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 Today it is already acknowledged that tourism can be successfully used to increase 

economic development in local and national level. According to the World Wildlife 

Fund (1995), ecotourism takes 15 % from all tourism worldwide, so is not a small part 
of nature tourism. Thus, world is facing several problems, for instance: a global crisis 

due to global warming and other environmental issues, that makes the questions that 

society has to answer. As far environmental issues are directly linked to green 
marketingthe given paper argues the importance of ecotourism in the context of green 

marketing. After a proper introduction of theoretical framework, the paperpresents the 

current situation of protected areas, tourism activities, target groups, facilities and 
capacities. The research paper provides statistical information of tourism demand in 

protected areas, its use and abuse. Finally, up to date projects and donors will be 

discussed and their contribution in the development process of protected areas.  
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INTRODUCTION 

 

 The majority of people believe that green marketing refers only to the promotion or advertising of products 

with environmental characteristics (Polonsky, 2013). Things like, recyclable stuff, refillable, ozone friendly 

product or environmentallyfriendly aerosols. That are some of the things consumers most often associate with 

green marketing. However the is no stated definition of green marketing, look through to the history.  

 Over the past decades a few marketing topic have been more dynamic than green marketing. The American 

Marketing Association (AMA)held the first workshop on ‟Ecological Marketing‟ in 1975, which result the firs 

book on the subject Henion and Kinnear (1976) wrote “Ecological Marketing” in 1976. The first definition of 

„green marketing‟ was according to them; “the implementation of marketing programs directed at the 

environmentally conscious market segment ” (Banerjee, 1999: pp18). American Marketing Association defines 

green marketing as the marketing of products that are presumed to be environmentally safe, it incorporates 

several activities such as product modification, changes to production processes, packaging, advertising 

strategies and also increases awareness on compliance marketing amongst industries (Yazdanifard, 2011). 

Henion‟sand Kinnear(1976) definition of green marketing became a basic to arise many other definitions 

throughout the years (Button, 1989; Kleiner, 1991; Charter, 1992; Frankel, 1992; Coddington, 1993).  

 Green marketing become an important research topic since (Coddington, 1993; Ottman, 1994). However 

Peattie and Crane (2005) argues that the idea of green marketing appeared only in 1980‟s, because of the 

consumers growing interest for paying a green features.  

 In the given paper we will discuss about green marketing in context of ecotourism and specifically national 

parks. Research subject is ecotourism development in Georgia protected areas, it´s possibilities and ways of 

development. The principal researchobjectives is to identify ecotourism product, diagnostic current situation in 

protected areas and asset ecotourism regardless of economic grow. Example will be taken from Ecotourism 

destination. As a research methodology literature review will be used to found empirical evidence. That 

includes: scholarly journals, scholarly books, authoritative databases and primary sources. The literature review 

has been done during the semester based of several articles and books connected with the subject, that trace 

intellectual progression of the field.  
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2. The importance of green marketing: 

 According to scientists, the world is moving towards an environmental turmoil. The report prepared by 

Organization for Economic Co-operation and Development (OECD), the World Bank and the United States for 

G20 Summits (Mexico, 2012) is a good argument to poof the fact. The only way to save our planet is to go 

green.Economists make their contribution in the field. Green marketing is a relatively new phenomenon, which 

has arisen as a result of increasing awareness (Manju, 2012). So economic policies have a lot to do with 

ecology. In other words, green marketing, which is also termed as environmental or sustainable marketing, is the 

effort made by any business organization to design and promote products that are eco-friendly. 

 Another idea that was successful is re-marketing of products that are already manufactured. In some 

countries government has imposed different agreements and guidelines on production. Some business 

organizations have used it to their advantage, by openly campaigning for the cause, hence gaining the support of 

customers (Lannuzzi 2013).However, some critics claim that this is just an advertising stunt to promote 

business, and that no real steps have been taken towards the cause. 

 

2.1Green marketing and Sustainable development: 

 According to Swaarbruke (1999) tourism industry has begun to take green issues and the idea of sustainable 

tourism seriously. The hospitality industry was an inventor of the development of environmentally friendly 

operations management. This industry sponsored and advised other hotels and service organizations how to 

make their operations greener including energy conservation measures, recycling and waste reduction. 

