TOURIST CONTEXT ANALYSIS
POLAND
I. AREA OF ANALYSIS
The analysis shows the trends and touristic demands of  Poland. There are no data available for the area of The Association of Heritage and Development. But the researches presented in the analysis can also express the trends and demands for the region as well. The association covers 11 counties, which different cultural and natural heritage. The LAG introduced the rapport connected with the local tourist product where important principles about natural resources of the area have been mentioned. The LAG sources with the utmost attention to their durability, no pollution and distortion. Determines a number of activities in the field of environmental protection, ecological culture, planning and shaping the cultural landscape and aesthetics. This also determines the economic organization (enterprise services and products), in accordance with the standards that apply to the use of the environment and the interests of safety and human health, which requires coherence and synergies between the partners of the 11 Municipalities forming LAG area "Heritage and Development".
In the description of the area especially in justifying specifics of the area, LAG strongly has emphasized  that the potential and advantages are located in the local tourist product. What is more,  SWOT analysis showed that there is a huge need for development of tourism and associated services. By developing the strategic objectives, LAG has repeatedly pointed to the opportunities they create to improve the standard of living in rural areas, the development of the tourism function (including agro-tourism) area based on environmental resources, local product and cultural  offer, sports and leisure facilities.
Implementation of the strategy, in accordance with the principles of the Leader approach and RDP Directive should create the conditions for the formation of those opportunities, as one of the main trends of development the attractiveness of rural areas. One of the opportunities can be creating new NGOs. Tourism also The development of tourism in the area, gives a lot of opportunities to create a variety of projects, both commercial and non-commercial. It can also increase the economic attractiveness and the development of the whole area's potential. In determining the projects planned for implementation by supporting specific types of operations, almost every strategy stored activities aimed at developing or improving the quality of rural tourism products.
The survey conducted by the Association, showed that the potential in local brands and tourism product is huge and that there is a need of developing tourism and other connected services. The main weaknesses are lack of accommodation facilities and low information about the advantages of the region and its products. Also there are no many researches connected with the tourist product, so there is not easy to define needs and create good and successful businesses plan. What is more tax system in Poland is not convenient for the young interpretors.  
In spite of the weaknesses, there the huge potential that can attract investors and tourists lays in the history of those places, reach natural resources that can be transformed into attractive leisure offer, also many cultural events and festivals can be organized. Also another important factor is the support of the local government that will help new start-uper to create and develop their businesses
II. DATA  ABOUT TOURIST DEMAND
On 31 July 2011 there were 7 039 registered collective accommodation establishments in which there were 606 thous. bed placed in Poland. Compared to the results of the 2010 survey, the number of all facilities and bed places has decreased respectively by 2,3% and 0,6%. The results of the survey of the occupancy of tourist accommodation establishments in 2011, show that collective accommodation facilities hosted 21,5 million tourists (57,1 million overnight stays, of which 10,6 stays by foreign tourists). Foreign tourists arrivals increased (4,4 million arrivals, compared to 4,1 million in 2010) it is an increase of 6,6%. Majority of tourists (15,5 million) stayed in hotels and similar establishments i.e. in hotels, motels, boarding houses and similar, while only 6,0 million tourists stayed in other establishments – excursion hotels, shelters, camping sites, etc. More than a half of all tourists were accommodated in hotels 12,7 (increased by 8,4 % - 11,7 million in 2010). The situation of foreign tourists was similar, as they also primarily chose hotel places – 3,6 million. In 2011 hotel establishments rented 18,0 million rooms, of which 5,5 million – to foreign tourists. The occupancy of rooms in hotels, motels boarding houses and other hotels establishments in 2011 amounted to 41,1 %.
The largest numbers of tourists were recorded in 2011 in Mazowieckie (3,3 million) and Małopolskie (3,1 million) voivodships. This also applies to foreign tourists, who the most often stayed in the same regions ex. 976,8 thous. in Mazowieckie voivodship and 943,3 thous. in Małopolskie voivodship. The largest numbers of overnight stays were recorded in 2011 in Zachodniopomorskie (9,9 mln) and Małopolskie (8,4 mlsn) voivodships. In this voivodships there were also recorded the largest numbers of overnight stays of foregin tourists. Taking into account the number of overnight stays by: county, the first three places belong to Warsaw (4,1 mln), Kołobrzeg (3,5 mln) and Krakow (3,4 mln) contributing to 19,2% of the total of tourists overnight stays in 2011. Moreover, top decile of counties by the number of overnight stays concentrated 80% of all overnight stays in Poland. In the group there were nearly all coastal counties.
Arrival of foreign tourists in 2012
Year 2012
	 
