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INTRODUCTION

In recent years, tourism has transformed into one of 
the most important sectors influencing the economic 
growth of Albania. Tourism initiatives have increased, 
with the development of alternative forms of tourism 
such as mountain tourism, cultural tourism, adventu-
re tourism, among others. Tourist expenditure plays 
a crucial role in the growth of the economy. Today, the 
contribution of tourism to the economy is projected to 
grow to 9.3% of GDP [Ministry of Tourism and Envi-
ronment  2019].

However, the earthquake of November 26, 2019 
and the lockdowns arising from the COVID-19 pan-

demic, in particular, have had a negative impact on 
the growth of tourism. The tourism sector during 2020 
suffered tremendous losses, although countries with 
modest numbers of COVID-19 cases did attempt to 
attract tourists [Nientied and Shutina 2020]. The deve-
lopment of tourism during the pandemic has impacted 
the management of resources so that economic, social, 
and aesthetic needs can be satisfied simultaneously 
with the provision of life protection systems and eco-
logical processes [Roman et al. 2020]. Public policies 
for regenerating tourist areas in Albania are related to 
specific national measures such as the vaccination of 
tour operators, facilitating tourism infrastructure, etc. 
Del Valle [2020] anticipates that the COVID-19 after-
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math will enhance new tourism consumption habits. 
As a result, it is important to calculate the costs 

and expenditures borne by tourists during their vaca-
tion. This data will help with visitor profiling, which 
is an important tool in recognising target groups that 
is very useful in tourism and hospitality [Vu et al. 
2015]. Tourism expenditure is therefore a consumer 
choice, first between goods and services within va-
rious industries, and also between various expendi-
tures within the tourism industry [Zheng and Zhang 
2011]. The instruments determining tourist expen-
ditures have been widely researched because they 
generate income and knowledge for local businesses 
[Mortazavi 2021]. 

MAIN DEBATES 

Tourism is considered an important factor contributing 
to the economic growth of host countries, bringing 
benefits and profits in both the short and long term. 
Tourism can be seen as a sector or group of sectors that 
offers a collection of products, the consumers of which 
are tourists. Given the different type(s) of tourists, 
marketers hope to classify them into market segments 
exhibiting the same consumer behaviour and reactions 
to marketing activities, to make it easier to determine 
the common reasons for purchasing behaviour within 
each market segment. It then becomes possible to tar-
get market segments with specific products and bring 
these products to market using different methods [Bull 
2002]. 

Marketers further differentiate between buyers and 
divide them into smaller segments that are fairly ho-
mogeneous in terms of need, resources, location, buy-
ing attitudes, or buying practices. The main purpose of 
segmentation activities is to ensure that potential and 
current customers can be reached more effectively and 
that communication, product, and service offerings 
can be matched to the unique needs of different consu-
mers [De Villiers et al. 2019].

Market segmentation has a number of benefits. At 
the most general level, it forces organisations to take 
stock of where they stand and where they want to be in 
future. In so doing, it forces organisations to reflect on 
what they are particularly good at compared to com-
petitors and make an effort to gain insights into what 

consumers want [Dolnicar et al. 2018]. By dividing 
the market into segments, marketing managers can 
acquire a better understanding of the needs and wants 
of customers [Camilleri 2017]. Furthermore, there is 
a specific economic interest in tourism segmentation, 
since different types of tourists (market segments) 
operate under different economic constraints and have 
a different economic impact as a result of their tourism 
activity [Bull 2002].

Tourism expenditures are related to several indica-
tors, which determine the quantity of money spent and 
the type of tourists visiting different areas. So, expen-
ditures are important since they contribute to market 
segmentation [Loon and Rouwendal 2017]. Under-
standing tourism expenditure is important because it is 
considered an expenditure-oriented economic activity 
[Mihalic, 2002]. Demand in the sector is defined as the 
amount of tourism goods and services that individuals 
want and can buy at certain prices, in a certain market 
and at a certain time [Lagos 2005]. 