Afterword‟s transport operators and local businesses focused on the environmental side of sustainability. Some 

of them try to purchase goods from small local businesses.Swaarbruke (1999) also writes that some tour 

operators focus on sustainable tourism. They created and developed products, which minimize the negative 

decrease the negative effect of tourism and maximize the economic benefit for local population. 

 Sustainability means to maintain or prolong both environmental and human health and it is simply good 

management(Charter, 2002). In other words it means the movement toward the use of renewable rather than 

finite ram materials, minimization and eventual elimination of pollution effluents and toxic or hazardous wastes. 

That is way firms using natural resources have more obligation in the porpoise to investigate renewable and 

sustainable alternatives. According to Brundtland Report (1987) sustainability growth is defined as a new era of 

economic growth that is forceful and at the same time socially and environmentally sustainable; an economy is 

sustainable if it meets the needs of the present without compromising the ability of the future generations to 

meet their own needs. 

 Based of World Commission on Environmental Development (1978), Sustainable Development is a 

“meeting the needs of the present without compromising the ability of the future generations to meet their own 

needs”.  Conferring to Charter(2002) green marketing reflects the emergence of significant changes to 

traditional consumption patterns. Companies that recognize this and offer an ethical or green choice, they are 

providing an opportunity for differentiation through organizational factors, as consumers, employs and investors 

seek to direct their efforts into positive areas. Generally costumer and business organization do not just buy 

brands, but also they are ready to pay premium for company philosophies and policies. Thus the numbers of 

individuals that are voting on environmental, social and ethical issues with their purchase are increase.  

 Sustainable tourism Management has several principles. According to Swaarbruke(1999) sustainable 

tourism is in close relationship with Alternative tourism, Eco tourism,Environmentally friendly tourism, 

Minimum Impact tourism, Soft tourism and Responsible tourism. While discussing the principles it must be 

mentioned that they are usually connected with processes rather than outcomes. They present how sustainable 

tourism might achieve and what the implications of sustainable tourism could be, without necessarily focusing 

on what would distinguish sustainable from non-sustainable tourism. Moreover the ranges of organizations that 

are involved in tourism sustainable development are quite broad and include: Public sector bodies, Private sector 

companies. At the same time large, medium and small enterprises that operate special sector tourism or have a 

strong relationship with tourism field.  

 

2.2Stakeholders in Green Marketing: 

 According to marketing literature, stakeholders play one of the most influencing roles in the organization 

(McIntosh, 1990; Menon 1997; Varadarajan, 1998; Pujari, 2003)They try to influence all aspect of green 

strategy as well as in all areas such as purchase of green product, nature of the product, the packaging, 

advertisement, promotion and also Green awareness programs.  

 The stakeholders‟theory is based on the principle that the firm takes into consideration all of those groups 

and individuals that can affect, or are affected by, the accomplishment of organizational purpose (Freeman, 

1984).Several authors(Freeman, 1984; The Toronto Conference, 1994 Donaldson, 1995)define the idea that 

several individuals have a stake in the organization.However there are two different cases. In one case a 

stakeholder might have a legal claim on the organization, whereas in another case a stakeholder, such as the 
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society, just can be simply interested in how the organization affects the country‟s economic growth, or how it effects 

on environment. 

 In green marketing literature scientists listed many different stakeholders groups that can have an influence 

on organization. According to Ottman, (1992) the stakeholders groups are following: Investors;Suppliers; 

Employees; Non-governmental agencies; Environmentalists;Owners;Political authorities;Special interest 

peoples;Society and many others. 

 These are the most important groups that companies have to lessen, debate and consider any advices they 

would suggest. Nevertheless it not easy to identify all group of stakeholders. To determine who is the main 

stakeholder for the organization, it is important to consider internal and external stakeholders interests in a 

relationship with the firm. Reported Thomlison (1992) there are distinguish stakeholders regarding of primary 

and secondary level. Primary stakeholders are those who have formal, official, or contractual relationship and 

have a direct and necessary influence upon the organization. Whereas secondary stakeholders are diverse and 

include those who are not directly engages in the organization‟s economic activities, but they are able to exert 

influence or are affected by the organization. 

 In the given paper will be discussed government, non-governmental organizations and tourists.The main 

perspective and reason for government to be a stakeholder for sustainable tourism is to take in consideration 

several importance factors that might influence on tourism development. While searching an ecologically 

sensitive area for ecotourism development, government has to think about the capacity that most probably will 

be constructed nearby. The capacity of tourists or visitors should sustainable tolerated without damaging the 

environment or culture surrounding of area.  

