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1. Executive summary 
 
The Armenian International Visitor Survey, 2013 Edition, allows to identify the profiles, travel 
behaviors, satisfaction levels and expenditure patterns of foreign tourists visiting Armenia and the 
profiles, travel behaviors and expenditure of Armenian residents travelling abroad. Some meaningful 
insights can be drawn up for the industry and the public institutions for future planning, product 
development, policy making and promotional projects to be undertaken by Armenia in the near 
future. The main insights that are drawn are summarized as follows: 
 

1 

Leisure tourists must be the top priority target group for Armenia 

Although Diaspora group provides the volume (65% of arrivals have Armenian 
ancestry and they are responsible for 74% of the total tourism expenditure identified 
by the survey), Leisure tourists (14% of total arrivals) should be the priority target for 
the next years’ marketing actions for these reasons:  
 They are growing in their share of arrivals to Armenia (from 11.6% in 2007 to 

14.4% in 2013) and they are more profitable: they have the greatest daily 
expenditure average (94 USD), the expenditure per person is 47% higher than 
Diaspora, they account for half (47%) of the hotel business and they travel more 
around the country (3.4 regions in average) than any other type of tourist. 

 And they are more reactive to marketing actions than Diaspora tourists, that will 
visit when family or friends require so. 

  

2 

Leisure tourists are mainly motivated by the combination of nature and culture, 
and also by adventure 

 These three categories are mentioned by around 30-35% of the Leisure tourists. 
 The correlation between ‘Nature’ and ‘Culture’ is very high, meaning that the first 

two categories are frequently mentioned together. On the contrary, the ones 
choosing ‘Adventure’ only visit Armenia for that purpose (currently not combining 
with other leisure motivations). 

 Armenian heritage and/ or traditions are not really pulling demand for the moment. 
 ‘Nature’ and ‘Culture’ lovers share the same demographics (stronger share of 

third agers), and presence in the source markets (mainly coming from EU 
markets), while ‘Adventure’ seekers are younger and mainly concentrated in Iran 
as a source market. 

 Around 35-40% of the ‘Nature’ and ‘Culture’ seekers use package tours, a rather 
high share if compared to the overall average of package use among Armenian 
international tourism demand. 

  

3 

Russia must be the number one source market, but there is extreme 
dependence on 5 source markets 

 In this order, the top 5 source markets for Armenia in 2013 were Russia (46% of 
the arrivals), Georgia (27%), Iran (7%), Ukraine (2,4%) and Germany (2%), 
meaning that 84% of the 2013 arrivals came from five markets. 

 Given its current volume as a source market, but also the strong historical, cultural 
and economic ties with Armenia, along with the best air connections, Russia must 
be the considered the absolute top priority for all marketing actions in the future. 
Within Russia, Moscow must be targeted (not the whole country, but the 
gateways to Armenia should be considered the real source markets). 
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 Between 2007 and 2013 the share of tourists from Russia that visited Armenia 
for Leisure –even though still small- stepped up from 3.8% to 7.4%. 

  

4 

Peculiar demographics of Armenia’s tourism demand  

Some singularities can be pointed: 
 Gender wise, males significantly outnumber females (58%-42%), with extreme 

cases like tourists from Iran, where 75% were males. Nonetheless, 65% of the 
tourists from Ukraine, 60% from Germany, 58% from Russia, etc. were also 
males. This feature was also observed in 2007, when 59% of the interviewees 
were men.  

 Per age group, two main conclusions: practically no children (only 0.5% under 
17), and very few third agers (less than 5%) were visiting Armenia in 2013. The 
travel group must be formed by couples or also by groups of friends (mostly men), 
but this is not asked in the 2013 questionnaire. 

  

5 

Greater impact of tourism on Armenia’s economy could be achieved by 
increasing the average expenditure of non-packaged tourists 

 There is a very small collective with high spending propensity (tourists coming to 
Armenia with package tours, 3% of the total demand, spending 1330 USD per 
trip in average), and a vast majority that spends much less (those traveling on 
own arrangements, spending 713 USD in average, and mainly not on tourism 
related businesses) to come to Armenia.  

 It must be noted that the expenditure declared by those traveling with package 
tours is mostly not impacting directly on Armenian businesses: this is money that, 
to a large extent, falls into tour operators’ (and related companies in the source 
markets) pockets. Therefore, an increase in the arrivals of “packaged” tourists 
would not necessarily improve Armenia’s tourism financials substantially. 

 In any case, there is great room for growth of the tourism expenditure per tourist, 
which would require increasing the expenditure of non-packaged demand, either 
by extending their stays (very difficult, with an average stay of 17 days) or by 
pumping up the daily expenditure by providing the visitors tourism related options 
–i.e. tourism products- to spend more money while in Armenia. 

