-Resort Shovi 

Resorts and Resort Localities 

On the territory of Oni Municipality, the status of the resort, have Shovi, Utsera and Sortuani. And Bari, 

Skhepuri, Qveda, Dzeglebi have the status of resort areas. There is no resort infrastructure developed 

at all. As for resorts Resort infrastructure is relatively developed in Shovi and Utsera. There are several 

accommodation and food facilities there. The access roads to the resorts are well-regulated, but local 

people and visitors have problems with damaged internal roads. This problem is extremely critical in 

the case of Utsera. 

Tourist Routes  

Cameral and field surveys revealed 19 hiking and two horse-riding routes surveyed by the National 

Tourism Administration on the territory of Oni Municipality. Some of the routes are marked in 

compliance with the rules of the technical regulations for hiking routes, but some of them are outdated 

and need updating. Not only municipal routes are researched and studied, but also the hiking routes 

to the direction of Ambrolauri and Lentekhi municipalities. 

 

Picture 27-Information board of tourist routes 
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7.6.  Tsageri Municipality 

Tsageri Municipality is located in the north part of western Georgia. The area is 754 km2 and the 

population is 10 387 people (2014 data). 

Medium-altitude mountains in the Tsageri municipality are mainly composed of Jurassic and 

Cretaceous sandstones, limestones and Paleogene Neogene rocks, and river terraces and cavern 

bottoms with alluvial layers. 

The territory of Tsageri municipality is mainly composed of middle and low altitude ridges, caverns and 

deeply cut narrow valleys. Mostly are Erosion-Denudation and karst relief with steep and moderate 

slopes. 

Tskhenistskali and Lajanura are the main rivers in Tsageri Municipality. Notable from their tributaries 

are: Namkashuri, Agruani, Utskheraghele, Tetri Ghele, etc.   

The territory of Tsageri is not distinguished by lakes. Green Lake is important for tourism. The high-

value reservoir is the Lajanuri reservoir, created by the arch dam, in the narrow valley of the Lajanura 

River downstream. 

The territory of the municipality belongs to the zone of low and middle mountain forest landscapes of 

Kolkheti. In the low zone, at 800 meters above sea level the average annual air temperature is +11.40, 

the average in January is - 00, the July average is +220. The annual precipitation is 900-1000 mm. 

Tsageri territory is covered with Castanea-Carpinus forests and Rhododendron luteum sub-forest, at 

800-1000 meters and above we can see Colchian type poldominat forests. There is also a widespread 

of: Castanea, Oak, Carpinus, Acer, Tilia etc. Next up in height comes mainly Fagus frequent forest with 

Rhododendron ponticum sub-forest and dark conifer – Abies and Picea. Above 1800 meters there are 

subalpine and alpine meadows. 

 The mountain valleys are rich in medicinal herbs. The sub-forests are mainly represented with: 

Vaccinium, Rosa, Staphylea, Clematis, Hedera, Solanum, ivy.  The flood-plains are rich of:  Hippophae, 

Smilax excels, Corylus and grasses:  Urtica, Plantago, Sedum, Leonurus quinquelobate, Inula helenium, 

Trifolium and others. 

 The forest’s inhabitants are: bears, wolves, foxes, lynx, Capreolus, Martes, squirrels, Meles, in higher 

zones there are Rupicapras and wild pigs in the Lajanuri valley. 

 In Lechkhumi we  can find all kinds of birds of the mountain, forest and alpine fields characteristic to 

such moderate zones, the rivers are rich in fish (Oncorhynchus, Rutilus, Cyprinus barbus, Gobius, etc.). 

 

Natural Resources 

As a result of cameral work on the territory of Tsageri municipality, information was found on 23 nature 

monuments. Here they are mainly represented in the form of caves, waterfalls, canyons, lakes, and 

Erratic stones. (Table 31) 

Table 31-Number and categories of Tsageri Natural sites 
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Category Number 

Waterfall 3 

Reservoir 1 

Cave 11 

Canyon 3 

Erratic stone 2 

Lake 2 

Surface karst form 1 

According to the developed criteria, distinctive sights of nature were seen and evaluated on site. Roads 

to natural monuments are not regulated. In most cases it is possible to reach only by off-road transport. 

But some natural tourism attractions have some sort of tourist infrastructure. The transparent glass 

viewing platform is arranged at Ghvirish Waterfall, which is organized by the local municipality. 

Unfortunately, there are no marking signs on the way, what make it difficult to reach the natural sights. 

The Green Lake area has accommodation and food facilities too.  

Separate consideration is Khvamli Mountain, which is one of the distinguished sites in the region and 

throughout the country, with caves and biodiversity existing here. Unfortunately, Khvamli and its 

distinctive monuments (such as Thekenther well) do not have the status of protected area till today. 

The problem caused by damaged ways makes it difficult to access the Khvamli attraction. Almost no 

tourist signs or information boards exist to help the visitor to explore the site. It should also be 

mentioned that, unfortunately, natural sites cannot be found on maps.google.com, which makes the 

navigation system useless. 

 

Picture 28-Sairme pillars 
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Cultural Resources 

The cultural heritage sites in Tsageri are mainly represented as temples, castles and archaeological 

sites. As a result of the cameral work in the municipality, information was obtained on 60 cultural 

heritage sites (Table 32). 

Table 32-Number and categories of Cultural sites at Tsageri Municipality 

Category Number  

Of national importance 3 

Having the status of a cultural heritage site 47 

Cultural Heritage without status 13 

The value of the Khvamli Mountain is significant in both terms: cultural and natural. The cultural 

heritage sites and archaeological material found in the area are also important. Unfortunately, the 

abovementioned problems with Khvamli Mountain, which are linked to the lack of tourist 

infrastructure, are also relevant to cultural heritage. 

It is noteworthy that some of the cultural heritage sites have normal tourism infrastructure organized 

by the municipality. Particularly at Muri fortress, which is the one of the main sightseeing of Tsageri, 

the trail leading to the castle along with concrete staircases and night lights are arranged. The issue of 

tourist signs on the central highway is relatively solved. However, there is a problem with the 

information boards. A distinguished archaeological site is the complex of the Dekhviri Castle, which 

has acquired the status of a museum-reserve. There is a plan to arrange tourist infrastructure and 

various cognitive activities for visitors. Information isn’t accessible about cultural monuments on 

maps.google.com, like in case of natural monuments, what makes it difficult to find them.  

 

Picture 29-Muri fortress 

 

Resorts and Resort Localities 

Only Lashichala has the status of resort on the territory of Tsageri municipality. According to the 

current Georgian legislation, the resort localities are Alpana, Akhalchala, Aghvi, Ladzgveria, Usakhelo 

and Dzughuri. Currently there is not any infrastructure at the resort localities. A relatively developed 
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resort is Lashichala, where tourist services are mainly limited to renting houses and cottages. An 

important problem for the resort development is the access road, which is in a very poor condition. 

 

Tourist Routes 

Based on cameral work and field researches we’ve identified 7 tourist routes surveyed by the National 

Tourism Administration on the territory of the Tsageri Municipality, some of which are combined and 

include both horse riding and hiking trails. Some of the routes are marked in accordance with the rules 

of the technical regulations for hiking routes and others do not comply with above rules and need to 

be updated. Most of them are transit routes and connect Tsageri municipality with the neighboring 

municipalities: Martvili, Ambrolauri, Lentekhi 

1. Upper Lukhvano - Resort Akhalchala - Tsekuri Mountain - Village Qulbaqi; 

2. Sairme pillars; 

3. Village Kulbaqi - Lebardes Toba Virchkhli; 

4. Village Zubi - Askhis Massivi- Village Qulbaqi; 

5. Village. Okureshi - St. George Church of Khvamli - Village Tvishi; 

6. Lashichala Resort - Village Sasashi; 

7. Village. Upper Sairme – Village Qvishari. 
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Picture 30-Some Natural sites of Tsageri Municipality 
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7.7.  Lentekhi Municipality  

Lentekhi municipality is located on the southern slope of the Caucasus Range in western Georgia, in 

the Racha-Lechkhumi and Low Svaneti regions. Its area is 1344 km2, and its population is 4386 people 

as of 2014. 

The relief forms in Lentekhi are mainly formed by: Lechkhumi and Egrisi ridges from south, Svaneti 

from the west and the main watershed of the Caucasus from north. Lentekhi area is high mountainous 

area where the medium and highland terrain prevails. 

From the geotectonic point of view, the Lentekhi area belongs to the South-Caucasian slope-

distribution system, which extends into the Mestia-Tianeti subzone. They are mainly composed of 

clayey, sandstones, conglomerates, limestones and volcanic formations, and are also found in mid-

Paleozoic quartzites. 

The most important river in the municipality is Tskhenistskali. Its tributaries within the municipality: 

Kheledula, Laskadura, Zesko, Leusher, Khopuri and other.  

Lentekhi is characterized by light, moderately damp weather and weak frosts. The average 

temperature in January is -1,8 ° C and in July it is 20,1 ° C. Sub-alpine and alpine meadows cover a 

significant part of the Lentekhi municipality. In the relatively lower zone, there are dark conifer forests. 

Among the representatives of the wildlife there are the chamois, the Bear, the Wolf. The rivers are 

home to a variety of fish, including the Red Listed trout. 

 
Picture 31-Conifer Forest 

Natural monuments 

Information on nature monuments in the territory of Lentekhi municipality is not found in academic 

sources, or the internet. Neither field survey revealed any significant natural landmarks. From a natural 

point of view, Lentekhi's advantage is expressed in its general natural landscape, biodiversity and 

beautiful panoramic views. 
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Cultural monuments 

The cultural heritage monuments in Lentekhi area are mainly represented as temples and towers. As 

a result of the cameral work in the municipality, information was gathered on 128 cultural heritage 

monuments (Table 33). 

Table 33-Number and categories of Natural sites in Lentekhi Municipality 

Category Number Category 

National importance 7 National importance 

Having the status of a cultural 
heritage monument 

38 Having the status of a cultural 
heritage monument 

Cultural Heritage without 
status 

90 Cultural Heritage without 
status 

According to the elaborated criteria there are several distinguished cultural heritage temples in the 

territory of Lentekhi municipality that have the status of national category. Field research has shown 

that unfortunately, no comfortable roads lead to any of the sites. There is no system of tourist and 

road marks. None of them is searchable on maps.google.com, which makes it difficult to find them. 

The facilities are completely devoid of any tourist infrastructure. 

  

Picture 32-Painting of the Archangel Picture 33-St. George’s Temple (Jgragi) 

 

Resorts and Resort Localities  

Only Muashi has the status of a resort in the territory of Lentekhi municipality. According to the 

current Georgian legislation, the resort localities are - Khopuri, Koruldashi and Laskadura. According 

to field surveys, no resort infrastructure has been developed at any of these sites. In the case of 

Muashi, research has shown that a significant portion of the territory is privately owned.   

Tourist Routes 

Cameral and field surveys revealed 5 tourist routes surveyed by the National Tourism Administration 

on the territory of Lentekhi Municipality: 
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1. Lashichala Resort - Village Sasashi; 

2. Village. Ghebi - Vatsitsverva Pass - Village Zesko; 

3. Village. Kldisubani - Village Shkedi; 

4. Village. Uravi - Village Shkedi 

5. Village. Likheti - Village Shkedi 

Some of the routes are marked in accordance with the rules of the technical regulations for hiking 

routes, but none of them have any other infrastructure. 

 

Picture 34-Resort Muashi. Privately owned areas 

7.8.  Mestia Municipality 

Mestia Municipality is located in Samegrelo-Upper Svaneti region, on the riverbed, upper Enguri Basin. 

Its hypsometric height ranges from 800 to 5203 meters. The area stretches for 185 km and covers 

3044,5 km2. According to the 2014 census, the municipality has a population of 9 316. 

The territory of Mestia municipality is geomorphologically divided into two parts: Upper Svaneti Cave 

and Enguri Gorge; Svaneti Ridge and adjacent territories. The Upper Svaneti Cave and the Enguri valley 

begin north of the main ridge of the Caucasus and represent a tectonic deepening between the Kodori 

and Svaneti ridges, particularly from Mount Lakumurashdud before reaching Dalar. 

Another main geomorphological area of the Mestia municipality - Svaneti Range divides the Enguri and 

Tskhenistskali basins. It starts from the main watershed ridge along Mount Nakvami. From the Mount 

Dadiashi it obtains a longitudinal direction and ends at the village Khaishi. The northern border of 

Mestia municipality runs along the Caucasus Range, the high part of which is covered by permanent 

ice cover. Here are the highest peaks of the Caucasus. 
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The territory of Mestia municipality is characterized by the subtropical, high humid sea, continental 

climate of glaciers and rocks. The hypsometric factor is the determinant of the thermal regime, which 

is strongly influenced by the orographic elements - the ridges of different heights and directions. The 

eastern part of Upper Svaneti has completely different climatic conditions. Due to the high altitude, it 

is cold with long winter and short summer periods. In January temperature ranges from -50 to -80, and 

in August from +100 to + 150. Absolute minimums can drop to -300 - 350. 

Mestia Municipality is rich in underground and over ground water resources. The main axis of the 

hydrographic network is the Enguri River, which originates at the glacial Enguri at 2614 m above the 

sea level. The main tributaries of the river Enguri are - Right: Adishischala, Khaldechala, Mulchra, 

Dolrachala, Nakra, Nenskra; Left: Tkeshi, Khumfre, Lasil, Magana, Jumi and others. 

From the lakes the karst lake “Didi Oqrotskali” is remarkable on the northern slope of the Kodori Range. 