 Non-governmental organizations are one that is always standing on environment side. Their roles and 

working dimensions are different based of the problem and case. However non-governmental organizations are 

innovator in suggest green conventions to society. And today more and more environmental aware 

organizations, corporations and others are seeking for sustainable event practices, as well as greening hotels, 

restaurant and other service industries. They are also working in the field of natural resource reduction in service 

companies (EPA, 2013).  

 Tourists are the main stakeholders in ecotourism sector development (TWN, 2002). Regarding of the ECOS 

framework access to the eco destination is the first point. It includes difficulties to travel in the place, access 

system, and means of conveyance.  There are two different ideas to what is the best way to rich access point. 

Some specialist (Mcgahey, 2012) think the eco tourist would use mechanized transportation such as car, train or 

another, whereas, the other specialist prefer to use non-motorized means, such as: natural route ways where 

tourist have to walk along waterways or trails to access the point. Thus, the writers separate. Despite of wives 

ecotourism are kindly advised to use public transportation. Compared to cars, buses and relatively more 

sustainable, and trains and ships are even more so. But traveling by bicycles, solar powered car, and sailing boat 

are the best options.  

 

3. Content and meaning of ecotourism: 

 Over the decades, tourism has experienced continued growth and deepening diversification to become one 

of the faster growing economic sectors in the world There is several purpose of being a tourist: leisure, business, 

recreation and other (UNWTO, 2013). As UNWTO (2013) writes, today, the business volume of tourism 

already equals or even surpasses that of oil exports, food production or automobiles. 

 Ecotourism become one of the most popular tourism industries for several reasons: It‟s very expected to be 

a fast growing industry in future. Thusthe profit to make in this segment is higher than in the traditional tourism 

field. This segment accounts for two billion dollars in annual gross revenues and is expected to grow by 20% 

annually for the future decades (Berndt, 1996). 

 What is ecotourism? Agreeing to Berndt (1996) in brief, it is a concept, which holds the promise of 

outweighing the costs of tourism with its benefits. It allows global natural resources by linking the financial 

wealth in the industrialized countries to the biological wealth in the developing nation, thus enabling an 

exchange of both (Jones, 1993).Conferring to Hasek (1994) Ecotourism Society defines ecotourism as 

responsible travel to natural areas that conserves the environment and sustains the well being of the local people.  

 According to Boo (1990) and Butler (1991), ecotourism can have a both bed and good effect. One of the 

main advantage that ecotourism has is to increase the foreign volute (cash). On the other hand local community 

are suggested to gave up their land or sale their property and move to another places.  

 Nevertheless it does not mean that ecotourism cannot work. In some cases it will be absolutely best 

solution. However the course that ecotourism development requires to take part in particular destination have to 

be planed beforehand. Thus the planning process must involve all stakeholders linked with tourist or locals. As 

it is already acknowledged and summarized in green marketing literature (Yazdanifard, 2011), stakeholders play 

one of the important roles in green marketing strategic formulation. They influence almost all aspects of green 

marketing. For instance: nature of the product, advertisement, promotion and other aspects. Only underthat 

circumstances objectives can be successful.   
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3.1 Environmental Awareness and Ecotourism: 

 Ecotourism as any other kind of tourism business requires management. The impression is often given that, 

as far ecotourism attracts the special interest tourist, they have limited impact on the nature. However, there are 

several generated problems, which need concrete management framework to work it out. 

 Nobody argues that today, people really realize huge awareness of various environmental problems. More 

than that, there have been changes in consumer attitude towards green products also. However, the trend is not 

widespread yet because of list problems: high price, limited choice, not available in all stores, not known for 

everybody. Currently, green market is still growing and involves more and more customers(UNWTO, 2013). 

Here we should also note that green costumers are generally either well educated or come from developed 

country. And if we speak about Europe, we have to take into consideration the East European countries as well. 

For instance, to look over Georgia that is a developing country, that belongs to Eastern Europe as well; we could 

say that dramatically nothing has been changed so far: neither in costumer attitude towards of a green life or 

government regulations in sense of a green product.  

 One of the important components of awareness environment is the acceptance of visitor impacts. That 

includes the degree of impact, prevalence of impact and level of control. As far as the number of eco tourist is 

growing, the influence on the environment increases as well. Boyd (1996)think that eco-specialist may have 

grater impact than it is expected. They usually are using less accessible areas that are generally highly sensitive. 