  

6 

Diaspora tourists’ economic impact could be increased by developing specific 
tourism experiences for them  

 In 2013 Diaspora tourists spent 33 USD per day, three times less than the Leisure 
tourists received (94 USD); their total average expenditure per person is even 
lower than the overall average (669 USD Diaspora, 728 USD total tourists). 

 But their average stay (20 days) was longer than any other type of traveler (except 
for those visiting for ‘Education’). This implies that, even if they stay longer, they 
have very little contact with tourism businesses, e.g., they had practically no 
impact on hotels or any other type of commercial accommodation, with 97% of 
them being hosted by friends or relatives. 

 Being a weakness of Armenia’s tourism sector as it is, it can also be considered 
an important opportunity in relation to product development: if these (very 
numerous) tourists were offered the right experiences, at reasonable prices, they 
would certainly increase their impact on Armenia’s economy. 
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7 

Yerevan: gateway to Armenia 

 Numbers say that 82% of the total tourists received in 2013 (95% of the Leisure 
tourists) visited the Capital City. Also 62% of the Leisure tourists’ overnights 
happened in Yerevan. 

 This offers, in fact, a very powerful marketing opportunity to Armenia as a tourism 
destination, since the target audience is, to a very large extent, present and willing 
to listen to messages on Armenia’s tourism benefits: regions and local businesses 
could easily and efficiently deliver their messages to international tourists, mostly 
traveling without package tours and likely to be very open to ideas and 
suggestions to fill their stays with memorable moments and experiences. 

  

8 

Need to leverage on the extremely high satisfaction rates declared by tourists  

 Practically all international tourists in 2013 left the country with an intention of 
repeating the visit (98%) and to recommend Armenia to their peers (96%). 

 Additionally, the average evaluation of key tourism touch-points was excellent, 
except for two topics: ‘Local roads’ and ‘Value for money’. 

 This is an excellent marketing opportunity: satisfied customers are (more) easily 
turned into brand ambassadors for delivering the message on the benefits of 
Armenia as a tourism destination. 

  

Continuing the survey, essential for Armenia’s future tourism development 

Without proper market research (like this Survey), Armenia will not be able to understand the needs and 
requirements of its visitors, how satisfying is their visit and, above all, it will not be possible to evaluate 
and monitor the efficiency of marketing actions undertaken. Several improvements are suggested: 

 New questions should be added, introducing very relevant topics like the competitive set, the travel 
group composition, the booking process (advance, who leads it, channels, info sources, etc.), 
education and/ or income levels, splitting the 35-63 age group, etc. 

 Improve the detail for the itemized expenditure question, now showing 32% of the money spent 
goes to the ‘Other expenditure’ category. 

 Conduct an ad hoc survey to the Diaspora collective. 
 Aim for yearly surveying, to remain updated on the consumer’s needs, monitor efficiency and also 

to justify the relevance of tourism to Armenia’s economy (via the Tourism Satellite Account) 

 
It must be noted that, among other objectives, market research is carried out in order to be able to 
perform a more accurate destination marketing. Thus, all the above insights and analyses point four 
key marketing implications to be addressed, that deserve to be mentioned here (and are further 
analyzed in the report below): 
 

Adapt the positioning to  
each source market 

Develop product (experiences) for  
different target groups 

The needs that Armenia can solve for tourists from 
each source market and the degree of notoriety are 
very different, so a different positioning is required in 
each market. 

Although the resources are deemed attractive by 
tourists, there is a lack of tourism product (ideally, 
experiences for discovering or enjoying Armenia’s 
nature and/ or culture) to be offered to the tourists. 

Leverage excellent satisfaction rates Benefit from Yerevan as a key touch point 

Given the reliability of peer recommendation, the aim 
must be converting former visitors into brand 
ambassadors, capable of talking their peers into 
Armenia. 

It should be rather easy, cheap and effective to 
communicate the right messages to the desired 
target audience in a reduced physical area in 
Yerevan’s City Center. 



ARMENIAN INTERNATIONAL VISITOR SURVEY 2013 
REPORT OF RESULTS 

8 
 

2. Background and methodology 
 
2.1. Background 
 
The purpose of this visitor survey is to renew the conclusions drawn from previous efforts (last one 
in 2006-07), and to identify the profiles, travel behaviors, satisfaction levels and expenditure patterns 
of foreign tourists visiting Armenia and the profiles, travel behaviors and expenditure of Armenian 
residents travelling abroad. In this report, where insightful, 2013 results will be confronted with 2006-
07 for better understanding of the trends and changes over this period.  
 