Koruldi Lakes are located on the Upper Svaneti Plateau, 4 km from the village of Adishi the St. George 

Church is located along with the Church Lake. 

Mestia glacier is one of the most prominent geographical areas in Georgia. The Enguri River Basin 

accounts for 38% of the total Georgian glaciers and 57% of the area. The largest glaciers of Georgia are 

located in the Enguri Gorge: Lekhziri - 35,8 km 2, length 12,2 km, Tsaneri, Chalaati, Adishi, Khalde and 

others. 

Different forms of terrain and climate types in the Upper Svaneti region contribute to the formation of 

diverse exotic landscapes and contribute to its biodiversity. Svaneti vegetation is particularly 

noteworthy. The coniferous forest ranges from 800-900 meters, and the alpine zone ranges from 2450-

2500 to 3100-3200 meters. 

There are many rare and endangered large and small mammals, predators, birds, fish and 

invertebrates in the Mestia municipality. Diversity is driven by food resources and demographic 

conditions, in particular the more the population rate decreases, the less the anthropogenic impact to 

the faunal area. As a result, the wildlife is preserved. 

The region has 18 species of fish belonging to the middle and high mountains of the Central Caucasus, 

7 species of amphibians, 10 species of reptiles, about 70 species of birds, and about 30 species of 

mammals. 

 

Natural Monuments 

 As a result of cameral work in Mestia municipality information was obtained on 16 nature monuments. 

Here they are mainly represented in the form of lakes, waterfalls, Glacial erratic, as well as a small 

number of karst forms (Table 34). 

Table 34-Number and categories of natural monuments in Mestia Municipality 

Category Number 

Waterfall 1 

Cave 1 
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Category Number 

Canyon 1 

Glacial erratic 8 

Lake 5 

There are several distinguished nature monuments in Mestia municipality. From the point of view of 

uniqueness, the erected rocks scattered in different river valleys, are the most objects of interest as. 

They represent the world-wide scale monuments. Unfortunately, due to the lack of pointers and 

information boards, it is almost impossible to locate and identify them. A prominent monument is the 

Shdugra Waterfall, which is one of the popular destinations for hiking routes. The road to the waterfall 

is also marked. The beauty of the lake Oqrotskali is also one of the popular destinations for hiking 

lovers. 

The glaciers of Mestia municipality are the important tourist resource. Some of them may become 

more attractive for ecotourism, such as, for example the scientific tours. Besides, depending on the 

location of the glaciers, they provide the opportunity to develop a variety of adventure eco-tourism 

products. 

 

Cultural Monuments   

Cultural heritage monuments in Mestia are mainly represented by temples, towers, houses and 

villages. As a result of the cameral work in the municipality, information was obtained on 1727 cultural 

heritage sites (Table 35). 

Table 35-Number and categories of cultural sites in Mestia Municipality 

Category Number 

World importance 1 

National importance 36 

Having the status of a cultural heritage monuments 568 

Cultural Heritage without status 1158 

Mestia Municipality is the richest area in terms of cultural heritage monuments among the other target 

areas of the project. The village Ushuguli - included in the UNSCO World Heritage List - is the worth of 

special mention. Some villages of Mestia are also of national importance. Unfortunately, it should be 

noted that a significant part of the monuments here are damaged and require reinforcement and 

restoration works. The temples are in relatively better condition where the frescoes and in some cases 

façade paintings are still in a good shape. Unfortunately, the situation is unsatisfactory in terms of 

accessibility and searchability of the sites. 
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Besides the tangible cultural heritage, Mestia municipality is also featured with the abundance of 

intangible cultural heritage as the majority of monuments that had been awarded with such status by 

the Georgian legislation are located in Mestia municipality. 

 

Resorts and Resort Localities 

According to the current Georgian legislation, none of the areas of Mestia municipality has a status of 

resort. However, the resort localities of the municipality are:  Mestia, Kvedilashia, Bochi-Khaishi. As a 

matter of fact, "Hatsvali" and "Tetnuldi" have the status of resort because the resort infrastructure is 

developed. There are ski lifts and ski slopes. On site and in their vicinity, there are catering and lodging 

facilities. In the case of Kvedilashia and Bochi-Khaishi no resort facilities exist on site. 

 

Tourist Routes 

Cameral and field surveys revealed the most researched and marked tourist routes in Mestia 

Municipality. The 47 tourist routes surveyed by the National Tourism Administration, some of which 

are combined and include both horse riding and hiking. Some of the routes are marked in accordance 

with the rules of the technical regulations for hiking routes, but some of them are outdated and in 

need of updating. Unfortunately, the infrastructure of the marked routes is mainly limited to pointers 

and lacks picnic / camping sites and mountain shelters, despite their complexity and distance. 

 

Picture 35-Sign of one of the tourist routes 
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Picture 36-Attractions of Mestia Municipality 
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7.9.  Intangible Culture  

Convention for the Safeguarding of the Intangible Cultural Heritage was adopted by the UNESCO on 

October 17, 2003.  

Under this convention the “Intangible Culture Heritage” means the practices, representations, 

expressions, knowledge, skills – as well as the instruments, objects, artefacts and cultural spaces 

associated there with – that communities, groups and, in some cases, individuals recognize as part of 

their cultural heritage. This intangible cultural heritage, transmitted from generation to generation, is 

constantly recreated by communities and groups in response to their environment, their interaction 

with nature and their history, and provides them with a sense of identity and continuity, thus 

promoting respect for cultural diversity and human creativity. For the purposes of this Convention, 

consideration will be given solely to such intangible cultural heritage as is compatible with existing 

international human rights instruments, as well as with the requirements of mutual respect among 

communities, groups and individuals, and of sustainable development.  

The “intangible cultural heritage” is manifested inter alia in the following domains and it is appreciated 

according to the target regions by the followings (see table 36, Annex 6 

Annex06_Intangible_cultural_heritage.docx). 

• Oral traditions and expressions (1) - including language as a vehicle of the intangible cultural 

heritage (poems, prayers, legends, myths, tales, and etc.); 

• Performing arts (2) - performing rituals, ballads, dance, song and folk nuances; 

• Social practices, rituals and festive events (3) -traditional law; traditional games; holidays and 

events, traditional Cuisine, traditional agriculture (Livestock, Cultivation); traditions related to 

construction and planning (types of settlement, traditions of construction, traditions of 

behavior in public and public spaces; 

• Knowledge and practices concerning nature and the universe (4) - using natural resources, 

respecting forests and lands. Nature and related knowledge and customs; 

• Traditional craftsmanship (5) - stone and wood carving, painting, embroidery and knitting, 

traditional orrnaments. 

Table 36-Intangible Cultural Heritage of target regions 

Intangible 

Cultural 

Heritage 

Svaneti Region Imereti Region Racha-Lechkhumi Region 

Oral 

traditions and 

expressions, 

languages  

Svan language and its 

four dialects; ancient 

Svan mythology; 

examples of oral speech 

Imeretian dialect; local 

rituals, myths, legends 

and beliefs (evil spirits, 

e.g. “Devi”); historical 

Rachan dialect; worship of 

the Sun „Barbale” – 

personification of sun; 

tradition of baking 

file:///C:/Users/TEST/Desktop/ADA/Annex06_Intangible_cultural_heritage.docx
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Intangible 

Cultural 

Heritage 

Svaneti Region Imereti Region Racha-Lechkhumi Region 

-poems, prayers, 

legends, myths, sayings 

and fairy tales. 

legend about the 

“Argonauts” 

“Lobiani” (bean-filled 

bread) with cross on 

surface. 

Performing 

arts  

Svan military folklore 

(Ferkhuli); “zari” (bell) – 

funeral ritual; Svan 

songs – “Lile”, “Kviria”, 

“Qaltidi”. Traditional 

hymns – “Jguragish” 

 Spell ritual “Budinoba”; 

house foundation ritual; 

Imeretian family ritual 

“Dedaloba”; rainmaking 

ritual. 

Worship in spirits; Rachan 

funeral and burial ritual; 

the traditional rituals and 

customs for pregnant 

woman; traditions in 

danger of extinction 

„Shiooba”, “Tsia-kokonia”, 

“Anatigeonoba”, 

“Giorgoba” and etc. 

Social 

practices, 

rituals and 

festive events  

Svan architecture – 

Machubi, Tower, 

Basilica Cathedral; local 

festival “Lamproba”, 

“Kviratskhovloba”, 

“Lipanali”; local fest 

“Lamaria”; tradition of 

Svan people 

“Bloodletting”; local 

dishes: Kubdari, 

Tashmijabi, Ziskhora, 

Svan spices, Svan Salt; 

Svan clothing and 

accessories (Svan Hat). 

Imeretian hospitality and 

tradition “Imeretian 

Supra”; Imeretian folk 

(e.g.„Tsitsinatela”, 

“Suliko”, aslo Polyphony); 

wedding tradition "Sefa" ; 

local holidays and 

festivals “Zekaroba”, 

“Ortsifoba”, “Bosloba”, 

“Sachkherloba”, 

“Chiaturoba”; game 

„Leloburti” (Leloball); bird 

hunting „Bazieroba”; 

Imeretian cuisine: cheese, 

Khachapuri, Tabaka, 

Nadughi; handicraft. 

Rachan traditions and 

customs „Bosloba”, 

“Kheldeba”, “Datsindva” 

(marriage in early age); 

New Year related rituals; 

hunting rituals; archaic 

rules of viticulture and 

winemaking (described in 

ancient Greek and Roman 

manuscripts); wood 

carving tradition; Rachan 

cuisine: “Qada”, 

“Qadakacha”, “Buglava”, 

“ham” and etc. 

Knowledge 

and practices 

concerning 

nature and 

the universe  

Hunting; tradition of 

gold panning. 

Tradition of nature 

protection, forest care.  

Weather forecasting by 

Rachan people; 

prohibitions and beliefs 

e.g. “Taboo”. 
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Intangible 

Cultural 

Heritage 

Svaneti Region Imereti Region Racha-Lechkhumi Region 

Traditional 

craftsmanship  

Woodcarving; art of 

making musical 

instruments e.g. 

“Chianuri”; goldsmiths; 

drawing, making icons 

and amazing 

Masterpieces and 

techniques of medieval 

"Svan Painting School", 

cross-paintings in 

Svaneti Region; 

Medieval Imeretian 

Architecture: Gelati 

Complex, Bagrati 

Cathedral, Ubisi 

Monastery, Motsameta, 

Geguti Palace. “The 

Wizards of the Red Land” 

- Pottery ancient place. 

The extinct tradition of 

producing iron and 

nonferrous metals 

 

Wood carving; copper 

processing; making 

musical instruments 

(“Gudastviri”); 

Lechkhumian stone 

carpeting (built of 

fireplaces). 

In targeted regions were identified 18 intangible cultural heritage monuments (Table 37). 

Table 37-Cultural heritage monuments of target regions 

 Mestia Region Imereti Region 

Racha-

Lechkhumi 

Region 

1, Traditional method of making "Chuniri" of 

Svan folk instruments 

Continuous Tradition of 

Georgian Periodic - Literary 

Magazine "Gantiadi" 

Dance 

“Ferkhuli” 

2. Svan hat making technology; “Bazieroba” - Catching prey 

with birds (sparrow hawk)  

----- 

3. Svan cuisine - traditional method of making 

millet khachapuri; 

Georgian Traditional Table 

Culture (Georgian Supra) 

---- 

4. Svan cuisine - traditional method of cooking 

Kubdari 

Georgian Folk Horse Games - 

Isindi, Horseball, Kabakhi, 

Marula 

 

------ 
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 Mestia Region Imereti Region 

Racha-

Lechkhumi 

Region 

5. Svan cuisine - traditional method of making 

Svan salt; 

Khachapuri tradition in 

Georgia 

------ 

6. Svan cuisine - the traditional method of 

making Tashmijabi 

 

Leloball 

 

------ 

7. Healing, mineral acidic water consumption 

technology. (Mugviri, Artskheli, Kakhrld, 

Legab, Seti, Kvedilashi and Shdegi) 

 

Georgian polyphony  

 

------- 

8. Traditional method of making Svan folk 

instruments "Changi” 

------- 

 

 

------- 

9. Tree Carving Tradition - Ornament in Svan 

Traditional House and Household Items 

 

------- 

------- 

10. Svanetian Funeral Ritual by „bell” -------- ------ 

11. Dance “Perkhuli” --------- ------ 

8. Assessment of tourism service providers 

8.1.  Upper Imereti Region 

Based on secondary data 132 tourism service provider were identified in Upper Imereti Region, from 

which were interviewed and assessed 57, with the principle of selective methodology (Table 38). 

Table 38-Number and categories of tourism facilities during the research stages 

Region Tourism Service Providers Number 

Upper Imereti Accommodations Food Facilities Agrifarms/agrito
urism farms 

Traditional Craft 
Masters 

Total 

Secondary Data 36 39 22 35 132 
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Primary Data 16 14 14 13 57 

Based on the research of tourism service providers, following picture and main problems were 

identified in Upper Imereti Regions (see Annex 7 Analysis of tourism service providers): 

 

Safety 

Safety standards, regardless type or category of tourism facility, is quite poor in target municipalities. 

Most of them don’t have smoke detectors, fire extinguishers, emergency lighting or an evacuation 

plan. Hotels do not have adapted infrastructure for people with disabilities and first aid kit usually 

contain basic staples, not specified on agri tourism activity.  