However in widespread terms they impact is minimal or equivalent to zero. On the other hand eco-generalists 

should always follow the specific trails and pathways that are made especially for organized tours and should 

not broke the rules.  

 On the stage of controlling and monitoring tourists impact on the environment, eco-specialist (Mcgahey, 

2012) leave less impact and only little direct control is needed, whereas eco-generalists are opposite. The most 

such users trying to find out new experiences and opportunities increase not yes considered ecotourism 

destination.  

 

3.2Current challenges: abuse ecotourism: 

 As ecotourism become a demanding sector in ecotourism industry, different business sectors try to get 

benefit. According to Mcgahey (2012) every tour was suddenly labeled green, and everything from cruise ships 

to massive beachfront resorts and hi-rise hotels was being touted as part of ecotourism. The main argument is 

that ecotourism as a word become buzzword. It describes the way to visit unexplored areas, experience local 

culture and involve in it. Writers and new publishers believe that a lot of tourists were attracted with the 

proposal that is why travel agencies and other tourism businesses began to jump on the ecotourism bandwagon. 

To support the idea Mcgahey (2012) writes several arguments from different articles such as:   

a) Every tour was suddenly labeled green, and everything from cruise ships to massive beachfront resorts and 

hi-rise hotels was being touted as part of ecotourism;  

b)  99% of all products labeling as ``green´´ were at least partially bogus; 

c) Everyone had an angle for labeling their outing ecotourism, no matter how inauthentic;  

d) At its worst, green travel is an cynical lie, told by travel agent, tour operators, airlines, and cruise lines 

claiming to be green but actually peddling mass, crass tourism, It has been used to cover any encounter with 

indigenous peoples, any foray into a forest or trip by bicycle. 

 There are only alternative for costumer to trust ecotourism before purchase a product. That is a certification 

program.According to Mcgahey (2012) certification is voluntary and any ecotourism company can label itself as 

ecotourism.Officially, there are two ways to get certified, one is procedural and another is substantive. In 

procedural certification companies need to be recommended by other companies, which already have a 

certification. In this case they have to pay fee and wait for respond. Substantive certification is more rigorous 

and successful. The companies have to fulfill the requirements and only after that get certified. Obviously, 

certification makes a difference. If tourists have a possibility to choose between tour operators, normally they 

are trusting experienced one. Logically, every tour operates should been interested to achieve it. 

 

4. General overview of tourism industry in Georgia: 

 Tourism is one of the large and fastest-growing industries in the world (UNWTO, 2013). As Georgian 

National Tourism Agency (GNTA, 2012) writes in 2011, the share of tourism in world GDP amounted to 9% or 

a value of over US$6 trillion. The sector employed over 255 million people worldwide, which is 8.7% of global 

employment. The Travel and tourism industry is expected to grow by an average of 4% annually, reaching 10% 

of global GDP or US$10 trillion. The number of international arrivals increased by 4.6% in 2011 and reached 

the record number of 980 million. UNWTO  (2013) expects growth to maintain its steady rate at about 3.3% 

until 2030.  
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4.1 Top countries visiting Georgia and reasons for doing so: 

 International traveler arrivals have been growing rapidly in Georgia as well. In 2011, the number of 

international travelers reached 2 822 363, representing 39 % growth. According to the recently updated 

information the number of international travelers was 4 389 256 in 2012. 

 

 
 

Fig. 1: International Arrivals in Georgia. 

 

 Source:  Made by authors according to data from the ministry of International Affairs. 

 Demonstrating 56% increase over previous year. The growth in the Georgian tourism industry has been 

faster than that of the world. This trend is observed in the share of Georgia of international visitor arrivals that 

has increased from 0.12% in 2007 to 0.29% in 2011.  

 

 
 

Fig. 2: Share of Georgia in International Visitors Arrivals. 

 

 Source: Made by authors according to data from the ministry of International Affairs. 

 The statistics for the last three years demonstrate that the highest number of arrivals fall in July and August. 

Turkey, Azerbaijan and Armenia occupy the top three places by number of visitors, together accounting for 

approximately 76% of total international arrivals. 

 

 
 

Fig. 3: International Arrivals (Top 10 Country). 

 

 Source: Made by authors according to data from the ministry of International Affairs. 