The conclusions here identified provide a significant understanding of Armenia’s tourism demand, 
with meaningful insights for the industry and the public institutions for future planning, product 
development, policy making and promotional projects to be undertaken. Additionally, the data here 
analyzed should, in the future, assist in the development of a tourism satellite accounting system, a 
model designed to measure the economic impact of tourism on host countries. 
 
The survey design and implementation was undertaken through a collaborative effort between the 
Armenian Ministry of Economy, the National Competitiveness Foundation of Armenia, the Armenian 
National Statistical Service (NSS), and GIZ (German Agency for International Cooperation) Private 
Sector Development in South Caucasus Program. 
 
 

2.2. Survey methodology 
 
The survey of departing foreign tourists and arriving Armenian tourists commenced on January 9, 
2013 and was completed by December 25, 2013. The methodology and the questionnaire were 
reviewed and improved by GIZ international experts prior to the start of the survey.  
 
Interviews were conducted with departing and arriving tourists at four land border points 
(Bagratashen, Meghri, Ayrum, Bavra), as well as at the Gyumri Airport and Yerevan Zvartnots 
International airport, pursuing the goal of conducting survey in all the week days included in each 
month and, thus, ensuring survey sample of 1.5%. Translations of the departure questionnaires were 
provided in English, French, German, Russian, Persian, Spanish and Chinese.  
 
Non-residents visiting Armenia were interviewed upon departure, and Armenian residents travelling 
abroad were prompted when returning from their trips. Questionnaires have been collected, 
checked, coded and tabulated by the National Statistical Service, and so have further statistical fine-
tunings (calibration, error adjustment and averaging). 
 
The survey questionnaires used are attached as annexes to this report. The survey and methodology 
was targeted at ‘tourists’ as defined by the UN World Tourism Organization, although in this instance, 
due to purely statistical objectives (for “travel” article of Balance of Payments), data collected also 
included those travelling to Armenia for ‘Employment’. 
 

Inbound survey (upon Departures) 

Total sample size:                                              
23.658 

Of which: 

 Non-resident tourists (valid):                    10.448 
(44.2%) 

Outbound survey (upon Arrivals) 

Total sample size:                                              
22.100 

Of which: 

 Armenian resident tourists (valid):                9.628 
     (43.3%) 
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2.3. Definitions  
 
Tourist is considered any person, who travels to another location and stays in places outside his/her 
usual environment for at least one night, but not for more than one consecutive year for leisure, 
medical treatment, visiting relatives, business, religious, or other purposes. That is to say, his/her 
main purpose is travelling and not being engaged in employment activity, in case of which the 
payments for the trip would have been made at the expense of financial resources earned from the 
employment activity in the destination.  
 
Traveler – tourists and arriving/departing passengers having the purpose of employment.  
 
Visitors – this concept refers to the key component of the overall tourism statistics system, which, 
in its turn, is divided into two categories – “tourists” (visitors staying overnight) and “same-day 
visitors” (visitors not staying overnight in collective or private accommodation in the host country). 
The report does not refer to same day visitors at all. 
 
“RA Resident” – According to the System of National Accounts and the IMF methodology for 
compiling balance of payment (BPM-6), the RA resident is considered any physical person 
(household), whose main permanent place of residence or the main center of vital interests is the 
Republic of Armenia. Center of vital interests is considered the location, where person’s family or 
economic interests are concentrated.  
 
In view of purpose, tourism is categorized as follows:  

 Business (installation of equipment, signing agreements, participation in conferences, 
congresses, exhibitions, fairs, lectures, sports events and concerts, official business trips, 
except for cases, where visit is connected with permanent or temporary employment in the 
host country);  

 Medical treatment (visiting health resorts, resort houses and other health facilities to recover 
health) 

 Education (participation in learning, training or special vocational courses) 

 Leisure or recreation (leisure, sightseeing, shopping, etc.); 

 Participation in sports and cultural events (participation in sports events, concerts, 
theatrical performances and other events); also related to as “Events” in charts and tables 
along the report 

 Visiting relatives (visiting friends and relatives), is used mostly under the acronym VFR in 
the report 

 Pilgrimage (participation in religious and other spiritual events); 

 Other. 
 
Tourism expenditure - includes the fees for services that Armenian companies have provided to 
visitors: overnight stays, meal, transportation, excursions, guiding, consumer services, etc.  
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3. The international tourism demand 
 

3.1. Introduction 
 
With the intention of providing a wider view on the profiles and travel behavior of international visitors 
to Armenia, the analysis of the survey results is divided into several collectives, as follows: 

 Firstly, a general perspective of the international tourism demand to Armenia is provided. 
 Secondly, an in depth analysis is carried out on the Leisure tourist,  
 Then, the so-called Diaspora tourists (with an Armenian ancestry) are analyzed in depth  

 
After all these collectives have been examined and thoroughly analyzed, the main marketing 
implications will be highlighted, in order to provide with clear guidelines on the ‘to do list’ for marketing 
authorities in Armenia. After these have been explained, an analysis of the Armenian residents 
traveling abroad is included in the report. 
 