At one hand neglecting of safety requirements by the entrepreneurs is perceived as low level of 

awareness and responsibility, and on the other hand less control by the state indicates lack of safety 

standards of the tourism industry.  

As this component is especially crucial for tourism development on destinations, there is need to 

manage and monitoring safety system effectively in tourism industry on both national and regional 

levels. 

 

Figure 6-Assessment of safety components at food facilities, result of calculating scores and matching each criterion to the 
maximum score 

 

Infrastructure and Equipment 

The main problem of the tourism facilities in the region is maintaining the authentic environment in 

the exterior and interior, which is one of the most important components of attractiveness on the 

destination for both local and foreign tourists. Lack of knowledge about the standards for arranging 

the tourism facilities determines the quality of service and visitor satisfaction on the destination.  

70

70

70

70

45

24

39

27

0 10 20 30 40 50 60 70 80

Two exists from the building

Evacuation plan

Smoke detectors/ Fire extinguishers

Emergency lighting

Safety at Food Facilities



 

116 
 

Tourism service providers need the development of skills and rising awareness in the field of hospitality 

management and product development, and at the same time financial support to provide functional 

significant equipment for the development of facilities with the aim of rising quality. 

 

Product and Services   

The main problem of this component is diversification of tourism offers. As research shows, only 30 % 

of craft masters have studios, apart from home, from all target regions. 

Figure 7-Existence of craft studios 

 

It is important for tourism service providers to develop additional services along with the core 

products. E.g., craft producers with offering the tourism services on one hand increase the revenue 

and on other - tourist satisfaction on the destination. Based on assessment of craft studios (see Figure 

8), there is need of financial support of their arrangement and provision of equipment for simplifying 

and increasing the scale of production. In terms of technical support craft masters need trainings in 

development product design, for its functional and regional characteristics, and elaboration of various 

master classes. 
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Craft Master
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Figure 8-Assessment of crafts studios, calculating scores and matching each criterion to the maximum score 

 

Based on research, Sachkhere municipality has a great potential of wine tourism development, which 

is now on introduction stage of product life cycle. Encouragement in terms of restoring and producing 

of native grape varieties will be a great support of wine tourism development for the municipality. 

Tkibuli Municipality has a potential of growing tea production. In terms of technical assistance, farmers 

need the general theoretical course in agritourism management and individual consultations on site.  

 

Marketing and Communications 

The main problem of tourism service providers in the region is information accessibility via commercial 

intermediary sites like, expedia.com, airbnb.com, booking.com and etc. some of them are registered, 

but they need right position and good ratings to be attractive for target segments. 

8.2.  Racha-Lechkhumi-Lower Svaneti Region 

Table 39-Number and categories of tourism facilities during the research stages 

Region Tourism Service Providers Number 

Racha-
Lechkhumi-
Lower Svaneti 

Accommodations Food 
Facilities 

Agrifarms/agrit
ourism farms 

Traditional 
Craft Masters 

Total 

Secondary 
Data 

299 41 55 54 449 

Primary Data 67 21 21 17 126 
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Safety  

This component is also problematic for tourism tourism service providers in Racha-Lechkhumi-Lower 

Svaneti Region. There is the only guest house in Oni Municipality "Gallery Georgia", which has an 

adequate amount of fire extinguishers, and the smoke detectors in the facility. In case of hotels safety 

refer to the following picture (see Figure 9). 

Figure 9-Assessment of safety components at hotels, result of calculating scores and matching each criterion to the 
maximum score 

 

Infrastructure and Equipment 

The main problem of this component is lack of infrastructure and equipment of tourism facilities which 

reduce the duration of visitor stay on the destination (detailed see the Annex 8. analysis of assessment 

tourism service providers). At the same time tourism service providers in Racha-Lechkhumi-Lower 

Svaneti region, have lack of general knowledge about tourism and its sustainable development, which 

need technical support for reasonable and sustainable development of tourism value chain. 

 

Products and Services 

Most of tourism service providers don’t have diversified tourism offers that also shows the lack of 

knowledge and skills in this field.  E.g. traditional craft masters, especially in high mountains villages of 

the region, don’t have information about how they can engage in tourism industry and make their 

activities become additional income sources for the family. This target group needs provision of 

financial and technical support to organize studios, develop master classes, branding for attracting the 

tourists on the site.  

In the case of food facilities, the problems are in menu concept and food safety and hygiene. Facilities 

do not have a tourist menu with an emphasis on regional dishes. The menus do not include grammar, 
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grouping of dishes and consistency; also, the composition of the dishes is not specified, which further 

restricts the visitors from making the right choice when ordering a meal. 

Especially critical for food facilities is the condition of the kitchen and sanitary units. The kitchen has 

no storage facilities and is not divided into product preparation stalls.  

Based on assessment analysis, food facilities need trainings in the following modules: food safety and 

hygiene; financial management of catering facilities; development and promotion of local cuisine, 

diversification of their products (dishes) on the menu; type of the food facilities and its related 

infrastructure and attributes. 

Agri-tourism farms are also not diversified by services (see Figure 10). Ambrolauri municipality has a 

great potential of wine producing and wine tourism development, because of its unique endemic grape 

varieties.  Because they are still in the introduction phase of product life cycle that requires active 

support in terms of financial and technical support. 

Figure 10-Assessment of services at agritourism and agri farms, calculating the scores obtained and comparing each 
criterion to the maximum score 

 

 

Marketing and Communications 

Tourism service providers are more or less registered on intermediary electronic sites, but here, as in 

Imereti Region, the problem is in their positioning.  

Facilities also don’t interest by systematic research of visitor satisfaction, which is reflected in their 

development stage and quality of services. 

The main problem of craft masters in this component is using only direct sale channels, while electronic 

sites, tour operators and partnership with local tourism service providers is completely neglected.  
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Tourism service providers except from development and diversification tourism product also need to 

raise skills in marketing and communications. 

8.3.  Upper Svaneti Region 

Table 40-Number and categories of tourism facilities during the research stages 

Region Tourism Service Providers Number 

Upper Svaneti Accommodations Food Facilities Agrifarms/agrito
urism farms 

Traditional Craft 
Masters 

Total 

Secondary Data 403 30 3 35 471 

Primary Data 35 7 0 7 49 

Despite the many years of experience of Upper Svaneti, as tourism destination, local tourism service 

providers still have a lot of problems that constrain their further development process and 

sustainability. 

 

 

Safety 

Traditionally, environmental conditions and local culture was determining architectural style in Upper 

Svaneti Region. Most of Mestia houses don’t have two exists from the building. In spite of these 

circumstances and long-standing relationships with tourists, entrepreneurs still do not realize the need 

to comply with safety standards. From 28 guesthouses only 4 had fire extinguisher on the facility and 

in case of food facilities, evacuation plan and emergency lighting is very critical (Figure 11). 

Figure 11-Assessment of safety components at food facilities, result of calculating scores and matching each criterion to the 
maximum score 
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Infrastructure and Equipment 

The main problem of the region is tourism’s wrong development in terms of irrational usage of natural 

and cultural resources and the neglect of sustainable approach on both the entrepreneurial and sub 

regional level. Most of the tourism service providers have lost their authenticity in interior and exterior 

of buildings as well as tourist services. They are focused on quantitative rather than qualitative tourism 

offers that causes the substitution of local production in terms of food products and furniture or 

handicrafts and etc.  

 

Products and Services 

The main problem of Mestia municipality in terms of tourism products, is concentrations in borrow 

Mestia and Ushguli. Diversification and promotion of tourism products on other locations, one hand 

will reduce asymmetric development and on other hand - unload tourists from Mestia and Ushguli 

settlements. The agritourist farms and traditional crafts ‘masters may say are completely ignored in 

the tourism value chain. Support to agriculture development and traditional craftsmanship could help 

boost local production and make local produce available to both residents and tourists. 

 

Marketing and Communications  

The problem of this component has only craft masters and agri farms, they need branding and 

promotion especially via indirect marketing channels.  

Given this situation, the priority in this area should be the technical assistance of local tourism service 

providers in the sustainable management. At the same time, Agri farms and craft masters need to 

support in both production and development of tourism services. 
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9.  Tourism Market Analysis 

9.1. Trends in Tourism  

Following part of the document covers the global traveler trends and breaks down into the more niche 
areas such as mountain tourism. Looking at the numbers provided in the first part we can see that the 
trendlines for the broad and niche markets correlate with each other in terms of visitor movements, 
which countries are providing most international travelers and which destinations are on the rise. 
Second part of this chapter examines local trends in tourism and provides analysis with 
recommendation regarding the development of mountain tourism services and products, which are 
aligned to the national tourism development goals and strategies. 

9.2.  Global Tourism Market Analysis 

According to the World Tourism Organization (UNWTO) numbers global tourism is on the rise. 2018 
saw 6% rise from 2017, and reached the record numbers with 1.4 billion international arrivals. Tourism 
is becoming a major part of the global economy, in 2018, it was worth about $1.7tn, or about 2% of 
total global GDP (source: UNWTO). 

According to the UNWTO, 80% of the travelers visit their own region (country, continent). International 
travelers are driven with easy accessibility and short amount of time required to reach the desired 
destination. With 713 million visitors just only in 2018, Europe continues to be the leader in terms of 
international visitors received. France leads the way globally, with 90m total visitors received in 2017, 
from which 70m coming from other European countries. 

 

Picture 37-Source: WTO 

So, where do these tourists come from? The number of international/domestic travelers produced by 
a country tends to correlate with its income and population. China’s rising economy and increased 
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wealth of its citizens has resulted in a huge number of international travelers produced, making 
Chinese people the world’s most abundant tourists. In 2017, Chinese tourists made 143m journeys 
abroad, followed by Germany (92m), the US (87.8m) and the UK (74.2m). (Source: UNWTO). 

As the global tourism is rising, other regions which were not considered a traditional tourism 
destination are on the rise as well. In 2018, trips to Africa rose by 7%, and tourism to the Middle East 
by 10%, both above world averages, Asia and the Pacific grew by 6%. For 2019, UNWTO forecasts a 3-
4% increase, in line with the historical growth trend, and as the major holiday seasons still ahead in 
2019 we might see even higher numbers. 

As the global numbers of international travelers are increasing, the most popular destinations are 
becoming overcrowded and people are starting to look for alternative destinations.  

Due to the above-mentioned figures and reasons adventure tourism is becoming increasingly popular 
compared to mainstream travel. According to the reports of ATTA (Adventure Travel Trade 
Association) size of the international adventure market can be estimated to be worth around $683 
billion dollars, and this number does not include the domestic and outbound Asian travels, so if we 
take those factors into consideration as well, valuation of the market will come at a much higher 
number. To the biggest demographic group of the adventure travelers, who are Westerners aged 
among 25-45, ability to travel and enjoy authentic, unique experiences, is a right and a basic need. 
Using technology, they can easily gain information and make decisions. As the international travelers 
are increasing from Asia, the demand growth of the industry is inevitable, according to the research 
from China Outdoor Association 60 million Chinese people practice some forms of adventure sports.  

Technological advances have also greatly contributed to the development and growth of tourism 
worldwide. Advances in artificial intelligence have allowed tourism service providers to create chatbots 
in order to satisfy demands, VR is also used as a great tool for generating interest towards destinations. 
“A study in Wales found that 85% of people who tried a VR experience of a wildlife attraction in the 
country then wanted to visit it in person.” 

21st century technology is also producing change of traveler behaviors. According to numerous industry 
reports, solo and slow travels (working remotely and staying for extended periods of time) are also on 
the rise.   

As the international adventure travelers are seeking for healthy alternatives to unplug from the digital 
world we live in, more and more niches of adventurous tourism are growing. 

Mountain Tourism is one of the key niche forms of adventurous tourism, it offers great possibilities to 
the travelers who want to avoid jam-packed places. Defined by UNWTO as the type of “tourism activity 
which takes place in a defined and limited geographical space such as hills or mountains with distinctive 
characteristics and attributes that are inherent to a specific landscape, topography, climate, 
biodiversity (flora and fauna) and local community. It encompasses a broad range of outdoor leisure 
and sports activities".  

Having the advantage of attracting visitors in all seasons, mountains offer great possibility to escape 
the summer heat and enjoy white snowy landscapes in the winter. They also offer prospects to 
experience authentic and unique emotions while interacting with indigenous mountain people and 
cultures as well.  

Development of mountain tourism requires a great sense of responsibility and care. While it has a 
great potential to generate a wealth for the communities occupying certain area, if it is approached 
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without the careful plan and understanding of sustainable development principles it can cause huge 
problems as well. A great example for this case is mountain tourism development in the Himalayan 
region. In 1953, after the famous climb of Mount Everest by Edmund Hillary and Tenzing Norgay 
trekking tourism wave hit the summits of Himalayas, now more than 700,000 people visit the 
mountains each year. Even though the development of tourism contributed heavily to the well beings 
and wealth creation for the local population, it has also caused list of environmental problems such 
are: extensive deforestation, pollution from vehicles and pollution to name the few. And there is a 
great need for introducing strict regulating policies. 

According to the tourism scholars and industry professionals, mountain tourism destinations, 
international popularity is driven by the strong domestic and close regional demands, entrance and 
gaining success on the international markets are defined by the performance on the local market.  This 
sector is characterized by 2 strong driving cultures: mountaineering and skiing.  

 

Mountaineering 

Mountaineering, hiking, biking, paragliding and other adventurous forms are the ‘’summertime” forms 
of mountain tourism. To increase the occupation rates and the seasonality of the destinations, well 
established winter ski resorts have started to adapt to the market and transform themselves into 4 
season destinations. They offer great hiking, mountain climbing, mountain biking, cross-country cycling 
trails and other forms of outdoor activities to the travelers alongside with different forms of 
adventurous products such as paragliding. For example, Tirol and Courchevel, one of the top winter 
destinations have developed various mountain biking trails for its visitors. You can find expert as well 
as beginner level trails in these areas.  