	Arrivals, total (000)
	change (%)
	Arrivals, tourists (000)
	change (%)
	

	Changes - against resp. quarter of previous year or previous year
*) Canada, Australia, Japan, Korea Rep.

source: survey and estimation by Institute of Tourism

	Total
	67390
	11%
	14840
	11%
	

	European Union
	52565
	9%
	9165
	5%
	

	Old EU (15)
	29570
	4%
	7385
	5%
	

	including:
	
	
	
	
	

	Germany
	26720
	4%
	4800
	5%
	

	Great Britain
	540
	8%
	500
	9%
	

	Netherlands
	390
	0%
	355
	1%
	

	Austria
	360
	1%
	325
	3%
	

	Italy
	320
	2%
	295
	4%
	

	France
	280
	0%
	240
	0%
	

	Sweden
	205
	11%
	180
	13%
	

	Other countries of EU15
	755
	7%
	690
	7%
	

	New EU
	22995
	16%
	1780
	3%
	

	including:
	
	
	
	
	

	Czech Republic
	12380    
	14%    
	205    
	5%    
	

	Slovakia
	6630    
	18%    
	110    
	10%    
	

	Lithuania
	3010    
	24%    
	615    
	-2%    
	

	Latvia
	385    
	7%    
	330    
	10%    
	

	Hungary
	235    
	2%    
	210    
	5%    
	

	Other countries of EU12
	355    
	3%    
	310    
	3%    
	

	Non-Schengen neighbors
	13330    
	20%    
	4220    
	28%    
	

	Ukraine
	6740    
	16%    
	1930    
	22%    
	

	Belarus
	3920    
	14%    
	1620    
	33%    
	

	Russia
	2670    
	44%    
	670    
	34%    
	

	Main overseas
	545    
	10%    
	520    
	9%    
	

	USA
	300    
	11%    
	280    
	12%    
	

	other overseas*
	245    
	9%    
	240    
	7%    
	

	Rest of the World
	950    
	14%    
	935    
	16%    
	


The average of permanence rate is 2,7 day, while counties in the north of Poland have higher rate (up to 5,3 days). The lower rates were spotted in counties: Mazowieckie, Wielkopolskie and Łódzkie (around 2 days) It means that those stays were connected with businesses meetings, whereas those one in the north were mostly touristic and connected with holidays. Different factors influence the attractiveness of the regions. They are connected with nature, culture, heritage, communication, roads, means of transport, accommodation and various facilities attractive to the tourists.
Average per head expenses:
Tourists expenses in Poland in 2007 (in USD):
	Expenses per head
	253

	Expenses per head per day
	65

	Expenses of one day tourists per day per head
	120


International Tourists expenses per day in 2012 in different countries (in USD):
	General
	79