According to Armenia’s NSS and the UNWTO statistical database on Armenia, the tourism inflows 
are on a non-stop growing trend for the last decade, recording an outstanding average annual growth 
rate (CAGR) of 11,4% from 2008 to 2013 in the volume of incoming tourists.  
 
Table 1. Main tourism indicators for Armenia. 2008-2013 

 
 2008 2009 2010 2011 2012 2013 (est.) 

Incoming tourists 558.000 575.281 683.979 757.935  843.177  957.240 

Outgoing tourists n.a. 509.643 613.770 714.953  806.905   906.154  

Domestic tourists n.a. 435.674 456.432 489.419 514.771 669.540 

Export of tourism 
services (USD 
million) 

n.a.       366,4        445,5         473,3         473,9  470,0 

Import of tourism 
services (USD 
million) 

n.a.       306,7        352,5         415,0         416,8  420,0 

 
Source: NSS and UNWTO World Tourism Barometer, 2011 Statistical annex edition. 

 
 

3.2. The overall international tourism demand to Armenia  
 
3.2.1. Visitor profile (Total arrivals) 
 
As much as two thirds of the total arrivals in 2013 were by citizens with an Armenian ancestry. This 
huge share of the arrivals is directly affecting all the results in the survey, that need to be carefully 
analyzed and drilled down for better insight spotting.  
 
The constantly soaring international tourism demand is strongly determined by the evolution of the 
so called “Diaspora” visitors, which account for nearly 66% of the arrivals in 2013 (and “only” 62% in 
2007). The top source markets are heavily influenced by this collective, especially the Ex-USSR 
markets: 76% of the Russian tourists, 84% of the Georgians or 50% of the tourists coming from 
Ukraine have an Armenian ancestry. Also, 64% of the USA tourists do. Among Iranians (16%) and 
EU source markets the impact of Diaspora tourists is somewhat lower: 16% of the Germans, 38% 
of the French or 14% of the Italians declared having an Armenian ancestry. Section 3.4 of this report 
explains the basic travel behavior patterns of this voluminous collective.   
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Chart 1. Total arrivals to Armenia with or without Armenian ancestry. Comparison 07-2013 

  
Source: 2013 and 2007 Armenian international tourism survey  
 
As for international source markets currently serving the Armenian tourism sector, expectedly it can 
be said that Armenia is mainly attractive for countries with large Diaspora presence. Thus, Russia, 
Georgia, Iran and Ukraine stand as the top four source markets. If Germany is added, 84% of the 
2013 international tourism demand is coming from five source markets, a very high concentration.  
 
Table 2. Total arrivals per source market and share of Armenian ancestry. Comparison 07-20131  

 2007 
% of Total 

2013 
% of Total 

Russia 34,9% 46,3% 

Georgia 28,1% 26,8% 

Iran 7,8% 6,7% 

Ukraine n.a. 2,5% 

Germany 2,9% 1,8% 

United States 4,5% 1,6% 

Poland n.a. 1,0% 

UAE n.a. 0,9% 

Belarus n.a. 0,9% 

France 3,5% 0,8% 

Italy 0,9% 0,7% 

Czech Republic n.a. 0,6% 

Turkey n.a. 0,6% 

United Kingdom 1,9% 0,6% 

Belgium n.a. 0,6% 

Austria n.a. 0,5% 

Netherlands n.a. 0,5% 

Kazakhstan n.a. 0,5% 

Spain n.a. 0,5% 

Canada 0,7% 0,4% 
 

The comparison with the 2007 data shows 
that Armenia continues to have a highly 
concentrated demand in terms of source 
markets. The increased dependence on 
the Russian market must be remarked, 
since it stepped up from 35% (2007) to  
46% (2013). 
 
This is surely explaining –at least partially- 
the significant decrease in the share of EU 
markets, like Germany (from 2.9% in 2007 
to 1.8% in 2013), France (from 3.5% to 
0,8%) or the UK (from 1.9% to 0.6%); the 
same evolution is observed for the USA, 
source of 4.5% of the arrivals in 2007 and 
only 1.6% in 2013. 