If we look at the Google Trends data and apply search term: “mountain bike trails near me “(when 
adding words near me in google search, system automatically detects the region and gives suggestion 
based on location), we can see that for the past 5 years demand and interest has been increasing 
worldwide 

 

Picture 38-Invest over time 

Top 10 countries were search term “mountain bike” is the most popular: (According to the Google 
Trends past 5-year data) 

1. New Zealand 



 

125 
 

2. United Kingdom 

3. Australia 

4. Philippines 

5. South Africa 

6. Canada 

7. United States 

8. Italy 

9. Ireland 

10. Singapore 

Mountain biking, after reaching peak popularity in the 90’s is re-emerging as the popular past-time 
among domestic and international travelers. 

Simultaneously, search terms for ‘rent bike’ is also on the rise. 

 

Picture 39-Invest over time 

Another popular form of mountain tourism, hiking has also seen rise in the interest and search terms 
worldwide for the past 5 years. 

 

Picture 40-Invest over time 

As the global awareness towards healthy lifestyles and “green” past-times are rising, demands for this 
kind of products and occupations are also following the upward trendlines. 
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Skiing 

Skiing and Snowboarding are the most popular forms of mountain tourism. The 11th international 
report on Mountain & Snow tourism, which is compiled every year by the Geneva-based tourism 
professional and ski business expert Laurent Vanat, gives positive feedbacks on the industry trend, 
which is going upwards in terms of increased world travelers. In the report we find the following trends 
related to the industry: 

• Season on Season growth worldwide (2017/18 compared to 2016/17) was 5% , which is 1% 
higher than 2016/17 over 2015/16 

• Scandinavian countries are on the rise as the new skiing destinations in Europe 

• Visitors to Southern hemisphere ski destinations has grown by 25% the past 10 years 

• China has entered the top 3 countries worldwide in terms of total number of national skiers, 
after United States and Germany. The growth can be attributed to the increased interest 
towards Beijing 2022 Winter Olympics. 

Even though Russia has a great number of skiers/snowboarders, global map is missing Russian 
outbound travelers which can be attributed to several political and travel restrictive factors, one of the 
main being that Russian travelers still need to acquire visas for international travels. These factors has 
heavily contributed to the popularity of the Georgian ski resorts among Russian skiers and 
snowboarders. 

In total, globally there are about 115 million skiers. Most of them ski in countries of their origin and 
only 14% go abroad. Only Austria, France and Switzerland have more than 2 million international skiers 
yearly, but this is understandable as they have the most developed infrastructure and ski resorts, plus 
they benefit from being particularly close to Germany and Britain, from where people can easily access 
top class ski destinations in Alps. 

9.3.  Local tourism trends 

Share of tourism in the Georgian economy has been growing steadily in the recent years. According to 
a report prepared by the Research and Planning Division of the Georgian National Tourism 
Administration, foreign travelers' spending has a significant impact on Georgia's economy. According 
to statistics, number of international travelers increased by 2 million from 2016 to 2018 (30%), from 
which 82% are international visitors, who spent more than $ 3.2 billion, last year alone. The share of 
GDP was 7.6%. This can be attributed to investing an additional GEL 475 million in the tourism sector. 
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Figure 12-International visitor trips by years (204-2018) 

Analyzing the qualitative and quantitative characteristics of the visits revealed that if in 2016, 81.9% of 
the total travelers were residents of neighboring countries (Azerbaijan, Armenia, Turkey, Russia), this 
share decreased to 77.3% in 2018. Visits from neighboring countries amounted to 5,196,808 in 2018, 
which is 9.8% more than the 2017. Increase in visits from other countries were more significant, 
reaching 1,530,153 (+ 18.1%). These landscape changes are caused by the current tourism strategy 
adopted by the government of Georgia, last year GNTA participated in 24 international and local 
tourism exhibitions, conducted 150 press and introductory tours. In addition, GNTA has launched 
advertising campaigns on international markets in order to reach and attract a more higher spending 
segment. According to data collected, only 55.4% of the visits from neighboring countries are for 
tourism reasons, while the number for non-neighboring countries is 94.8%.  

Another important factor which comes with these changes are the staying duration and spending’s 
among visitors. In the case of neighboring countries, the duration of their visits to Georgia ranges from 
1.6 to 2.5 days (Russian visitors are exception with an average of 6.3 days), while in the case of non-
neighboring countries it ranges from 9 to 10.4. There is also a significant difference in the amount of 
money spent. Money spent by visitors from Armenia and Azerbaijan (GEL 371 and 347, Russia - 941, 
Turkey - 1047), respectively, are significantly different from other European and non-European 
countries (visitors from Central and Eastern Europe - 1,436 GEL, other Europe - 1,635GEL and non-
European visitors - 2,235 GEL). However, overall, the average tourist expenditure increased from GEL 
812 (as of 2016) to GEL 1,099 (as of 2018). 

Most of the international visits were made via land transport, 5,314,984 - (73.8%) last year, an increase 
was almost 20% compared to 2016. However, there is a much sharper increase in air traffic arrivals, 
figure was 24.8% last year, which is 24.2% higher than in 2017. New scheduling of direct flights to new 
destinations was very important for this result. Also entrance of the Ryanair airlines on the Georgian 
market should increase this number significantly in the future.  

The biggest influx of tourist flows is during the summer season, because summer is a time of long 
vacations and the best season for leisure and entertainment. 34.6% of the total figure falls on June, 
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July and August. There has also been a sharp increase in the winter season in recent years, what linked 
to improved and new ski resorts and successful winter season marketing campaigns. Consequently, 
the share of winter months has increased significantly.  

The analysis of visitor characteristics showed that most of the international visits were for recreation 
and entertainment (42.7%, up 7% compared to 2016). Frequently mentioned reasons include: visiting 
friends and relatives (20.3%), transit (16.5%), business and professional visits (8.7%), health-treatment 
(2.7%), and the remaining 2.2% were for other purposes. To some extent, the purpose of the visits is 
related to the cost classification. The largest share of spending was on food and beverages (28.6% of 
the total), and after on accommodation facilities (23.4%, with statistics almost unchanged from 2016). 
Also, a significant share of spending was on cultural activities and recreation (18.1%), and on shopping 
- 13.6% of total spending. 

If we look at the demographic profile of international visitors, we will see that the largest proportion 
falls within the age group of 31-50 (46.3%). This is the age-old segment, which is characterized to travel 
with the family and is quite capable spender. The next category is the age group of 15-30-year-old 
visitors, which makes up 28% of the total number. Visitors aged 51+ make up 25.7% of the group. 
When identifying the characteristics of international visitors, it is noteworthy to mention that gender 
balance is favorable for men by all years, with about 65% of all visitors being male and 35% female. 
However, men were more likely to travel alone (40.2%) than women (31.9%). Almost half (48%) of the 
visits carried out by females are with friends or relatives, compared with 29.4% for males. 38% of 
international visits were carried out alone, with the rest having at least one companion during the 
visits, most of whom were family members or relatives (35%). 

Most of the visitors are unorganized tourists. In the case of 96% of international visits, the visitors did 
not use the tourist package offered by tour operators. Foreign and Georgian tour operators were 3% 
and 1%, respectively, in the visits made through the travel package purchased. In 2016, international 
visitors paid 422 GEL million dollars to buy a tourist package.  

It is also important to identify the sources through which visitors receive information about Georgia. 
In 50% of the visits they received information from friends / relatives, for 20% of the traveler’s internet 
was the source of information about Georgia, and 12% used the organization / business partners. For 
most of the visits (62%) the visitor had already obtained information from the previous visit. The 
majority of the first-time visitors asked information about Georgia to their friends and relatives (61%), 
43% - sought information online, and 13% used television / radio. 

The 2018 Visitor Analysis shows that the number of international tourist arrivals in Georgia amounted 
to 4,756,820, which is 16.9% more than previous year. In total, the number of international visitors 
increased by 720,520, in this result increase of tourist visits were 687,466 (95.4% increase). In 2018, 
Russia was leading country, which has improved its 2017 data by 31.3% and for the first time has gone 
over the million mark. It is also noteworthy that the number of international visitors from the CIS and 
EU countries increased (+ 10.4% and + 36% from the EU respectively), which indicates a successful 
acquisition and recognition of new markets. Especially important is the increase in the number of 
German visitors, which increased by 50% and reached 10th place.  

Based on tour operator survey analysis, demand on project target areas is the following (see Figure 
13).  
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From 71 tour operators, 61 works in Imereti region, though only 20% of them visit Upper Imereti, main 
attraction is Katskhi Pilar complex in Chiatura. From Racha-Lechkhumi Region main interest is on Oni 
and Ambrolauri municipalities, while from Svaneti region – on Mestia municipality.  Only 30% of 
interviewed tour operators work in Tsageri and Lentekhi municipalities. 

 

 

Figure 13-Package tours by the regions 

Purpose of travel in these regions vary, depending on the natural and cultural heritage and developed 
infrastructure and tourism services (see Figure 14). In particular, cultural tours are most demanded in 
Imereti and Svaneti regions, due to the location of World Heritage Sites. However, all three regions are 
attractive in terms of intangible culture that makes up a significant share of cultural tours in operators' 
offerings (detailed tour operators’ analysis see in Annex 3). 

 

Figure 14- Purpose of travel by the regions 

According to the tour operators’ survey, top five countries are Russia with 9% (as mentioned by the 
statistics of GNTA), Germany 8%, Ukraine, Israel and the US with 6-6%. Regarding the age segment 
majority of tourists (41%) are aged 36-55. Average duration stay by the regions is following (see Figure 
15). The most long-term visited area was named Svaneti Region and shortest one – Imereti. Racha-
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Lechkhumi region due to poor infrastructure and quality of tourism services is short-term visited 
destination also. 

 

Figure 15-Average Duration of Stay by the Regions 

9.4.  audiences and potential markets 

Based on the national tourism development strategy adopted by the GNTA and global tourism trends 
analysis we can establish three types of potential markets: Lead markets, break-out markets and 
emerging markets. 

 

Lead markets 

These countries are producing the most international visitors to Georgia, our culture and tourism 
products are well known and well established on these markets. In the future we can expect slower 
growths from these sources as they have reached mature phase, but due to the fact that Georgia is 
already a popular destination among the visitors from these sources, niche tourism products still carry 
a lot of potential for these markets.  

Demand drivers on these markets are absence of quality tourism products and services locally (with 
exception of Turkey), close proximity and easy accessibility of Georgia (visa free travel) offers a great 
opportunity to spend quality family holidays abroad and enjoy authentic food, wine and culture. 

Product offering to appropriate segments and markets are highlighted below. 

Table 41-Product offering to appropriate segments and markets 

PRODUCT per cluster MARKET/SOURCE SEGMENT KEY TREND INSIGHTS 
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most likely traveling 
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PRODUCT per cluster MARKET/SOURCE SEGMENT KEY TREND INSIGHTS 

Belarus, Ukraine, 
Kazakhstan 

sometimes traveling 
with friends 

with their own 
transportation which 
gives great chance to 
discover Georgia 
beyond large cities and 
popular destinations 

Key factors in decision making process in order to successfully sell product to these sources 

 

• Availability of offline maps and correct data for GPS driving apps (Google Maps, Ways, Apple 
Maps), as the most travelers from these markets are traveling with their own vehicles it is vital 
to make the products per clusters easily accessible 

• As the main segments are couples and families it is important that visitors are able to easily 
book overnight stays, as Booking.com is the most popular tool on these markets service 
providers should strive to make their offerings available on this and similar platforms. 

Demand inhibitors 

•  Political factors – Even though, national and international politics are beyond service 
providers control, it is worth noting that volatile political relationships of Georgia with its 
neighboring countries can serve as obstacles in terms of tourism development (Russia just 
recently cancelled all flights towards Georgia, even though full effects of this is yet to be seen, 
it is not a good sign in a general term of tourism development). 

 

Break-out markets 

These markets are major contributors to the global tourism numbers, but Georgia has only recently 
entered on their radars. Characterized as high-spenders, these sources have announced as the main 
priority within the national tourism development strategy. Because Georgia has yet to introduce its 
full tourism potential to these markets, they carry the greatest potential for growth, but as the 
countries are well developed with strong economies, they have the highest demands for quality 
tourism products and services as well.  

Demand drivers are the needs to discover exceptional places not far away, use holiday time to get 
away from large and overpopulated cities, catch a break from everyday digital lives and experience 
unique and authentic emotions. 

Table 42-Product offering to appropriate segments and markets 

PRODUCT per cluster MARKET/SOURCE SEGMENT KEY TREND INSIGHTS 

Svan Heritage, Racha 
or Racha-Lechkhumi, 
Imeretian Adventures 

Germany, Austria, 
Poland, Netherlands, 
Italy, France, UK, 

Families, Young and 
Adult Couples, 
Millennials traveling 

Independent travelers, 
most likely have heard 
about Georgia but are 
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PRODUCT per cluster MARKET/SOURCE SEGMENT KEY TREND INSIGHTS 

Nordic Countries, 
Central and Eastern 
Europe, Israel 

alone and in groups, 
Solo travelers 

first-time visitors and 
coming through the 
airports, longer 
duration of stays so 
there is time for them 
to discover Georgia 
beyond popular and 
overpopulated places, 
top contributors to 
traveling skier 
numbers. Most likely 
to arrive in Tbilisi first 
and only after make 
decisions on which 
places to see in 
Georgia.   