	Germany
	69

	Lithuania
	61

	Russia
	71

	Bielarus
	108

	Italy
	83

	Great Britain
	62

	Austria
	101

	Belgium
	71

	Holland
	70

	Scandinavia
	59

	Hungary
	36

	France
	84

	Slovakia
	58

	Czech Republic
	47

	Ukraine
	124


III. TOURIST TRENDS
Polish tourists in total:
	Year
	mln:

	2001
	11,0

	2002
	11,0

	2003
	11,3

	2004
	11,8

	2005
	12,3

	2006
	13,2

	2007
	14,6

	2008
	15,5

	2009
	15,5

	2010
	16,3

	2011
	17,1

	2012
	17,2

	2013
	17,1

	2014
	17,6

	2015
	18,1

	2016
	18,6

	2017
	19



International tourists in Poland:
	Year
	mln

	2001
	15

	2002
	14

	2003
	13,7

	2004
	14,2

	2005
	15,2

	2006
	15,6

	2007
	14,97

	2008
	12,9

	2009
	11,8

	2010
	12,4

	2011
	13,35

	2012
	14,8

	2013
	14,7

	2014
	15

	2015
	15,4

	2016
	15,8

	2017
	16,2


SWOT Analysis (international context)
1. Strengths

· Increasing standards of the accommodation objects

· Better transport and communication system and infrastructure, especially aviation communication between Poland and Western Europe countries

· Being a part of important international structures and organizations (EU, NATO, Schengen)
· Competition in the national market that helps to limit the prices increment

· Positive image of the country involved in important social issues connected with positive values

· Rich heritage and culture

2. Weaknesses

· Weak accommodation system, not enough number of touristic objects comparing to the number of tourists, average standards of touristic objects

· Weak transport system compering to other European countries
· Lack of direct communication between other non-European areas (accept USA)

· Minor involvement of travel agencies to the implementation of incoming services, lack of professionals in tourist sector; 

· Low average of English speakers who have direct contact with international tourists
· Outside and inside image of low quality of services in the country

· There is no one strategy of “Poland” brand and one, specific brand product

· No brand identity of Poland

· Lack of coherent and long-term campaign of the brand 
· Lack of the financial support for promotion activities of the non-touristic sector

· Lack of diagnosis of international tourists needs

· Lack of schedules of incoming events, festivals, etc., that can attract international visitors

3. Opportunities 

· Good location (central part of Europe)

· Wide and intensive ethnical relations

· Increasing integration and implementing Euro 

· Many areas with rich natural values 

· Infrastructure development due to international finances and organizations (international investors)

· Participation in international and intercontinental systems of transport 

· Experience and financial support of people who came back from emigration. 

· Increasing interest in tourism to Europe among people all over the world
· Increasing touristic activities among people

4. Threats

· Deterioration of the economic situation in global context

· Increase of costs in transport sector

· Improving competitiveness of other touristic markets in Europe
· Decreasing safety of foreign travels and 

· Increasing intensity of negative image of Poland as a country that is intolerant, xenophobic, etc.

· Deteriorating environmental assessment that decreases pro-touristic activities

SWOT Analysis (national context)
1. Strengths
· Good knowledge about the society
· Increasing of accommodation system and its offers

· Increasing the usage of local potential

· Increasing quality of services due to good competitiveness in different regions of the country

· Long-term relation between services
· Increasing awareness of different tools of marketing (not only the price)

· Importance of local product (food, culture, environment etc.)

2. Weaknesses
· Weak financial condition of significant businesses and lack of willingness to consolidate and strengthening financial statements.

· Large number of small companies in tourist sector, no tendency to consolidation
· Weak coordination of promotion activities among tourist agencies, accommodation services, and governmental institutions

· Huge orientation on price instead of other marketing elements

· Not enough financial support on promotion (and advertisement) of regions and places as local brands and products

· Low level of education in touristic sector (especially managers and owners)

· Taking not enough advantage of the potential in businesses in touristic sector

·  No benchmarks for standardization organization and processes of touristic information
· Lack of relationships between monitoring the market and researches in tourist sector, tourist traffic and actions of tourist businesses 
· Reluctance of the industry to explore the reality and lack of focusing on alternative topics

3. Opportunities
· Increasing information and IT technologies connected with tourism 
· Increasing average payment 

· Easier tax law 

· Easier economy law

· Easier labour law

· Increase of competitiveness in national tourism sector

· Better quality of tourism services

4. Threats
· Increasing inflation  

· Decreasing of competitiveness due to law changes

· Increasing costs of transport and energy

· Restricted policy connected with environmentally friendly solutions (costs of those solutions)

· Weak transport infrastructure

· Deficit of well-educated and professional workers 

· Problems connected with national law and regulations (especially on national level)
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