Source: 2013 and 2007 Armenian international tourism survey 
 
  

                                                 
1 Immigration stats (yearly and monthly Passport Control data) are the only true source for assessing the real size (and 
evolution) of each source market, allowing also a better interpretation of the 2013 survey results. These % only reflect the 
weight of each answer in the sample interviewed. Unfortunately, Immigration stats were not available by the time of 
compiling this report. 

With 
Armenian 
ancestry
62,2%

No 
Armenian 
ancestry
37,8%

2007

With 
Armenian 
ancestry
65,9%

No 
Armenian 
ancestry
34,1%

2013
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If attention is drawn to the demographics of the international arrivals to Armenia in 2013, the main 
remark is the significant majority of males (58%), both in total terms and for the main source markets: 
with special relevance amongst Iranian tourists, Russia, Ukraine and all EU source markets share 
this peculiar gender composition. The 2007 survey showed a very similar gender structure with up 
to a 59% of males among the interviewees. 
 
Chart 2. Arrivals per gender and country of residence in 2013 (%) 

  
Source: 2013 Armenian international tourism survey 

 
The age group composition of the international tourism demand to Armenia in 2013 shows several 
very relevant conclusions: firstly, the largest age group is the one between 35 and 63 years old 
(stemming from a questionnaire where this group is not further drilled-down into categories like ’35 
to 50’ and ’51 to 63’), with nearly 60% of the arrivals; the third agers are very limited, (only 4.6%), 
and practically no kids visit Armenia (0.5% of the demand is under 17). 

 
Table 3. Age & gender by purpose of visit in 2013 (%) 

 
 

TOTAL 
Busi- 
ness 

Employ-
ment 

Edu-
cation 

Health 
treat. 

Leisure Events VFR 
Pilgrim-

age 
Other 

Males 57,5% 81,1% 93,7% 48,3% 22,2% 63,3% 69,4% 53,4% 53,3% 58,2% 

Females 42,5% 18,9% 6,3% 51,7% 77,8% 36,7% 30,6% 46,6% 46,7% 41,8% 
           

Up to 17 0,5% 0,2% 0,0% 2,6% 0,4% 0,7% 1,3% 0,5% 0,0% 0,6% 

18-35 34,6% 35,7% 17,0% 83,5% 30,5% 44,6% 56,9% 31,2% 33,3% 32,2% 

36-63 60,2% 62,9% 81,0% 13,5% 60,8% 47,9% 40,6% 63,3% 63,3% 65,5% 

Above 64 4,6% 1,3% 1,9% 0,4% 8,3% 6,8% 1,3% 5,0% 3,3% 1,7% 

 
Source: 2013 Armenian international tourism survey 

 
Per trip purpose, the following remarks can be made regarding age and gender composition:  

 Practically only men come for business to Armenia, while women represent the sheer 
majority when it comes to health treatments. 

 Third age leisure tourists (and those traveling to Armenia for health treatments) are more 
frequent than the average 

 Leisure tourists are also significantly above the total average in the ‘18-35’ group and 
significantly below the average in the ‘36-63’ group 

 Those visiting Armenia for events are clearly younger than the average 
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The comparison with 2007 data is difficult for the age group composition, since the groups were 
different2. However, one important insight can be drawn: youngsters (between 18 and 35) have 
increased from 28% to almost 35% between 2007 and 2013. 
 
3.2.2. Travel behavior (Total arrivals) 
 
If trip purpose is taken into consideration, there is a clear correlation with the Diaspora share of the 
demand and the declared trip purpose of the interviewees: ‘Visiting Friends and Relatives’ (VFR) 
accounts for more than half of the arrivals (51%, up from the 45% accounted in 2007). Data per trip 
purpose is also showing that 14% of the arrivals are visiting Armenia for Holiday and Leisure 
purposes (versus less than 12% in 2007). A thorough analysis of Leisure tourists is carried out in 
section 3.3 of this document. 
 
Table 4. Total arrivals per trip purpose. Comparison 2007-2013 

 
 2007 2013 

Visiting friends and relatives 44,8% 51,2% 

Holiday and leisure 11,6% 14,4% 

Business 22,4% 12,2% 

Medical, health treatment 3,6% 8,5% 

Employment 4,8% 3,9% 

Education 1,8% 2,1% 

Participation in cultural or sports events 1,5% 1,5% 

Pilgrimage n.a. 0,3% 

Other purposes 9,4% 6,0% 

 
Source: 2013 and 2007 Armenian international tourism survey  
 
It tourists are split by source market (country of residence) and trip purpose, several conclusions can 
be drawn from the 2013 data and from comparing with 2007 results: 
 

 Russians, Armenia’s top source market, visit mainly for VFR (almost 68% of them do so). 
Between 2007 and 2013 Russian tourists have maintained rather steadily their share of 
tourists per trip purpose in Armenia. The share of Russians traveling to VFR has slightly 
increased (from 64% to 68%), but the share of leisure tourists almost doubled, from 4% to 
7%, showing a very positive trend over this period, although at very low figures. 