 Georgia boasts rich natural and cultural resources. With a territory of only 69.700 square kilometers, 

Georgia is almost unique among the world‟s nations for biodiversity. To find subtropical marshes, semi deserts, 

lofty alpine zones and snowy peaks - all within a hundred kilometers of each other-is rare indeed. Georgia is 

home to more than 12 000 historical and cultural monuments, four out of which are included in the list of 

UNESCO World Heritage Sites: 1. Mtskheta - the ancient capital of Georgia, 2. Bagrati Cathedral (XI century), 

3. Gelati- Monastery in Kutaisi (XI century), 4. Ushguli Village in Svaneti (located at 2 300 m above sea level, 

this is the highest settlement in Europe). Georgia offers lots of possibilities to travelers of different types. 
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Tourists arriving to Georgia for a relaxing holiday can spending time at 103 resorts or visiting springs of 

mineral waters (around 2400) or simply go to the seaside. Lovers of nature will be interested in exploring 8 

national parks and 31 protected areas throughout Georgia. The winter resorts of Gudauri, Bakuriani and Mestia 

offer skiers and holidaymakers an extraordinary winter and summer vacation. 

 

4.2.Eco-tourism potential of Georgia, protected areas and routes: 

 Georgia has a huge potential for ecotourism development, because of the diverse natural areas, aesthetically 

appealing landscapes, urbanization and the unique flora and fauna. Georgia has a long history of the 

establishment of protected areas. The first protected area Kakheti State Nature Reserve was established in 1912. 

Currently, the total area of 520 273 ha of protected areas, which is approximately 7% of the country's territory. 

Forests cover approximately 75 % of protected areas. Georgia has 14 State Reserve, 10 national park, 18 

reserve, 27 natural monuments and 2 protected landscapes (Agency of protected Areas, 2012) 

 The special attractiveness for Eco tourists is unique culture of Georgian regions, diversity of public 

holidays, customs and traditions, the oldest rules of the craftsmanship, the traditional Georgian hospitality and 

distinctive cuisine as well. 

 According to Tsetskladze (2011) Georgia belongs to the list of countries whose have variety of conditions 

for tourism development. Therefore, the potential of the country due to the complex field of tourism and service 

industries sector is the ideal foundation for sustainable economic growth.As for the prospects of tourism 

development in Georgia, International experts predict a great future (Gogelia 2013). With the rest of advantages, 

they emphasize the country‟s main plus geographical proximity near to the Europe, the biggest tourism market 

in the world. The statistical information bellow shows present situation in protected areas. Each year, tourist 

number is growing. 

 

 
 

Fig. 4: Visitors Statistic in Protected Area. 

 

 Source: Made by authors according to data from the APA 

 It is especially important that for the development of eco-tourism as a sector of the market has not yet fully 

utilized. Eco-tourism development not only benefits the country's economy, but also will contribute to the 

sustainable development of natural areas. If this were not the way to follow, shortly it would have been too late. 

If you do not destroy the footprints of tourists, but also damage the ecosystem so that future generations can no 

longer be allowed to enjoy the pleasure of natural areas, they lose the opportunity to exploit the natural potential 

of the country's economy in very beneficial way (Gogelia, Kordzaia 2010). 

 

4.2.1 Tusheti Protected Areas: 

 Tusheti mountain province is located on the north slopes of the east Greater Caucasus. It is extremely 

remote and almost inaccessible, with locals making their living from traditional nomadic cattle breeding. 

Tusheti is unique in its well-preserved mountain community life, traditional villages and cultural heritage 

integrated into the well-preserved nature and landscape with high endemic mountain biodiversity. The Protected 

Area was established in 2003 and includes Tusheti National Park (71,482 ha) and Tusheti State Reserve (10,858 

ha.). Financial support comes from World Bank, Global Environmental Facilities and the State budget. The 

protected areas administration and infrastructure are now in place and a visitor program under new management 

guidelines is in operation. The visitor infrastructure includes an administration building, a visitor Centre with 

conference and accommodation facilities, a six-room visitor guesthouse, 16 picnic and camping sites along the 

marked trails, and eight family guesthouses with a total capacity to accommodate 130 visitors.  