Most studies on tourist expenditure are focused on 
microeconomic models since they are considered to 
be closer to theoretical economic consumer models 
under a global optic [Alegre and Pou 2004, Wang and 
Davidson 2010, Lin et al. 2015, Konstantakis et al. 
2017]. Compared to studies at the macro level, mi-
cro-economic models have the advantage of closely 
mimicking theoretical economic consumer models 
and can include the diversity and heterogeneity of 
consumer behaviour that is often cancelled out when 
aggregate information is used [Kumar et al. 2018]. 
The main advantages in using micro data encompass 
the fact that such data report the expenditure of indi-
vidual travellers, together with demographic, social 
and other characteristics that can be used to monitor 
(or profile) the units of analysis [Belenkiy and Ri-
ker 2013]. Tourism expenditures are influenced by 
a wide range of socio-demographic and economic 
variables, psychological variables, variables related 
to travel and destination and, lastly, by the level of 
satisfaction. A review of the literature on the level of 
customer satisfaction shows that it stimulates repe-
ated visits, positive recommendations and therefore 
new customers, increased reputation, higher accep-
tance of price increases and, consequently, increased 
benefits in general [Disegna and Osti 2013, 2016]. 
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TOURISM SECTOR IN ALBANIA

In Albania, tourism has become one of the four most 
important sectors of economic development, particu-
larly in recent years since international attention has 
turned to the region. Referring to the strategy drafted 
by the Ministry of Tourism and Environment [2018]: 
“Albania will be recognized as an attractive, authentic 
and hospitable tourist destination in the Mediterrane-
an region and Europe, based on the sustainable use of 
natural, cultural and historical potential for the deve-
lopment of high quality and diverse products, easily 
accessible from international markets”.

The country has supported the development of to-
urism in its natural and cultural heritage: UNESCO 
sites, traditional food, beautiful beaches, rich ecosys-
tems, rural areas, etc. The economic and social impact 
has begun to be felt, as almost all figures in the to-
urism industry show growth. Indeed, the World Tra-
vel and Tourism Economic Impact Report 2018 of the 
World Travel and Tourism Council [WTTC] notes that 
during 2017, tourism recorded a direct contribution 
of USD 1.12 billion, about 8.5% of GDP, which rose 
in 2019 to 20.5% of GDP. The contribution for 2020 
was 10.6%, a decrease of 51.6% compared with 2019 
[WTTC 2021]. 

In addition to the economic impact, from a deeper 
perspective, the development of tourism has other 
effects that are social and demographic in character. 
Investments in tourism increase the employment po-
tential of a large mass of the population.  Tourism 
decentralises the economy, making possible the de-
velopment of certain regions – both urban and rural 
– even if it is of a seasonal nature. Employment in the 
tourism sector, including accommodation and service 
structures, as well as tour operators, has reached con-
siderable levels. An estimated 243,900 people were 
employed in this sector in 2019, approximately 21.3% 
of the total employment in the country. This number 
decreased in 2020, however, to 17.5%, a reduction of 
20.2% [WTTC 2021]. 

With the increase in foreign visitors, the goal of qu-
ality and elite investment has significantly increased. 
INSTAT [2020] reports that in 2019 Albania was visi-
ted by a record 6.4 million foreign tourists, an incre-
ase of 8.1% compared to 2018 and 74.4% in contrast 

to 2014. The number of foreign citizen arrivals to the 
territory of Albania in 2020 numbered 2,657,818, a de-
crease of 58.5% compared with 2019 [INSTAT, 2020]. 
Regarding foreign visits in Albania, the economic im-
pact is estimated at around USD 2,493.3 million com-
pared to USD 1,149.9 million in 2020 [WTTC 2021].

An important region in terms of its contribution to 
Albanian tourism can be found in the district of Gji-
rokastra, considered to be one of the most attractive 
destinations. It is situated in the southern part of Al-
bania and bordered by the districts of Tepelene, Per-
met, Vlora, Saranda, and Greece with a total area of 
1,137.34 km2. Gjirokastra is a rich tourist destination 
associated with a variety of natural and cultural at-
tractions, in a small geographic area that is easily ac-
cessible to European tourists. Its historical and cultural 
objects and monuments, archaeological attractions and 
museums constitute a rich offering for the develop-
ment of cultural and historical tourism in the district. 
There are 545 cultural monuments, of which 216 are in 
the first level and 229 monuments in the second level, 
in addition to 33 protected areas [Instituti Kombë1tar  
i Trashëgimisë Kulturore 2020]. 