 Nearly half (47%) of the tourists visiting Armenia from Georgia come to VFR (very similar to 
the 2007 result). They also visit Armenia for Health treatments in a significant share (28%), 
by far the largest in this category among the top 15 source markets, with a remarkable growth 
from 7% back in 2007. 

 Iranian residents visit Armenia mostly (60%) for leisure purposes (Adventure related, as 
detailed below in the report). However, seven years ago, only 7% of the Iranians visiting 
Armenia came for holiday and recreation: Iranians have discovered Armenia as a holiday 
destination between 2007 and 2013. They have reduced their business trips (from 31% in 
2007 to 12% in 2013) and their –always low- share of VFR visits (16% to 14%) 

 EU markets, namely Germany, France, Italy and the United Kingdom share a common 
structure of trip motivations and evolution over the period analyzed. For all four ‘Leisure’ is 
the primary purpose for visiting Armenia (around 50% of the arrivals), shifting from a 
‘Business trip’ destination into a holiday destination, a very interesting change for Armenia. 

                                                 
2 Age group categories in 2007 questionnaire were as follows: “17 or younger”; “18-35”; “36-55”; “56 and over” 
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 USA residents visit Armenia mainly for VFR (49%). In this source market, data shows that 
the share of tourists visiting for leisure has decreased from to 2007 (24%) to 2013 (19%), 
while the share of VFR has remarkably increased (from 33% to 49%). 

 
Table 5. Arrivals per trip purpose and country of residence. Comparison 2007-2013 (Horizontal %) 
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TOTAL 22,4 12,2 4,8 3,9 1,8 2,1 3,6 8,5 11,6 14,4 1,5 1,5 44,8 51,2 n.a. 0,3 9,4 6,0 

Russia 14,3 8,6 1,5 1,1 0,3 0,9 3,7 2,1 3,8 7,4 1,2 1,2 63,8 67,8 n.a 0,3 11,3 10,7 

Georgia 19,6 9,5 1,0 6,6 2,9 4,2 7,2 27,5 7,7 2,6 0,6 0,8 48,4 47,1 n.a 0,3 12,7 1,5 

Iran 31,0 12,3 37,6 11,1 4,4 1,8 1,0 - 6,8 60,0 0,7 0,1 15,9 14,3 n.a 0,1 2,7 0,1 

Ukraine n.a 26,3 n.a 7,6 n.a 2,2 n.a - n.a 9,4 n.a 2,9 n.a 49,3 n.a 0,4 n.a. 2,2 

Germany 35,6 29,1 4,1 1,6 2,3 1,1 - - 31,1 48,1 2,7 2,6 20,3 15,3 n.a - 3,6 2,1 

USA 29,1 22,0 3,2 1,1 - 1,7 - 1,7 24,2 19,8 2,9 1,1 33,1 48,6 n.a - 6,9 4,0 

Poland n.a 14,0 n.a 3,0 n.a 2,0 n.a - n.a 49,0 n.a 3,0 n.a 26,0 n.a 1,0 n.a. 2,0 

UAE n.a 29,5 n.a - n.a 4,2 n.a - n.a 23,2 n.a - n.a 41,1 n.a - n.a. 2,1 

Belarus n.a 27,4 n.a 1,1 n.a 3,2 n.a - n.a 18,9 n.a 6,3 n.a 40,0 n.a - n.a. 3,2 

France 22,6 12,0 3,0 - - 4,8 0,7 - 35,9 44,6 1,9 4,8 32,6 30,1 n.a 1,2 3,0 2,4 

Italy 32,3 21,8 12,3 - - - - - 30,8 59,0 7,7 5,1 9,2 11,5 n.a - 7,7 2,6 

Czech Rep. n.a 13,4 n.a - n.a - n.a - n.a 52,2 n.a - n.a 32,8 n.a 1,5 n.a. - 

Turkey n.a 35,3 n.a 47,1 n.a - n.a - n.a 7,4 n.a - n.a 10,3 n.a - n.a. - 

UK 54,5 49,2 6,2 - 0,7 1,5 - - 22,1 32,3 2,8 1,5 13,1 10,8 n.a - 0,7 4,6 

Belgium n.a 34,4 n.a - n.a 3,3 n.a 1,6 n.a 9,8 n.a 3,3 n.a 42,6 n.a - n.a. 4,9 
 

n.a = Data not available 
- = Zero 
Source: 2013 Armenian international tourism survey 

 
The tourists visiting Armenia during 2013 used mainly relatives’ or friends’ apartments (69%) as a 
means for accommodation. Hotels are only chosen by nearly 20% of the tourists, with other types 
of accommodation practically not used in Armenia. If compared to 2007 data, the use of hotels 
shrunk from 30% to 20%, while the number of tourists staying at friends’ or relatives’ places 
augmented from 57% to 69%.  
 