Key factors in decision making process in order to successfully sell product to these sources 

• Travelers from these sources are heavily dependent on modern digital tools to make traveling 
plans (TripAdvisor, Airbnb, Google maps and etc.)  It is important to make all information 
regarding products and clusters available online through different channels to satisfy all phases 
of tour planning by individual travelers. 

• Promotion of available visa-free travel 

• Wi-Fi availability throughout the touchpoints  

Demand inhibitors 

• Because these travelers are coming through airports, going outside of major cities Tbilisi, 
Kutaisi should be attainable either through good quality and safe public transportations or 
through cheap rent transportation (e-cars, car sharing apps and etc.), Renting a car should not 
be more expensive than buying a cheap airline ticket from one European city to another. 

Key future events which will help growth from these sources 

• Very popular cheap airline carrier “Ryan Air” to introduce flights from Europe to Georgia 

• Georgia is going to host 2023 Freestyle Ski and Snowboard World Championships, which 
hopefully will increase national snow resorts credibility on the international market 

 

Emerging markets 

Like break-out markets, these markets are considered as one of the top priorities for the Georgian 
National Tourism Administration’s national strategy. Characterized with increasing wealth of its 
citizens and needs to travel to green and vibrant destinations. As most of these countries are far away 
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from Georgia, there is complex work to be carried out in terms of economic and business to business 
relationships to further drive the increase of visitors from these sources. 

Table 43-Product offering to appropriate segments and markets 

PRODUCT per cluster MARKET/SOURCE SEGMENT KEY TREND INSIGHTS 

Imeretian Adventures, 
Svan Heritage, Racha 
or Racha-Lechkhumi 

US, Gulf countries, 
China, Japan, South 
Korea and India 

Adult couples, Group 
travelers 

With China and US 
being in the top 5 
countries of most 
international visitors 
produced there is huge 
potential on these 
markets,  

Key factors in decision making process in order to successfully sell product to these sources. 

As these markets are very similar with characteristics to the break-out markets same factors are 
applied here as well together with the following: 

• Well-developed business and economic relationships to satisfy group travel demands 

• Availability of tour guides in East Asian and Arabic languages 

Demand inhibitors 

• Due to the fact that geographically these sources are far away from Georgia it is crucial to have 
cost and time effective airline route connections 

Best cases 

For every project to be successful it is important to learn from the best available cases which are 
already on the market. For these purposes we will look at Courchevel (Savoy, France) and Ischgl (Tyrol, 
Austria).  These top mountain tourism destinations were not built overnight, it took many years of 
learning and sustainable development planning to achieve the results which they have today. 

 

Courchevel (Savoy, France)  

This resort was built by the decision of French government in the undeveloped mountain region, 
nowadays the resort offers year-round sports and adventure activities together with wellness centers, 
high quality serviced apartments and hybrid lodging forms. Resort hosted first skiers in 1930, with first 
lift opening in 1945 and founded the local tourism board at the same time.  

Today there are more than 200 ski lifts which host 1.24 million skiers per year from 44 different 
countries. Even though the resort positions itself as the high-end one, people with various budgets can 
enjoy it. Hotel prices for 1-night accommodations vary from 75 Euros to 38,000.  

Various adventurous activities can be practiced yearlong from skiing to paragliding and mountain 
biking. 
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Within the first day of development governing body of the resort has guaranteed inclusion of all 
stakeholders in creating and implementing sustainable development plans. 

 

Ischgl (Tyrol, Austria) 

Another great example of how to successfully implement unique sustainable development and 
positioning strategy is Ischgl resort in Austria. Instead to go with the traditional well tested and well 
performing strategy of a romantic, fairy tale Alpine village route Ischgl chose to position itself with 
unique and distinguishable brand characteristics. The slogan is perfectly suited as well: “Relax, if you 
can…” 

They focus on vibrant lifestyle, social lifestyle and nightlife events in order to attract younger visitors 
and travelers. This has contributed to establish the brand as for the people who are looking for unique 
mountain holidays, with the service standards which come with Alpine resorts. In 2013 the resort 
celebrated its 50-year anniversary. Today Ischgl hosts over 1.3 million stays in the winter, with an 
average spending of guest per night EUR 153. Major source markets are: Germany, Netherlands, 
Switzerland and Russia. 

Ischgl is a good example of having a sustainable development strategy backed with a clear 
understanding of desired brand positioning and following the strategy in the long run.  

9.5.  Summary of Tourism Market Analysis 

Global tourism numbers are increasing YoY, for the industry it is a positive sign but this upward trend 
comes with a territory. As the international visits grow, so does the risks of overtourism and demand 
for the new destinations. Sustainable mountain tourism development answers both these challenges. 
Mountain tourism is returning as the popular global form of tourism and Georgia has a huge potential 
for satisfying the demands. Global problematic trends can also be found on the local level as well. 
While Georgia is becoming the popular tourism destination, on the national level popular tourosm 
destinations are facing the risk of overtourism and the need to develop new and sustainable tourism 
products is evidenced in the statistics and through the studies of tourism development levels. 

Another positive sign for the development of tourism in Georgia is introduction of cheap flight carriers. 
Germany is producing the most international visitors in Europe, but Georgia is receiving only small 
portion of these numbers.  

As the best cases of top mountain tourism destinations in Europe show, for the successful 
development of any mountain resort or tourism product, it is vital that the government has a long-
term vision and strategy adopted which is in lign with the interests and demands of the local 
communities, because without the strong involvevement of the local population success is hard to 
achieve. 

10.  Quantitative study 

Similar to the qualitative research, The quantitative approach was also used to study the attitudes of 

the population involved in the tourism sector in target municipalities. This subchapter presents some 
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basic findings of quantitative research describing the main characteristics of organizations/families 

involved in the tourism sector. 

At the initial stage of the study was developed a questionnaire that included general questions related 

to tourism and specific question blocks - for accommodation, nutrition, handicraft and agritourism 

facilities (Appendix 1. Questionnaire). Quantitative fieldwork took place on August 10-20, 2019, 246 

face-to-face interviews were conducted. 

Demographic characteristics 

The research has identified some significant dimensions on the demographic characteristics of the 

population surveyed in the tourism regions. First of all, the respondents were analyzed by age: 5.6% 

were united in the age group of 19-25, 16% - in the age group of 26-35 years, 15.2% - in the age group 

of 36-45 years, and 25.1% - in the age group of 46-55 years. 56-65 years old - 23.4%, and 66% and older 

- 13%. The majority of respondents (48.5%) in the sector belong to the 46-65 age group and only 21.6% 

- to the 19-35 age group. This indicates that mainly the middle-aged population is actively involved in 

the tourism sector. Based on this result, it is likely that people aged 19-35 are not given the appropriate 

opportunities or are less likely to start a business in this sector. This may be related to a lack of material 

or other resources, or to the lack of vocational course or training that would require the career 

development of a young adult. Therefore, having programs that focus on young people and help them 

realize their own skills and vision is essential (Figure 16). 

Figure 16-Positions by gender 

 

Figure 17-Age groups 
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Another important indicator is the relation between gender and position, which showed that surveyed 

women are in a higher position than men. Although both genders are represented in director, 

manager, and employee positions (up to 8-14%), women are in the majority in the position of 

administrator. This result indicates that the female is actively employed in tourism. 

 

Attitudes towards future development 

It was interesting for the study to determine the dynamics of the number of visitors to the place of 

residence by years. According to the responses of the survey, the load level of hotels and guesthouses 

is increasing every year. Specifically, in 2016 up to 50 guests received accommodation facilities (64.9%). 

Compared to previous years, the latter has increased significantly in the categories of 50-100, 200-500 

and more than 500 guests. The exception is the category of 100 to 200 where the percentage of joined 

visitors has declined slightly (9.3%) since 2017. Finally, compared to previous years, the number of 

users of accommodation facilities has increased, while the number of facilities that receive up to 50 

guests per year is decreasing 

When asked whether they want to expand their business in the next two years, almost every region 

has the same answer. In particular, most of the representatives of Tsageri, Mestia, Ambrolauri and 

Tkibuli answered yes to this question. The situation is almost the same in Lentekhi and Chiatura. As for 

Sachkhere, equal number of respondents (38%) answered positively and negatively. The exception is 

the Oni region, where only 21% of tourism sector representatives plan to expand their business, 37% 

do not intend to, and 42% find it difficult to answer this question. Based on these data, tourism is 

developing in the regions listed and the number of is increasing, which contributes tothe expansion of 

the local business sector. 

Figure 18-Average number of visitors in 2016, 2017 and 2018 
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Figure 19-plan of expanding the business 

 

Since the expansion of the business also involves the launch of new business activities, the respondents 

were asked a question in this regard. In this case too, we got a result close to the previous reading. In 

particular, the majority (up to 65%) of Lentekhi, Tsageri, Mestia, Tkibuli and Ambrolauri said that they 

plan to start a new business in the next two years. In Sachkhere, Chiatura and Oni, more than half of 

the respondents do not intend to start a new business. As qualitative research has shown, in the named 

municipalities the circumstances for tourism development is unfavorable. 
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Figure 20-Plans for a new business 

 

Quantitative research has also shown that participation in international and other grant competitions 

and grant applications is important for organizations involved in the sector. For example, the majority 

(91%) of Tsageri participated in such a competition, almost the same can be said of the representatives 

of Lentekhi, Mestia and Ambrolauri (63-77%). In Sachkhere and Chiatura 40% have prepared a grant 

application, while the lowest rates are in Tkibuli and Oni 38% and 37% respectively. 

Figure 21-Preparation of a grant application 
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their total family budget from business, 30% - from 76% to 100%, and 14% - from 51% to 75% of the 

total family budget. These data suggest that respondents' tourism business occupies a very important 

place in their daily lives and, in some cases, is the only source of income. 

Figure 22-% share of income from tourism in HH budget 

 

Vocational education 

The quality of tourism services is considered as a major problem in almost all regions. However, in 
terms of service delivery, some differences can also be identified between municipalities. According to 
the results of the quantitative research, most of the respondents have not completed vocational 
education courses related to their current activities. The municipalities with the lowest level of tourism 
development have the least participation in relevant training courses, for example, 70% of respondents 
in Tkibuli, and 80% in Sachkhere municipality lacked relevant education and skills. In the municipalities 

where tourism is relatively developed, more people have passed vocational courses. The data suggest that 
significant educational activities need to be undertaken to improve service delivery, especially in those 
municipalities where tourism development is in a poor condition. 
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Figure 23-Professional training 

 

Nevertheless, the respondents are positive about enhancing their respective skills in their work and 

wish to increase their qualification if possible. Indeed, as the chart shows, readiness for relevant 

course/training programs is high in all target municipalities. In Oni municipality the number of 

respondents who want to take the relevant courses is the smallest, namely 73%. In Sachkhere all 

respondents (100%) want to gain new knowledge and experience through specific courses, 92% in 

Lentekhi has similar wishes. The data indicates that the majority of those involved in tourism are ready 

to undergo relevant trainings to improve their skills and abilities  and conduct business much more 

professionally. 

Figure 24-Vocational courses 
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The distribution of respondents by education level is as follows: 13.9% of the respondents named 

secondary education, 22.1% - vocational education and 64.9% - higher education. This figure differs 

from the number of people with higher education in Georgia in general and significantly exceeds it. 

Although the vocational education of the respondents is poorly received, it can be assumed that the 

majority of the respondents with higher education will pass the vocational education courses relatively 

successfully. In conclusion, it can be said that future vocational (in tourism sector) education for those 

with higher education is necessary and important in order to improve their knowledge and abilities 

and to conduct business much more professionally. 

Characteristics of the organizations involved in the tourism sector 

Percentage distribution by type of surveyed objects is as follows: 37.7% - Guest House, Craftsman - 

15.6%, Hotel - 10%, Cellar - 10%, Cafe - 6.1%, Restaurant - 5.6%, Dining - 5.2%, agribusiness - 4.8%, 

hostel - 1.3%, huts, glamping and baking - 0.9%, and renting, camping and art schools - 0.4%. The data 

indicate that the largest number of respondents (37.7%) were interviewed for guest houses and hotels. 

Compared to other sectors of tourism, this fact indicates the largest number of accommodation 

facilities in the target municipalities. 

Figure 25-Percentage distribution by type of surveyed objects 
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Regarding the organizational-legal form of the enterprise/facility, most of the respondents (50.4%) are 

individual entrepreneurs, small entrepreneurs - 17.8%, limited companies (LTD) - 13.8%, partnership / 

cooperative - 2.2%, individual with no legal status - 13, non - entrepreneurial legal person - 1.3%, and 

0.9% found it difficult to answer this question. The data shows that the population involved in the 

tourism sector is mainly households. This result is supported by qualitative research in which the 

surveyed population indicated that their family members are actively involved in the business, which 

enables them to save money and manage business actively. 

It is important when the surveyed objects were established. As the chart shows, the largest number 

(43.9%) is for objects founded less than 3 years ago, 22.4% - for ages 3 to 6 years, 7.9% - for ages 7 to 

9, and 9.6% - for 10 to 12 years, 2.6% - from 13 to 15 years and 13.6% - for 15 years or more. It should 

be noted that most of the facilities for more than 15 years are representatives of the craft sector. Since 

the largest number of objects is less than three years old, it is difficult to talk about the past dynamics 

of their development, so they need special attention for future perspective and development. 