There are approximately 106 natural monuments 
in the district, the most noteworthy being: 1) the na-
ture reserve of Kardhiqi, with an area of 1,800 ha; 2) 
the Fir of Hotovë-Dangëlli National Park with an area 
of 1,200 ha; 3) the Natural Park of Zagoria. In May 
2018, the mountain ecosystem of Zagoria was dec-
lared the “Natural Park of Zagoria”, with an area of   
24,590,320 ha. In July 2018, the Vjosë Zagori Valley 
was proposed by the Ministry of Tourism and Environ-
ment as one of the 16 priority areas for tourism deve-
lopment because of its high concentration of tourism 
products [AASF 2019]. Gjirokastra has been identified 
as the region with the largest number of villages inclu-
ded in the “100 villages” programme [AASF 2019].

METHOD 

Cluster analysis is a technique or set of techniques 
used to group different objects (goods, persons, bu-
sinesses, farms, etc.) into groups according to some 
clearly defined similarity, or dissimilarity criterion 
[Osmani 2006]. A tourism cluster is linked with the 
geographic concentration of interconnected com-
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panies and institutions through tourism activities 
[Iordache et al. 2010]. Dolnicar [2002] considers 
cluster analysis a tool for market segmentation. Vi-
sitor profiling and tourism segmentation help tourist 
organisations and destinations to identify common 
characteristics of visitor groups and develop marke-
ting strategies accordingly [Hong Sun et al. 2016].  
Sangpikul [2008] and Slabbert and Laurens [2011] 
used cluster analysis to determine tourist motivation, 
while Brida et al. [2010] used it to segment the host 
population in relation to their views on tourism policy 
strategies and to assess the perceptions of residents 
regarding the impact of cruise tourism on the local 
community.

Through this paper we have analysed the profile 
of Gjirokastra vistors according to their expenditure at 
museums, archeological parks, and natural attractions. 
The main problem in our selection was the absence of 
preliminary data on the visitors, so we determined the 
number of interviewed persons through the number of 
tickets sold near the tourism office in Gjirokastra. We 
conducted 200 random face-to-face surveys during the 
second part of 2020. The number of visitors was lo-
wer compared with the same period during the previo-
us year due to COVID-19 restrictions. An important 
element of the study analysis relates to the manner in 
which the survey sample was selected. The inability 
to create a framework before sampling began was the 
reason that led to cluster selection. Cluster analysis 
is one type of strategy associated with data mining 
[Iswandhani and Muhajir 2018]. 

In our case, a two-stage cluster selection was made. 
Several points were determined during the movement 
of visitors in the first phase and a random selection of 
visitors to these points was made for the second. Half 
of the visitors were surveyed during the morning and 
the remainder in the afternoon, as there was no accu-
rate information on the frequency of visitor schedules. 
Through this sampling the greatest possible involve-
ment of groups of visitors was enabled and the best 
possible sample was determined.

Data processing was undertaken with Weka [Wa-
ikato Environment for Knowledge Analysis] software. 
We used this programme since it supports several stan-
dard data mining tasks including data pre-processing, 
clustering, classification, regression, visualisation, and 

feature selection [Aher and Lobo 2013]. The posterior 
mode was chosen and the division into groups was de-
termined after data analysis. 

RESULTS 

To identify the visitor profile expenses we used seve-
ral independent socio-demographic variables such as 
gender, age, education, current job and daily expenses. 
The dependent variable was the purpose of the trip. 
Table 1 shows that the majority of tourist expenses 
were dedicated to accommodation and food/drink, 
28.04 and 28.00%, respectively. In contrast, 20.86% 
of daily expenses were spent on local products, while 
transport accounted for only 12.50% of the total costs. 
Generally, the tourists interviewed were visiting the 
south of Albania and did not consider tour guides to be 
important for their vacation. 

According to the itemised breakdown shown in  
Table 1, we found that most of the expenses for tra-
ditional accommodation averaged EUR 12.62; EUR 
11.60 was spent on food and drink, while EUR 9.40 
was allocated to local products. About EUR 4.60 was 
spent on transportation costs and the smallest daily 
expense was for guides (EUR 2.28), adventure sports 
(EUR 2.40), and other expenses (EUR 2.10). 