Chart 3. Arrivals per type of accommodation used. Comparison 2007-2013 (%) 

 
Source: 2013 and 2007 Armenian international tourism survey   
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The following table depicts the share of tourists per trip purpose using each type of accommodation. 
Expectedly, VFR tourists declare a massive use of family accommodation (97%), while 71% and 
60% of ‘Leisure’ and ‘Business’ tourists are currently using hotels, respectively. All other 
combinations of accommodation and trip purposes are practically negligible. 
 
Table 6. Arrivals and overnights per trip purpose (main 3 purposes) and type of accommodation (%) 

 
 TOTAL VFR Leisure Business 

 Arrivals Nights Arrivals Nights Arrivals Nights Arrivals Nights 

Hotel 20,5% 7,5% 3,3% 1,0% 71,7% 41,2% 59,6% 44,8% 

Rental apartment 2,8% 6,3% 1,1% 2,1% 5,1% 7,8% 4,4% 13,0% 

Hostel/ B&B 1,1% 0,8% 0,1% 0,0% 4,3% 2,7% 1,5% 0,8% 

Relative's or friend's 
apartment 

68,6% 82,4% 97,0% 95,3% 20,2% 44,6% 23,1% 33,6% 

Spas 0,5% 0,3% 0,4% 0,2% 1,4% 1,3% 0,2% 0,0% 

Other 6,5% 2,6% 1,3% 1,3% 3,5% 2,3% 14,5% 7,8% 

 
Source: 2013 Armenian international tourism survey 

 
In terms of overnights, the situation is even more concentrated, with as much as 82% of the 
overnights in relatives’ of friends’ apartments and less than 8% in hotels. Per trip purpose, the 
overnight analysis shows the following conclusions: 

 VFR tourists concentrate their overnights in family accommodation (95%) 
 Leisure tourists use mainly hotels (71%), but the overnights go mainly to the second 

accommodation type used, the relatives’ and friends’ houses or apartments. This reflects the 
share of Diaspora visitors that come for leisure purposes, which are not currently spending 
their money on commercial 
accommodation, but staying long 
periods (explaining the concentration of 
overnights in this type of 
accommodation). 

 Business tourists go mainly to hotels, 
where they spend nearly half (45%) their 
overnights. There is also one third (34%) 
of the overnights of business tourists 
done at private accommodation, 
reflecting the share of Diaspora visitors 
that come to Armenia for business 
purposes. 

 If an extra analysis is performed to find 
where the hotel business’ stems from, it 
becomes evident that leisure tourists 
represent nearly half the overnights 
(47%). The largest demand group 
(those in Armenia for VFR) only 
represent 9% of the hotel overnights in 
2013. 

 
  

Chart 4. 
Overnights in hotels per trip purpose in 2013 (%) 

 
 
Source: 2013 Armenian international tourism survey 

Leisure
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If the length of stay is considered, data shows an overall average of 17.4 days in Armenia, with 
significant differences per trip purpose, type of accommodation or country of origin:  

 It is surprisingly the tourists staying at rented apartments the ones with the longest average 
stay in Armenia, almost 40 days. Those staying at relatives’ stay half the time (20 days), and 
the average length in hotels is 6 days 

 VFR tourists stay for an average of 22 days in Armenia, compared to the 10 days of the 
Leisure tourists (an already quite high average if compared to other destinations: Spain’s 
international tourists average 8.93). Business tourists stay for over a week when visiting 
Armenia (8 days according to the survey) 

 Per source market, Russians stay for nearly one month (26 days in average), and so do the 
Americans visiting (25 days). Between two and three weeks stay the tourists from Ukraine, 
UAE, Belarus and France. The Germans and the Polish average a week and a half stays. 