Figure 26- Duration of establishment 
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Employment 

It is interesting to see how the number of employed people changed compared to three years ago: 

70.4% of the respondents said that the number of employees at the facility remained unchanged, 

24.1% said that the number of employees increased, the number of employees decreased in the case 

of 2.8% and 2.8% found it difficult to answer. It is important to note that the trend of increase in the 

number of employees (24.1%) significantly outweighs the number of facilities that were downsized 

(2.8%) compared to three years ago. The data indicates that the business organizations involved in the 

tourism sector are one of the sources of employment in the target municipalities. 
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Figure 27-A plan of changing the number of employees 

 

This is confirmed by the following result, which indicates that the owners of the facility plan to change 

the number of employees by the end of 2019 35.3% of the respondents, they plan to increase the 

number of employees in the commercial facility, while 52.4% said that they do not plan a significant 

change at this stage. Only 3.5% plan to reduce the number of employees and 8.8% found it difficult to 

answer this question.  70.5% of the group, which plans to increase the number of employees, plans to 

hire 1 to 3 people, 18% to 4 to 10 employees, 6.6% to 11 people and more, 4.9% found it difficult to 

answer the exact number. This data support the information described in the previous charts, which 

shows that the least developed regions in tourism (Oni, Sachkhere, Chiatura) refrain from increasing 

the number of employees. In this particular case, Tkibuli and Mestia districts express the greatest 

willingness to increase the number of employees. However, it should also be noted that the number 

of potential employees does not generally exceed 5 people. Only hotels and restaurants/cafes plan to 

employ 21 or more people. Owners of hostels, glampings, cellars, bakeries and campings have only 2 

to 5 people available for employment. This may indicate that accommodation and catering are 

overcrowded with guests, which adds to the need for additional staff. Consequently, facilities that do 

not require or do not have the resources to increase the number of employees refrain from doing so. 
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Figure 28-Number of employees by object type 

 

To summarize, the trend of growing and developing by the majority of the facilities is positive, which 

in turn provides opportunities for tourism development and employment growth. At the same time, 

both the growth plan of employed people in tourist establishments and the increase in the number of 

visitors from 2016 to 2018 gives us the opportunity to substantiate that the representatives of tourist 

sites are favorable towards future development and growth plans. The survey identified some 

municipalities with the least developed tourism sector. Qualitative research has shown that these 

regions have good prospects for tourism development and those involved in the business sector are 

more willing to do business, however, due to lack of promotion and advertising, they are unable to 

grow and expand their businesses. Accordingly, such regions need special attention. 

11. Potential Tourism Clusters - Strategic Models of Development  

As already mentioned in the preceding chapters, rich natural and anthropogenic resources of target 

areas require first of all sustainable approach for development, which means to preserve what already 
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opinions of all stakeholders, including tourism service providers and local governments were also 
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considered. In the planning process beyond opinions, awareness of local population, ability, willingness 

and capacity of local public and private sector was weighed in as well. 

As mentioned in the methodological part of this document, following approach and definition of 

cluster was used: 

“Cluster as a set of attractions with touristic differential, concentrated in a limited geographical area 

with facilities and services of quality, collective efficiency, and social and policy cohesion”.  

11.1. Imeretian Adventures 

This cluster includes three municipalities of Imereti region, it is practically same circuit, mentioned in 

Imereti Tourism Development Strategy 2020 but with different positioning and product (see map 09).  

 

Map 09. Potential Tourist Cluster at Upper Imereti Region 

 

Unique Experiences or strategic products:  

• Industrial past of the country  

• Pure extreme and adventure using karst potential and hills  

• Imeretian village  

 

Sachkhere Municipality 
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Tourism development in Sachkhere Municipality is in the introduction phase. Here are few number of 

accommodations and several small wine cellars. Some of them produce the wine from Imeretian 

endemic grape varieties. Rehabilitation of Sachkhere-Oni road will create opportunity of engaging 

Imeretian villages in tourism development industry suggesting introduce living culture as reflected in 

D. Kakabadze art works -“Imeretian village”.  At the same time rehabilitated fortress "Modi Nakhe “can 

become a driving force for tourist flows to this direction. In terms of recreational tourism development, 

the resort Kvereti has a great potential. The resort was popular during the Soviet Union, but today 

there is no infrastructure. It needs product investment portfolio development for prospective 

investors. 
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Chiatura Municipality 

Chiatura has huge potential of development cave archeology and rock climbing, considering its terrain 

and historical past;  at the same time it has opportunity to become industrial venue due to important 

industrial heritage, existed cable car system and current manganese extraction. Assistance of 

development these directions need infrastructure development in whole municipality not only around 

the Katskhi Pillar; rising quality and diversification of tourism services by providing technical assistance 

to local people; encourage to solve ecological problem due to extraction of magnets. 

 

Tkibuli Municipality 

Today, the only developed part in terms of tourism, in Tkibuli Municipality, is presented around the 

Gelaty Monastery, due to geographical proximity to Kutaisi city. Historically Tkibuli was positioned as 

a mining settlement, which in the case of flagship development as a “Coal mining city-museum” will 

become the must see attraction for whole Imereti Region. Existed museum and coal deposits allow to 

development this direction with appropriate investment. 

It should be considered Resort Satsire, which traditionally receive holidaymakers, especially children, 

due to its micro climate. Development of tourism infrastructure and services will encourage the 

destination to rise the tourist flow.  

The Municipality has also potential of develop hiking trails both inside the Municipality and to connect 

Ambrolauri Municipality. Tskhrajvari and its surrounding can also become a major tourist destination. 

One of the potentials of Tkibuli is its geographical location. The municipality may become location for 

both travelers to  Racha and visitors of Imereti Region, espcially when the destination has unique and  

traditional tourism products like jet and tea productions.  

 

Management Possibilities  

Imereti Region already has its own tourism management organization, but it is yet to be finalized.  

These municipalities can be united as the cluster under one umbrella but with their own informational 

spots, such as Tourism Information Centers in all three municipalities. Cluster should be managed by 

one manager, who will represent all products and manage all development in this area.  

Following structure can unite information centers on the spot and Regional Destination Management 

Organization. 

  



 

149 
 

Figure 29-Cluster tourism management scheme 

 

Tourism Information Centers or offices distribute information about destination and there is also 

connection point between local tourism service providers and the DMO. Collecting information on the 

spot is the key for proper tourism planning. 

 

Key Stakeholders  

This Cluster is represented by a very strong private and community based enterprises, such as wine 

cellars in Sachkhere, Nikvi Komuna, Tea and Jet workshops and Rural Tourism Development 

Community “Korena” in Tkibuli municipality, canyoning and climbing routes, caving professionals in 

Chiatura Municipality, and in the case of extreme tourism development: Georgian Mountain Guide 

Association climbers clubs and Adventure Tourism School, Canyoning Association and Speleo club 

Tetnuldi are the keys for the successful and qualitative development of such products. Online 

platform” Visit Imereti” platform is also one of the Key points for cooperation 

 

Potential which needs to be supported  

Based on assessment and potential, small grants programs to improve additional services in all three 

municipalities, needs to be supported.  

There is a knowledge but lack of resources, support is needed also in creation of small infrastructure 

such as trekking trails (signage and support infrastructure), interpretation boards and etc.  

Information centres (in Chiatura it exists, but without management and informational support). 

Regional DMO/ Visit Imereti-creates tourism product, elaborates and implements development and 
marketing strategies, leads based on stakeholder involvment plan stakeholder network, conducts 
fundraising, promotes and implements positioning of Imereti on national and international Travel 

Markets, develops membership packages and programs.  Imeretian Adventure Cluster Manager will 
provide same actions as DMO Manager for whole organization. Cluster manager will be Key person for 

local private sector and will  develop and implement tourism products and small infrastructure. 

Advisory board for DMO

Public/Private partnership 

TIC/TIO Chiatura TIC/TIO Sachkhere

Colaboration between local, 
regional and central level

TIC/TIO Tkibuli  
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Capacity Building program for tourist cluster of Imereti 

Based on research, following needs were identified in terms of providing technical assistance, for 

Human Capital and Workforce Development (for detailed description see Annexes 3 Annex03._ 

List_of_the_Tour_Operators.xlsx, Annex03_Tour_Operator_Survey.docx, 

7Annex07_Social_Survey_Report.docx, 8 Annex08.1 Craft_Facilities.xlsx, Annex08_2. 

Agritourism_farms.xlsx, Annex08.03 Accommodation.xlsx, Annex08.4_Food_Facilities.xlsx), 

Annex08_Tourism_SP_Assessment.docx) 

• Sustainable Tourism and Hospitality Management for all categories of tourism service 

providers in Chiatura, Sachkhere and Tkibuli Municipalities. 

• Tourism product development for each category of tourism facilities (separate for 

accommodations, food facilities, agritourism farms and etc.) 

• Business skills and entrepreneurship development for all categories of tourism service 

providers in Chiatura, Sachkhere and Tkibuli Municipalities. 

• Marketing and communications for all categories of tourism service providers in Chiatura, 

Sachkhere and Tkibuli Municipalities. 

 

Recommendations towards development of strategic products  

Industrial past of the country – Chiatura and Sachkhere (Ruhrgebiet model)  

Pure extreme and adventure using karst potential - Extreme tourism activities, combined with 

paleontology for caving development, interpreted routes for Children (Dordogne examples)  

Imeretian village - as imagined in David Kakabadze’s paintings, mountains, colorful landscapes and 

natural beauty – strong community-based cuisine and handicrafts-based services – mushroom culture 

unique for the whole Georgia, and Jet jewellery.  

 

Financial Support  

Small grants program for community-based tourism locations, positioning themselves with one or two 

subjects from agriculture, such as mushrooms, tea, wine or traditional craft.  

Small grants program for the private sector for entertainment services - such as climbing parks, horse 

riding services, paragliding, via ferata and etc.  

Trail building and Trail marking, which will create the developed circuits per municipality and 

connections between them. 

 

Private Sector  

file:///C:/Users/TEST/Desktop/ADA/Annex03._%20List_of_the_Tour_Operators.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex03._%20List_of_the_Tour_Operators.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex03_Tour_Operator_Survey.docx
file:///C:/Users/TEST/Desktop/ADA/Annex07_Social_Survey_Report.docx
file:///C:/Users/TEST/Desktop/ADA/Annex08.1%20Craft_Facilities.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex08_2%20Agrotourism_farms.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex08_2%20Agrotourism_farms.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex08.03%20Accommodation.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex08.4_Food_Facilities.xlsx
file:///C:/Users/TEST/Desktop/ADA/Annex08_Tourism_SP_Assessment.docx
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In terms of financial and technical support, research and analysis of local tourism service providers has 

identified the following needs requiring assistance:  

• Tourism service providers regardless of their types and categories need to be provided with 

knowledge about safety standards and their placement on sites, as visitor safety is crucial 

element for the development of tourism field; 

• Managers of accommodations need to deepen their knowledge and improve skills in terms of 

product development and diversification, positioning and marketing; 

• Food facilities need assistance for product and concept development, which will be matched 

with target segments (for local and international visitors) and financial support to obtain 

apropriate equipment; 

• Craft masters need financial support to arrange and obtain equipment to simplify and increase 

the scale of production. In terms of technical support, they need trainings and various master 

classes in product design development, to not lose its functional and regional characteristics; 

• Upper Imereti, especially Sachkhere and Chiatura Municipalities have a great potential for 

wine tourism development. Encouragement in terms of restoring and producing the native 

grape varieties will be an effective support of wine tourism development for the municipality. 

Tkibuli Municipality has a potential of growing tea production. In terms of technical assistance, 

farmers need the general theoretical courses in agritourism management and individual 

consultations on site. 

 

Public Sector 

Table 44-Objective Indicators 

Specific objective Indicators 
Targets 

Indicators Targets 

1.2 Destination Management 
Or- ganisations have been 
established and strengthened 

1.2.1 Number of organizational 
structure for development in 
place 

One DMO with three 
incorporated business clusters 
per relevant region 

Chiatura Municipality 

Strengthening together with 
GNTA Imereti DMO 

Improve and develop Tourism 
Information Center functions 
in Chiatura  

Help to create network with 
Key stakeholders such as 
GMGA – climbers’ branch.  

Integrate them into advisory 
board. 

Tkibuli Municipality 
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Specific objective Indicators 
Targets 

Indicators Targets 

Strengthening together with 
GNTA Imereti DMO 

Create Tourism Information 
Center 

Help to create network with 
Key stakeholders such as local 
administration of Imereti 
protected areas, community 
based services, church and 
Canyoning Association. 
Integrate them into advisory 
board.  

Sachkhere Municipality 

Strengthening together with 
GNTA Imereti DMO 

Create Tourism Information 
Center 

Help to create network with 
key stakeholders such as wine 
producers 
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11.2. Racha or Racha- Lechkhumi  

Unique Experiences or strategic products:  

• Slow Travel, Slow Food 

• Authentic Cuisine and forgotten recipes 

• Wood Carpenters Paradise – Best Masters through time and place 

 

 

Picture 41-Maps 10, 11. Potential tourism cluster at Racha-Lechkhumi Region 

This clusters are proposed with two different setups (see maps 10; 11), based on their major potential 

to develop unique experiences.  Historic region Lechkhumi which is situated between Ambrolauri and 

Lentekhi municipalities geographically is a logical prolongation of Svaneti cluster, but its potential is 

more related to Racha cluster, so this is the reason why we suggesting to integrate Lechkhumi in both 

cases as a small autonomy but still as a part of DMO’s. 