 The recent establishment of Tusheti Protected Area has allowed the Agancy of Protected Area to promote 

the region as a new destination. The State is now repairing roads and other communication forms. As a result, a 

number of commercial investment projects (micro loans and grants by World Wide Found for Nature and 

Global Environmental Facilities to improve family accommodation capacity) have been implemented. All these 

factors will support the development of Tusheti as an outstanding ecotourism destination. The market segment 
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targeted by Tusheti includes international and domestic groups of outdoor travellers, ethnographic and cultural 

tours, as well as nature and science expeditions. 

 Ecotourism activities possible in Tusheti comprise summer youth holidays, challenging to moderate 

trekking and horse riding tours, rafting tours, climbing and mountaineering expeditions, ethnographic festivals, 

and off-road car tours. The sustainable development requirements of the local community in Tusheti need to be 

considered in the further planning and regulation of the protected area (APA, 2013). 

 For the beginning of 2012 the administration of each protected areas and nature reserves have developed 

ecological path and routes. They also identify type of routs, period of time, complexity of the route, length and 

activities. Agency of Protected Areas haveurbanized brochure and map of Tusheti Protected Area in Georgian 

and in English for national and international travelers (Enclosed 2, 3). 

 For the tourists there are travel agencies that sell specifically the Tusheti tourism packets as well. For 

instance: Eco tours Georgia, Welcome to the national park of Tusheti, Climbing Georgia, Tebolutour and etc. 

The other tourism agencies, that generally works with income tourists include Tusheti trip as a part of whole 

journey in Georgia. The examples are: Concordat ravel, Mimino travel, Georgica, Caucasus Tours and etc.  

 Tusheti National Park is advised by Trip advisor (2013) websitealso; it is ranked as 13
th

 destination in a 

country and has 4.5 stars out of 5. Reviews are made from different countries such as: United Kingdom, 

Netherlands, France, Poland, Canada and etc. and all of them agreed that Tusheti is culturally rich, scenically 

magnificent and the dream destination, where they would like to come back with families and friends.  

 

4.2.2 Current projects and donors in protected areas: 

 Agency of Protected Areas in Georgia have worldwide donors and partners that generally support projects 

to success. International donors are: Federal Ministry of Environment Protection, Nature Conservation and 

Nuclear, Council of Europe, Global Environment Facility, World Bank, United Nations Development Program, 

Caucasus Nature Found, Federal Ministry for Economic Cooperation and Development, Turkish International 

Cooperation and Development Agency, British Petroleum in Georgia, U.S Agency for International 

Development and others (APA, 2013). 

 Bellow is a short list of current projectsconnecting with Ecotourism and protected areas: 

a) Future of worlds unique Ramsar site “Ispani 2 mires”: conservation, restoration and eco/tourism 

Infrastructure development; 

b) Support for Georgia in the filed of Protected Areas Development; 

c) Cooperation Agreementbetween Biodiversity Conservation and Research Centre (Nacres), Fauna and Flora 

International (FFI) and the Legal Entity of Public Law under the Ministry of Environment protection of Georgia 

– Agency of Protected Areas (APA), on the implementation of various activities planned in Vashlovani PA in 

the framework of “Georgian Carnivore Conservation Project” 

 Within the obtained topics APA have to be developed several goals: 

a) Georgia tourism development strategy needs to establish balance between nature, cultural and business 

interests;  

b) Coordinate marketing activities with tour operators to develop specific offers for ecotourism destinations; 

c) Set up linkages with regional infrastructure development projects (communication, roads, energy, 

environment, water); 

d) Set up a monitoring system for tourism numbers and their impacts in protected areas and other sensitive 

areas; 

e) Establish criteria and standards for competitive selection of local hospitality services; 

f) Create training curricula for Ecotourism guides using international knowledge, local experience and the 

involvement of local people.  

 

Conclusion: 

 While many tourists still following the mass tourism, for the well-educated people who are seeking cultural 

and natural experience, there is an alternative way to get rest in ecotourism destinations. . This paper has argued 

about protected areas in Georgia and specifically Tusheti. The companies as well as other stakeholders, who 

participates ecotourism planning process, have to understand the importance of protected areas in environmental 

perspective. Even thou the long list of ecotourism stakeholders, host community are the one, who takes the main 

responsibility on the way of destination success. In order to transform the local people attitude from being only 

host but also doing sustainable ecotourism, government have to make trainings and increase knowledge. Some 

instructions are necessary for tourist guides as well. 