Table 1. Daily average expenses

Categories Average 
(EUR)

Total average 
(%)

Accommodation 12.62 28.04
Food and drink 12.60 28
Transport 5.60 12.5
Guide 2.48 5.5
Purchase of local products 9.40 20.86
Other expenses 2.30 5.1
Total daily expenses 45 100

Source: [Surveys 2020].

Data mining helped specify all tourist expenses 
according to the clustering results as presented in Ta-
ble 2. Visitors were asked about their daily expenses 
for all categories during their stay in Gjirokastra. The 
main expenses were related to traditional accommo-
dation and food and drink. The only exception was for 
the small cluster corresponding to tourist expenditure 
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for visits to relatives in the area, since these are not 
tourist visits.  

Clusters from Table 2 are further explained below:
•	 Cluster 0 – tourist expenditure in Cluster 0 pertains 

to food and drinks. Among their preferences they 
like mostly to spend money on the typical gastro-
nomy of the Gjirokaster region. Their expenses 
correspond to 32.2% of the total amount spent by 
tourists on food and drink. This group is mainly 
composed of middle-aged persons with a monthly 
net income of between EUR 500 and EUR 1,000. 
The tourists in this group spend a daily average of 
EUR 28.20 on food and drink – the largest part of 
their budget. 

•	 Cluster 1 – tourists in Cluster 1 are categorised as 
adventure. Within this cluster are expenses in rela-
tion to adventure sports in the Gjirokastra region. 
They chose to stay one night in the accommodation 
facilities and the rest of their time outdoors. The 
Gjirokastra district offers different types of these 
adventures including horse-drawn carriage dri-
ving, diving in Lake Viroi and hiking, among other 
activities. The tourists who comprise this group are 
mostly young, less than 40 years old.

•	 Cluster 2 – tourists in Cluster 2 are those who spend 
money on traditional accommodation in guest ho-
uses all over the Gjirokastra region. They spend on 
average EUR 48,70 per day during their stay in the 
area. Tourists in this grouping choose to stay lon-
ger in the area and consequently spend more on 
accommodation. 

•	 Cluster 3 – this grouping concerns the purchase of 
local products. The region of Gjirokastra is well-
known for many handmade products, even in the 
food sector with its traditional recipes. Handicrafts 
are traditional and of interest to tourists who bring 
a memento home. Tourists in this cluster spend on 
average EUR 46.70 per day. We observed from the 
questionnaires that this group was mostly compo-
sed of women. 

•	 Cluster 4 – tourists in Cluster 4 pertain to local 
transport, which is used mainly by those who make 
very detailed plans. These types of tourists seek to 
maximise their time on vacation with a high num-
ber of activities and spend on average EUR 36.80 
each day just on transportation. This group is cha-
racterised as highly educated people of medium in-
come level who usually try to maximise their time 
and expenditure and visit most of the tourist attrac-
tions over a shorter time period. 

•	 Cluster 5 – a smaller grouping, Cluster 5 concerns 
educational activities and expenditure is conside-
red to be acceptable for local businesses. This gro-
up is considered to be mixed, since tourists from 
different categories are included such as:
−	 tourists with school-age children. They often 

visit museums and historical cities to increase 
their knowledge,

−	 highly-educated people who wish to learn more 
about the history of Gjirokastra,

−	 tourists who are interested in learning traditio-
nal production processes such as those of the 
stone cutter, wood cutter, beekeeper, etc.