 

Ambrolauri Municipality 

Ambrolauri Municipality has huge resource of tourism development. Agritourism potential is 

determined by its endemic grape varieties and quality of wine. In recent years wine cellars and guest 

houses were significantly developed. It will be better to focus more on quality and diversification of 

tourism services. Also, special attention needs to be paid to the development of traditional craft 

workshops, wood carpenters from Racha Region have been known as the best masters throughout the 

time and place. This type of potential tourism facilities needs appropriate assistance in terms of 

product and tourism service development.  

Rich natural and cultural resources also require conservation, infrastructure development and proper 

positioning on target markets (e.g. marking trails and promotion of local traditional living houses and 

etc.).  

 

Oni Municipality 
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Oni municipality is distinguished by its diverse tourism potential. Resort Shovi, borough Oni, 

Mravaldzali and Ghebi offer interesting opportunities for tourism product development. However, it 

is important to pay attention to mountain and eco-tourism development.    

 

 

Management  

From consultations with private sector in Tsageri municipality, it was understood that they are 

considering themselves as more of an independent tourism destination rather than being connected 

to Svaneti Cluster or Ambrolauri Cluster (depending on location), so in both cases it can be a local 

representative office with extended functions and not just Tourism Information Center.  However, it 

should have the competence to plan and develop tourism product locally and diversify experiences. 

Following structure can unite information centers on the spot and Regional Destination Management 

Organization. This model can be created according to the model of DMO which was acknowledged by 

GNTA. Regional administration should create memorandum as a framework of cooperation with lower 

Svaneti (part of Svaneti DMO) Lechkhumi and Racha. 

Figure 30-Cluster tourism management scheme 

 

 

Key Players per Cluster and Direction 

 There are some very strong and experienced key players in tourism sector who could fill the advisory 

board and ensure sustainable functioning of DMO. Representatives of following businesses should be 

Regional DMO/ Visit Racha-Lechkhumi-Creates Product, creates and implements 
development and marketing strategies, leads based on stakeholder involvment plan, 

stakeholder network, conducts fundraising, promotes and implements positioning of Racha 
on national and international Travel markets, develops membership packages and programs 

Advisory board of DMO

Public/Private partnership 

TIC Ambrolauri TIC Oni

Colaboration between 
local, regional and central 

level

TIC Tsageri as local 
representative office with 

extended services. In
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considered as key stakeholders: Glamping Georgia, Mkhatvris Sakhli, Chateu Dio, Sadmeli Winery, 

Royal Kvanchkara, Hotel Sunset, Rafting Association, Kayaking Association.  

 

Capacity building program for tourist cluster of Racha  

Based on research, following needs were identified in terms of providing technical assistance, for 

Human Capital and Workforce Development Sustainable Tourism and Hospitality Management for all 

categories of tourism service providers at Ambrolauri and Oni Municipalities. 

• Tourism product development for each category of tourism facility (separate for 

accommodations, food facilities, agritourism farms and etc.) in Ambrolauri and Oni 

Municipalities. 

• Business skills and entrepreneurship development for all categories of tourism service 

providers in Ambrolauri and Oni Municipalities. 

• Marketing and communications for all categories of tourism service providers in Ambrolauri 

and Oni Municipalities. 

• Training of horse-riding and trekking guides 

 

Financial support: 

Trail marking systems should be supported based on national standards, trekking thematic routes 

such as Route of Rachuli Oda (Fachwerkstrasse in Germany)  

Special research on recipes with organic food – gastronomic route, financial support of SMEs 

included in the route, to improve their service, infrastructure and capacity.  

Wine route development in Racha and Lechkhumi, supported with small grants, wine trails 

connecting via horse-riding or bikes.  

 

Private Sector: 

Most of the tourism service providers don’t have diversified tourism offers. This also shows the lack of 

knowledge and skills in this field.  E.g. traditional craft masters, especially in high mountainous villages 

of the region, don’t have information about how they can be engaged in tourism industry and make 

their activities become additional income sources for their families. This target group needs provision 

of financial and technical support to organize studios, develop master classes, branding for attracting 

the tourists on the site.  

In the case of food facilities, the main problems are concept development, food safety and hygiene. 

Facilities do not have a tourist menus with an emphasis on regional dishes. 

Agri-tourism farms are also not diversified by services. They are still in the introduction phase of 

tourism product life cycle that requires active support in terms of tourism service development. 
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11.3. Svan Heritage – Cluster of Svaneti 

Both possible circuits should have as the major line, living traditions of Svan people, language, 

architecture, cuisine and their reflection of nature in daily life (see maps 12; 13).  

Mestia Municipality 

As already mentioned many times, the municipality is characterized with sort of “tourist overlap” with 

accompanying of negative factors, which constrains the sustainable tourism development in the 

destination. Consequently, it should be a priority working with the local government to develop the 

strategic documents in terms if sustainable development. The second important part should be the 

assistance in agriculture development, which determines increase of local production and availability 

for both local people and tourists. 

Another priority should be the promotion of villages that are less popular among tourists. As visitors 

are mainly concentrated on the main tourist direction from Mestia to Ushguli, villages away from those 

direction need popularization to reduce asymmetric development of the destination. Despite the great 

potential, tourism product aren’t diversified in the destination yet. Consequently, development of 

agricultural, tradition craft and innovative mountain tourism services in the municipality will be 

important. 

 

Lentekhi Municipality 

Tourism infrastructure in Lentekhi Municipality is on a basic level. Here there were less efforts by the 

central and local governments in terms of tourism development. Very seldom, tourists visit from 

Mestia to Lentekhi and only with their own initiative. Consequently, the reasonable development of 

tourism value chain requires systematic approach.  

 

Tsageri Municipality 

Within last years, local government implemented several important projects in terms of tourism 

development in the municipality. However, it needs more assistance for sustainable development of 

Agri-tourism farms, accommodations and marking of tourist trails for attracting interest from local and 

international visitors.  
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Picture 42-Maps 12, 13. Potential tourism clusters at Svaneti and Lechkhumi Regions 

 

Management  

Proposed cluster is a very complicated one as it lies between the two regions and Samegrelo -Upper 

Svaneti Region already has a functioning DMO.  In terms of tourism value chain, Upper and Lower 

Svaneti should be developed together. Due to the bad infrastructural conditions this connection is very 

poor, but in medium planning period it is feasible to create the connection via trekking trails, and 

proper road and ski lifts as well.  

This DMO should be paired with other two regional DMOs with general memorandum, which will be 

the framework of consolidated planning and marketing activities. Nowdays to aknowledge Svaneti 

DMO as DMO from governmental side, at least it should have structurally similar and member selection 

process, it has to connect to the regional DMO. As proposed it can be connected via memorandum or 

through advisory or supervisory board with Ambrolauri and Samegrelo – Zemo Svaneti DMO. 
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Figure 31-Cluster tourism management scheme 

 

Financial Support:  

Small grants for private sector, especially for development of craft masters and agrifarms to involve in 

tourism industry. But all grants should include preconditions, depending on category of tourism 

service, considering past negative experience of unsustainable development and losing authencity in 

Mestia Municipality. E.g. catering services should be provided based on local food, while 

accommodations should consider traditional architectural syle in both interior and exterior designs. 

Improvement of trekking trails connecting Lower and Upper Svaneti, including trail building, Alpine 

shelter and hut system, signage, trails should be categorized and developed with different scales of 

difficulty.  

Support of marketing activities such as event calendar for the whole year, which revitalizes and 

reconstructs Svan legends and traditions.  

 

Capacity Building:  

Based on research following needs were identified for providing technical assistance in terms of 

Human Capital and Workforce Development. 

• Sustainable Tourism and Hospitality Management for all categories of tourism service 

providers in Tsageri and Lentekhi Municipalities. 

• Managing over tourism only for beneficiaries of Mestia Municipality  

Svaneti local DMO-Creates Product, creates and implements development and marketing 
strategies, leads based on stakeholder involvment, plan stakeholder network, conducts 

fundraising, promotes and implements positioning of Svaneti on national and international Travel 
markets, develops membership packages and programs - Consolidates its actions with Regional 
goverments of Samegrelo - Upper Svaneti region and Racha- Lechkhumi Lower Svaneti region.

Advisory board of local  DMO

Public/Private partnership 

TIC Mestia TIC Lentekhi

Colaboration between local, 
regional and central level

TIC Tsageri as local 
representative office with 

extended services. 
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• Tourism product development in Mestia Municipality only for Craft masters and Agritourism 

farms, and for other municipalities for each category of tourism service providers 

(accommodations, food facilities, craft masters and agritourism farms). 

• Business skills and entrepreneurship development for all categories of tourism service 

providers in Tsageri and Lentekhi Municipalities 

• Marketing and communications for all categories of tourism service providers only in Tsageri 

and Lentekhi Municipalities. 

 

Institutional support of creation Adventure Tourism School department integrated in existing TVET 

system. – Professional school with professions of direct and indirect connections to the 

mountaineering, ski and trekking should be created not only for workforce for this particular cluster, 

but also for building the human capital who can develop different tourism products in the region, in 

the long term.  

Standards or certification:  Implementation action plan for GSTC criteria (details can be found 

below).   

Create detailed guidelines for reconstruction and development of guest houses which will include 

architectural and construction regulations for Svan heritage.  

 

Private Sector: 

The main constrain of Upper Svaneti Region is irrational usage of tourism resources on both 

entrepreneurial and sub-regional levels.  Most of the tourism service providers are focused on 

quantitative rather than qualitative tourism offers that causes the substitution of local production by 

the imported ones. 

The regress of the local economy, in the long run, determines the destruction of natural and cultural 

heritage that will make the Mestia as a less attractive destination for the tourists in future.  

Given this situation, the priority in this area should be providing the technical assistance for local 

tourism service providers in the field of sustainable management and tourism resources and at the 

same time, the development of diversified tourism offers like agritourism and traditional crafts. 

 

Public Sector: 

Table 45-Objective Indicators 

Specific objective Indicators 
Targets 

Indicators Targets 

Mestia and Lentekhi Municipality  
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Innovations for new tourism 
products and services have 
been encouraged 

Number of common brands 
established 

One common brand 

 

One Brand- One Village  

  

Picture 43-Maps 14, 15. Potential Ecovillages 

Eco museum or Ecovillage concept development is important to reduce the negative impact on natural 

and cultural heritage, also for social pressures caused by the concentrated over tourism, especially in 

Mestia and Ushguli communities. Development of sustainable tourism products through involvement 

of the local community, to protect, restore and preserve authentic and unique tangible and intangible 

cultural heritage, should be the priority in the long-term tourism development locations are 

considered for reviving the unique traditions (see maps 15,16), and living cultures of local communities 

in Upper and Lower Svaneti - Nakra and Makhashi, under the one brand "Svan Living Culture". 

 

General Overview - Ecovillages and Eco museums 

Environmental pollution, genomic food, ongoing damage of nature and other threats to human life 

and sustainable global development has been discussed for a long time now. So, people are starting to 

realize the negative impacts, and are looking for a safer environment where these problems are 

minimized. This is one of the main reasons to create ecologically clean settlements. 

Ecovillage In 1991 Robert Gilman first formulated the definition of an ecosystem that became the 

standard over time: human-scale full-featured settlement in which human activities are harmlessly 

integrated into the natural world in a way that is supportive of healthy human development, and can 

be successfully continued into the indefinite future And Today there are similar settlements on the 6 

continents, in more than 70 countries and their numbers are increasing day by day. 

Eco museum is almost similar to Eco village with its concept, but with a little difference in definition: 

An Eco museum is a dynamic way in which communities preserve, interpret, and manage their heritage 

for sustainable development. An Eco museum is based on a community agreement.”  
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This concept is opposite to the traditional museum types, which focus on specific items and objects, 

while concept of Eco museums are concentrated around the material and intangible heritage 

presented in one space. 

Currently, there are over 300 operating Eco museums in the world; About 200 Eco museums operate 

in Europe, mainly in France and Italy, also in Spain and Poland. The basic criteria under which the 

Ecomuseum and the Ecovillage are defined are almost similar. So, it isn’t important which of these 

statuses is adopted by a certain place as long as its ideas are implemented. It is also possible for a 

location to carry both of these statuses simultaneously. 

Concept of Ecovillage/ Ecomuseum is based on the following principles: 

- Minimize environmental impacts. Its priority should be to create an ecologically friendly 

environment for people. 

- To raise awareness within the local community about the importance of cultural heritage, 

ecological environment, and sustainable tourism development. 

- To promote the development of sustainable tourism products through the involvement of 

local community. 

- To preserve tangible and intangible culture, authentic living environment and traditions.  

Considering that the Ecovillages and Eco museums have been operating very successfully and their 

numbers are increasing day by day, it was useful to create the GEN (Global Ecovillage Network), which 

was granted consultative status in 2001 by the UN Economic and Social Council (ECOSOC). GEN sets 

the criteria for ecosystems, provides opportunities for sharing experiences and promotes the creation 

of new eco-communities. GEN has a Declaration with the following basic principles:  

- Best social practices 

- Best cultural practices 

- Best environmental practices 

- Best economic practices 

- Best whole system design practice 

These principles also have sub-paragraphs, which should be considered by the Eco-settlements. The 

status is awarded by Gen after settlement meets the following criteria: Implement and be ready to 

continue to develop a whole system design based on all three principles of sustainable development 

- Have a population of more than 20 and less than a few thousand 

- Be at least 2 years old 

- Be put on the map of GEN ecosystems 

Ecovillages and Eco museums are already widespread throughout the world today. Of course, they are 

different from each other with the environment, activities, etc. Also, models of their creation are 

different. 
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They can be divided according to different data/criteria: 

- By natural location (river village, hilly place, forest area, dry land, seafront, etc.). 