 However academic researches have to be done in order to identify exact problems and find out the possible 

solution. During the working period, international advertisement issues appeared. National Tourism Agency has 

to hake care about it and promote ecotourism package on the international tourism exhibitions. The contribution 

of the given paper exactly applies above-mentioned issue, and it can be considered as the start point for future 

study. 
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 On the other hand, the given article includes some limitations: research does not cover all aspect of 

ecotourism and it doesn‟t discuss the whole national parks and protected areas in Georgia. Statistical 

information was not available and author had to find data transform it as a figures. The given time was limited 

for deep research and author was no experienced in the field. Thus the given paper can be considered as a good 

start. 
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Enclose 1: Protected areas in Georgia based of the categories. 

 Georgia Area (he) 

 In Georgia total area of 520 273 

 Reserve total 143 218 

1 Babaneuri Reserve 862 

2 Batsara State Reserve 2 986 

3 Bichvinta – Miusera Reserve 3 645 

4 Borjomi National Reserve 14 820 

5 Vashlovani State Reserve 10 143 

6 Tusheti State Reserve 12 627 

7 Kintrishi State Reserve 10 703 

8 Kakheti State Reserve 22 295 

9 Kakheti State Reserve 6 388 

10 Liakhvi State Nature Reserve and Administration 1 040 

11 Ritsa State Reserve 16 229 

12 Sataplia State Reserve 330 

13 Pskhu-Gumista Reserve 40 819 

14 Kobuleti Nature Reserve 331 

 National Parks, total 277 433 

1 Algeti National Park 6 822 

2 Borjomi-Kharagauli National Park 61 235 

3 Vashlovani National Park 24 610 

4 Tbilisi National Park 23 218 

5 Tusheti National Park 69 515 

6 Kolkheti National Park 44 600 

7 Mtirala National Park 15 806 

8 Kazbegi National Park 8 687 

9 Javakheti National Park 14 207 

10 Machakhela National Park 8 733 

 The state reserves, total 64 119 

1 AjametiReservce 5 117 

2 Gardabanai Reserve 3 484 

3 Tetrobis Reserve 3 100 

4 Ilto Reserve 6 971 

5 Iori Reserve 1 336 

6 Kacoburi Reserve 295 

7 Lagodekhi Reserve 2 156 

8 Nedzvi Reserve 8 992 

9 Kobuleti Reserve 439 

10 Ktsia-Tabatskuri Reserve 22 000 

11 Qorugi Reserve 2 068 
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12 Chachuna Reserve 5 200 

13 Kartsakhi Reserve 158 

14 Suldi Reserve 320 

15 Khanchali Reserve 839 

16 Bugdasheni Reserve 126 

17 Madatapa Reserve 1 484 

18 Sataplia Reserve 34 

 The National Monument, total 314.5 

1 AlaznisChala 204 

2 ArtsivisKheoba 100 

3 Takhta-tapa 10 

4 Kumistavi Under consideration 

5 Tetri cave 2 

6 Khomeuli Cave Under consideration 

7 Tsutskhvati cave Under consideration 

8 Navenakhevi Cave Under consideration 

9 Nagarevi Cave Under consideration 

10 Iazoni Cave Under consideration 

11 Skaijia Cave Under consideration 

12 Tskaltsitela Cave 22 

13 Okatse Waterfall 71 

14 Promete Cave Under consideration 

15 Tetri cave 47 

16 Khomeuli Cave 2 

17 Cracked Lake Natural Monument Under consideration 

18 Satsurblia Cave Natural Monument Under consideration 

19 Salkoti Cave Natural Monument Under consideration 

20 Didgeli Cave Natural Monument Under consideration 

21 Melorui Cave Natural Monument Under consideration 

22 Bgeri Cave Natural Monument Under consideration 

23 Gliani Cave Natural Monument Under consideration 

24 Sakhizari Rock Natural Monument 336 

25 Mineral Bath Natural Monument Under consideration 

26 TrusoTreventinebi Natural Monument 4 

 Protected Landscape, total 34 708 

1 Tusheti Protected Landscape 31 518 

2 Kintrishi Protected Landscape 3 190 

Source: Made by authors according to data from the APA 

 

Enclose 2: Brochure of Tusheti National Park. 

 
Source: Agency of Protected Areas, 2013 
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Enclose 3 Map of Tusheti National Park 

 
Source: Agency of Protected Areas, 2013 