Table 2. Daily expenses in (%)

Attribute
Cluster 0 
food and 

drink

Cluster 1 
adventure

Cluster 2 
traditional 

accommodation

Cluster 3  
purchase of 

local products

Cluster 4 lo-
cal transport

Cluster 5 
educational

Daily expenses in %
Traditional accommodation 16.00 10.86 38.52 14.86 12.52 7.22
Traditional food and drink 32.20 20.2 20.16 11.01 11.24 5.22
Local transport 12.10 18.00 11.46 11.20 36.18 11.04
Guide 12.90 9.82 4.12 7.85 6.74 6.69
Purchase of local products 15.7 7.64 18.35 35.64 19.82 2.80
Adventure sports 18.00 30.86 17.80 9.87 19.13 4.30
Education and other expenses 15.26 2.83 13.70 12.62 19.20 36.40

Source: [Surveys 2020]. 
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This cluster analysis confirms the importance of 
demographic variables and behavioural characteristics 
as important tools in the touristic market segmentation 
for visitors to Gjirokastra. These variables are con-
sidered to be important as noted by previous resear-
chers examining market segmentation [Dolnicar 2002, 
Perdue 2004, Kazeminia et al. 2013, Camilleri 2017,  
De Villiers et al. 2019].

CONCLUSIONS 

This paper has provided an analysis of the expendi-
ture behaviour of visitors in the Gjirokastra district. 
We note that understanding tourism expenditure is 
important since it is related to economic activity. Our 
conclusion reflects that of Mihalic [2002]. The direct 
contribution of tourism lies in the expenditure on 
goods such as accommodation, transportation, and at-
tractions. The direct effects are changes in production, 
which benefits the businesses that provide goods and 
services to tourists. The secondary effects are related 
to private and public investments in the area through 
the function of tourism. Cost-based segmentation is 
an important tool as it provides specific information 
about tourism purchasing models for managers and 
administrators working in the sector. Moreover, it can 
be used in the implementation of market strategies and 
in the assessment of their impact in each destination.

From the analysis of the data used in this study, six 
groups emerged – clusters of visitors according to the 
grouping of their expenses during their trip, specifical-
ly: food and drink, adventure, traditional accommoda-
tion, purchase of local products, local transport, and 
educational. The analysis of daily expenses shows that 
visitors spend in all expense categories. On an average 
day, visitors spend EUR 45, most of which is on ac-
commodation, food, and buying local products. Thro-
ugh the segmentation of expenditure and information 
about the profile of visitors in the Gjirokastra region, 
businesses engaged in tourism benefit, enabling them 
to support their strategies in order to increase their 
competitive advantage. The local community and lo-
cal government also benefit. Micro-economic models 
of tourist demand can be created by analysing the co-
sts of visitors in the region in the future. 
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BADANIE wYDATKów TURYSTYCzNYCH w OKRęGU GJIROKASTRA w ALBANII: 
ANALIzA SKUPIEń 

STRESzCzENIE

Wyda�ki na ��rys�ykę są ważnym wskaźnikiem pomiar� wpływ� ��rys�yki na des�ynację. Informacje  
o wyda�kach na ��rys�ykę, wraz z innymi cechami społeczno-demograficznymi odwiedzających, dos�arczają 
ważnych danych o popycie ��rys�ycznym na kier�nki ��rys�yczne. Kosz�y odwiedzających w połączeni�  
z innymi zmiennymi można wykorzys�ać do profi�owania popy�� na �owary i �sł�gi ��rys�yczne w obszarze 
doce�owym. W niniejszym ar�yk��e przeana�izowano dzienne wyda�ki odwiedzających a�bański okręg 
Gjirokas�ra. Okręg �en jes� jednym z bardziej preferowanych regionów i przyciąga znaczną �iczbę ��rys�ów 
krajowych i zagranicznych, ponieważ ofer�je różnorodność a�rakcji ��rys�ycznych i �sł�g. Na po�rzeby �ego 
badania przeprowadzono ankie�ę wśród 200 odwiedzających. Wyniki ankie�y zos�ały przeana�izowane za 
pomocą s�a�ys�yk opisowych z wykorzys�aniem ana�izy sk�pień. Ankie�a dos�arcza szczegółowych danych 
o dziennych wyda�kach odwiedzających, podzie�onych na sześć głównych ka�egorii �ypowego b�dże�� 
podróżnego. Dzięki wykorzys�ani� ana�izy sk�pień ziden�yfikowano i przeana�izowano dzienne wyda�ki 
turystów na podstawie celu ich wizyty w rejonie Gjirokastra.

Słowa kluczowe: ��rys�yka, Gjirokas�ra, wyda�ki ��rys�ów, ana�iza sk�pień, A�bania