- Purpose of creation (historic village result, development of bio-agriculture, develop of modern 

technologies for environmental protection, increase of education level, etc.) 

- By population with tourism Offers and activities, etc. 

The ecosystem may be designed for the development of not just one particular direction, but also for 

a complex direction. For example, recovering of old buildings, revitalizing of traditional activities, 

cultivating of bio-agricultural gardens and producing of different products, hosting of tourists, etc. All 

this can be done in one area as long as the existing resources make it possible. 

It is also feasible to combine the Eco-village and the Eco-museum in one area, as well as zone the 

location according to certain concepts. For example, in one Ecovillage it can be implemented 

Ecomuseum zone, agriculture zone, cognitive-entertainment zone, accommodation facilities zone, 

information center, product sales zone and educational zone. However, this is not the standard. It is 

reasonable for Ecovillage or museum to develop an individual concept and model, depending on the 

current situation and possibilities. 

After creation, Ecovillages and Eco museums need constant attention and management for proper 

development. The practice shows, that it’s desirable to create a joint management system to manage 

Ecovillages effectively that considers the opinion of the local population. It is possible to set up an 

Ecovillage/Ecomuseum management body which will be based within the community council (elected 

community representatives). Engaging all stakeholders in the process is important for good 

governance. 

However, this issue is also individual and depends on the size, the number of population and the 

location of the Eco-village. 

General Recommendation: Build standards on already existing and well-known criteria’s (GSTC)  

Model 1: Certified Destination and it includes all facilities at the destination  

Model 2: Certified Tourism Service Providers according to the GSTC Accommodation Criteria 

Specific objective Indicators 
Targets 

Indicators Targets 

National wide  

A national quality standard and 
control system for local 
tourism suppliers has been 
established 

Number of manuals developed 
for regulation and national 
quality standards for guide 
services, trail marking/ 
maintenance and guesthouse 
services 

One manual for each item: 
guesthouses, guide services, 
trail way marking/ 
maintenance 
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Specific objective Indicators 
Targets 

Indicators Targets 

Based on destinations and local SMEs 

Guesthouses and guides have 
been certified according to the 
standards developed 

Number of certified guest 
houses; 

Number of model guesthouse 
developed 

 

Based on Destinations, 
recommended guesthouses 
can be developed  

Ecovillage model and thematic 
guesthouses in Svaneti  

 

Table 46-GSTC Accommodation Criteria 

 

The Global Sustainable Tourism Criteria 

The Global sustainable Tourism Council (GSTC) Criteria (Industry Criteria) were created to provide a 

common understanding throughout the world of “sustainable tourism”, and are the minimum that any 

tourism business and destination should aspire to reach. They are organized around four main themes: 

effective sustainability planning, maximizing social and economic benefits for the local community, 

enhancing cultural heritage, and reducing negative impacts to the environment. The main goals of 

these criteria are to serve as basic guidelines for businesses of all sizes to become more sustainable, 

and help businesses choose sustainable tourism programmers that fulfill these global criteria. 

In order for the destination management organization to carry out its activities sustainably over the 

long term, management scheme and structure need to be based on aforementioned criteria. The GSTC 

is a standard adapted to make DMO operations in the regions sustainable, customized to the local 

community and economically beneficial. The criteria indicate to the local government (or DMO) what 

should be done for a proper management, not how to do it or whether the goal has been achieved. 

This role is fulfilled by performance indicators, associated educational materials, and access to tools 

for implementation, all of which are an indispensable complement to the GSTC Criteria. Applying these 

criteria will help tourism management authorities in target areas to achieve social, environmental, 

cultural, and economic sustainability. Since tourism destinations each have their own culture, 

environment, customs, and laws, the main criteria are designed to be adapted to local conditions and 

is supplemented by additional suggestions for the specific location and activity. 

There are two sets of GSTC Criteria: 

1. GSTC Industry Criteria (for hotels and tour operators) - this set of Criteria relates to the sustainable 

management of private sector travel industry, focusing currently on Hotels and Tour Operators. 

2. GSTC Destination Criteria - this set of Criteria relates to sustainable management of Tourism 

Destinations. 

GSTC Industry Criteria Suggested Performance Indicators for Hotels and Accommodations (2016) 
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Suggested Performance Indicators for Hotels consists of four main sections (A, B,C and D) and 

combines three key directions which deal with sustainable operation in the tourism industry 

(Demonstrate effective sustainable management (A), maximize social and economic benefits to the 

local community(B) and minimize negative impacts and maximize benefits to the environment (C)). 

Section A: Demonstrate effective sustainable management - This subsection consists of several Key 

Points related to the development and implementation of a sustainable management system to create 

a sustainability framework within which a service provider will operate. 

The organization should implement a long-term sustainability management system that is suitable to 

its size and scope, addresses environmental, social, cultural, economic, quality, safety, risk and crisis 

management issues and drives continuous improvement. For effective management system Legal 

compliance is the main action framework. The organization is following all applicable local, national 

and international legislation and regulations. Also reporting and communication is relevant, the 

organization communicates its sustainability policy, actions and performance to stakeholders, 

including customers, and seeks to engage their support. Section A. also implies Staff engagement with 

development, customer experience and accurate promotion (Promotional materials and marketing 

communications should be accurate and transparent). Buildings and architecture (Planning, siting, 

design, construction) are important for effective sustainable management, also compliance (comply 

with zoning requirements and laws related to protected and sensitive areas and to heritage 

considerations), Impact and integrity, it’s important to support usage locally appropriate and 

sustainable practices and materials. The organization should provide information about and 

interpretation of the natural surroundings, local culture, and cultural heritage, as well as an 

explanation of appropriate behavior while visiting natural areas, living cultures, and cultural heritage 

sites. Destination management organization is involved with sustainable tourism planning and 

management in the destination, where such opportunities exist. 

Section B - Maximize social and economic benefits to the local community and minimize negative 

impacts – This section covers several subsections with main purpose to actively support initiatives for 

local infrastructure and social community development. Local employment, Local purchasing (when 

purchasing and offering goods and services, the organization gives priority to local and fair-trade 

suppliers), Local entrepreneurs (development and sale of sustainable products and services that are 

based on the area’s nature, history and culture) and equal opportunity/ decent work without 

discrimination by gender, race, religion, disability or in other ways. In order to increase economic 

competitiveness, the B section implies enhancing the income of the local livelihoods (the activities of 

the organization do not adversely affect local access to livelihoods, including land and aquatic resource 

use, rights-of-way, transport and housing). 

Section C - Maximize benefits to cultural heritage and minimize negative impacts - This indicator 

comes first to protect cultural heritage and artefacts (the organization contributes to the protection, 

preservation and enhancement of local properties, sites and traditions of historical, archaeological, 

cultural and spiritual significance and does not impede access to them by local residents. Also, 

historical and archaeological artefacts are not sold, traded or displayed). It is an important component 

to present culture and heritage, it means that the organization values and incorporates authentic 
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elements of traditional and contemporary local culture in its operations, design, decoration, cuisine, 

or shops, while respecting the intellectual property rights of local communities. 

Section D - Maximize benefits to the environment and minimize negative impacts. The criteria in 

Section D includes the three most important indicators: conserving resources, reducing pollution and 

conserving biodiversity, ecosystems and landscapes. Conserving resources - this indicator consists of 4 

sub-criteria: environmentally preferable purchasing, efficient purchasing, energy conservation and 

water conservation. To reduce pollution and promote sustainable development, it’s important to take 

care of the following issues: greenhouse gas emissions, transport, wastewater, solid waste and 

minimize pollution.  

The organization supports and contributes to biodiversity conservation, including through appropriate 

management of its own property. Particular attention is paid to natural protected areas and areas of 

high biodiversity value. Any disturbance of natural ecosystems is minimized, rehabilitated and there is 

a compensatory contribution to conservation management. This indicator also incorporates other sub 

criteria that are targeted to the nature conservation: invasive species, visits to natural sites, wildlife 

interactions, animal welfare and wildlife harvesting and trade. 

 

GSTC Industry Criteria Suggested Performance Indicators for Destinations (2013) 

The Global Sustainable Tourism Council (GSTC) Criteria (for Destinations) was created in an effort to 

reach a common understanding of sustainable destinations. The GSTC Criteria are the minimum 

undertakings that any tourism management organization should aspire to when considering 

sustainability in their practices. To satisfy the definition of sustainable tourism, destinations must take 

an interdisciplinary, holistic and integrative approach which includes four main objectives: 

demonstrate sustainable destination management, maximize social and economic benefits for the 

host community and minimize negative impacts, maximize benefits to communities, visitors and 

cultural heritage and minimize impacts, and maximize benefits to the environment and minimize 

negative impacts. 

Sustainable management of any region requires criteria and indicators that will create a framework 

for action and standards for development. Potential indicators should be screened for relevance and 

practicality, as well as their applicability to a broad range of destination types. Adapting and 

implementing a GSTC for the destination management organization in the target regions will be a 

guarantee of sustainability, which in turn will lead to four future outcomes: demonstrate effective 

sustainable management (Section A), maximize economic benefits to the host community and 

minimize negative impacts (Section B) and maximize benefits to communities, visitors, and culture; 

minimize negative impacts (Section C) Maximize benefits to the environment and minimize negative 

impacts (Section D). 

Section A - demonstrate effective sustainable management - In terms of a sustainable strategy, it is 

especially important existence of Destination management organization, because the destination has 

an effective organization, department, group, or committee responsible for a coordinated approach 

to sustainable tourism, with involvement by the private sector and public sector. This group is suited 
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to the size and scale of the destination, and has defined responsibilities, oversight, and implementation 

capability for the management of environmental, economic, social, and cultural issues.  

In this context monitoring is also important. The destination needs a system to monitor, publicly 

report, and respond to environmental, economic, social, cultural, tourism, and human rights issues. 

One of the important sub-criteria of Section A is climate change adaptation - The destination needs a 

system to identify risks and opportunities associated with climate change. This system encourages 

climate change adaptation strategies for development, siting, design, and management of facilities. 

The system contributes to the sustainability and resilience of the destination and to public education 

on climate for both residents and tourists. 

One of the important indicators are inventory of tourism assets, attractions and planning regulations 

(The destination has planning guidelines, regulations and/or policies that require environmental, 

economic, and social impact assessment and integrate sustainable land use, design, construction, and 

demolition). There are also several key criteria which play an important role in creating a sustainable 

policy framework for demonstrate effective sustainable management: access for all, property 

acquisitions, visitor satisfaction, sustainability standards, safety, security, promotion and crisis and 

emergency management. 

Section B: - Maximize economic benefits to the host community and minimize negative impacts. The 

main indicators of this criteria are financial: economic monitoring, the direct and indirect economic 

contribution of tourism to the destination’s economy is monitored and publicly reported at least 

annually. Local career opportunities - the destination’s enterprises provide equal employment, training 

opportunities, occupational safety, and fair wages for all. According to this criterion (Public 

participation) the destination has a system that encourages public participation in destination planning 

and decision making on an ongoing basis. Tourism awareness, education and supporting local 

entrepreneurs and fair trade (The destination has a system that supports local and small and medium-

sized enterprises, and promotes and develops local sustainable products and fair-trade principles that 

are based on the area’s nature and culture. These may include food and beverages, crafts, 

performance arts, agricultural products, etc.) 

Section C: Maximize benefits to communities, visitors, and culture; minimize negative impacts. The 

destination has a policy and system to evaluate, rehabilitate, and conserve natural and cultural sites, 

including built heritage (historic and archaeological) and rural and urban scenic views – this is 

attraction protection. Two key criteria - visitor management and visitor behavior (The destination has 

published and provided guidelines for proper visitor behavior at sensitive sites. Such guidelines are 

designed to minimize adverse impacts on sensitive sites and strengthen positive visitor behaviors). Site 

interpretation (these criteria contain accurate interpretive information which is provided at natural 

and cultural sites. The information is culturally appropriate, developed with community collaboration, 

and communicated in languages pertinent to visitors).  

Section D - Maximize benefits to the environment and minimize negative impacts. These indicator 

helps to identify environmental risks and having a system in place to address them. The destination 

has a system to monitor the environmental impact of tourism, conserve habitats, species, and 
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ecosystems, and prevent the introduction of invasive species and this indicator is about protection of 

sensitive environments (among them Wildlife conservation).  

Sustainable use of resources is key sub-criteria in Section D. Energy conservation, water management 

and security, water quality and wastewater. The destination has guidelines and regulations to minimize 

light and noise pollution. The destination encourages enterprises to follow these guidelines and 

regulations 

The criteria indicate what should be done, not how to do it or whether the goal has been achieved. 

This role is fulfilled by performance indicators, educational materials, and access to tools for 

implementation from public, NGO and private sector providers all of which are an indispensable 

complement to the Destination Level GSTC Criteria. The GSTC Criteria for Destinations were conceived 

as the beginning of a process to make sustainability the standard practice in all forms of tourism. 

It is recommended that all criteria be applied to the greatest extent practical, unless for a specific 

situation the criterion is not applicable and justification is provided. There may be circumstances in 

which a criterion is not applicable to a specific tourism destination or destination management 

organization. This could be due to the local regulatory, environmental, social, economic or cultural 

conditions. In the case of smaller destinations and communities, it is recognized that limited resources 

may prevent comprehensive application of all criteria. 
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