 
Table 7. Average length of stay per type of accommodation, trip purpose and source market (days) 

 
Type of 

accommodation 
Average 
length 

Trip  
purpose 

Average 
length 

Source Market 
(top 104) 

Average 
length 

TOTAL 17,4 TOTAL 17,4 TOTAL 17,4 

Hotel 6,2 Business 8,0 Russia 26,3 

Rented apartment 38,8 Employment 22,8 Georgia 4,7 

Hostel/ B&B 12,4 Education 43,9 Iran 7,3 

Relatives’/ friend's 20,4 Health treatment 7,4 Ukraine 18,9 

Spas 10,4 Leisure 9,9 Germany 9,9 

Other types 6,9 Events 11,9 USA 25,2 

  VFR 22,0 Poland 9,5 

  Pilgrimage 11,9 UAE 13,7 

  Other reasons 20,4 Belarus 13,1 

    France 15,0 

Source: 2013 Armenian international tourism survey 
 
Regarding the regions visited, there is a very high concentration rate in Yerevan: 83% of the tourists 
received visited the Capital City, and 95% of the Leisure tourists. As for the overnights, Yerevan 
concentrates 50% of the total, and 62% of the ones generated by Leisure tourists. 
 
Chart 5. Arrivals per region in 2013 (%) Chart 6. Overnights per region in 2013 (%) 

  
Source: 2013 Armenian international tourism survey 

                                                 
3 Source: Turismoencifras.es; http://www.iet.turismoencifras.es/espanolesyextranjeros/item/91-residentes-y-no-
residentes-estancia-media.html 
4 Only top 10 source markets were considered because of the very limited sample size after 10th position.  
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Thus, it can be observed that Yerevan is a 
very powerful touch point for all marketing 
actions since practically all inflows visit the 
City. Even more, it can be said that practically 
all inflows visit the City Center, allowing for 
very efficient branding and product 
communication in place.  
 
Expectedly, Yerevan shares closely the 
average features (demographics and trip 
behavior) of the overall visitor to Armenia, 
being that nearly all visit the City. However, 
VFR is a little lower in Yerevan than in overall 
terms, and the opposite is observed for the 
share of Leisure tourists, slightly over the total 
average. 

 
It is also worth analyzing the average number of regions visited, according to their trip motivation or 
main purpose. These figures show that, while the total average is 1,8 regions visited in Armenia 
during the visit, Leisure tourists travel around 3,4 and VFR tourists only 1,7. 
 
Table 8. Average number of regions visited in Armenia per trip purpose in 2013 (number of regions) 
and length of stay in each region  

 

TOTAL Business 
Employ-

ment 
Edu-
cation 

Health 
treat. 

Leisure Events VFR Pilgrimage Other 

1,8 1,3 1,1 1,4 1,1 3,4 2,1 1,7 2,1 1,5 

Source: 2013 Armenian international tourism survey 
 
 
The use of package tours continues to be practically residual among international tourists to 
Armenia: only 3% in overall declare visiting the country using a package tour. It was 2% in 2007. 
This is observed also among the leisure tourists: 80% arranged the trip to Armenia on their own. 
 

Chart 7. Arrivals per use of package tours in 2013 (%) Table 9. Arrivals per source market and use 
of package tours in 2013 (%) 

 

 

Source 
Markets 
(top 10) 

Package 
tours 

Own 
arrangement 

TOTAL 2,7 97,3 

Russia 0,6 99,4 

Georgia 0,0 100,0 

Iran 1,5 98,5 

Ukraine 0,4 99,6 

Germany 17,5 82,5 

USA 4,0 96,0 

Poland 19,1 80,9 

UAE 6,3 93,7 

Belarus 1,1 98,9 

France 21,0 79,0 
 

Source: 2013 Armenian international tourism survey 

Main characteristics of tourists visiting Yerevan in 2013 

 Armenian ancestry: Yes (67%) 

 Source markets: Russia (42%); Georgia (27%), Iran 
(7%); Ukraine (3%); Germany (2%) 

 Trip purpose: VFR (48%); Leisure (17%); Business 
(13%); Health treatment (10%) 

 Age group composition: 35 to 63 (59%); 18 to 35 
(36%); Over 64 (5%) 

 Gender split: Males (56%) 

 Average length of stay: 10.8 days (6.9 leisure to.) 

 Use of package tours: No (97%) 
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The extreme dependence on Diaspora visitors is, again, and very likely, explaining this fact: these 
travelers need no package tour to take them “home”. However, in the split of use of package tours 
per source market, it stands that even for tourists from EU source markets (more intensely Leisure 
oriented) have a somewhat limited use of package tours, not beyond the 20%. 
 
The average length of stay of tourists with package tours is 7.7 days (Total average is 17.4). 
 

 
3.2.3. Visitor ratings (Total arrivals) 
 
Interviewees were asked to rate various services and facilities on a scale of 1 to 5, where 5 
represented excellent facilities/services, and 1 represented very poor facilities/services. Armenia 
rated lowest on ‘Local roads’, with an average rating of 3,2, and ‘Value for money’, with an average 
rating of 2,8. Armenia rated highest on the ‘Guiding services’, with an average rating of 4,7 and the 
‘Restaurants’, the ‘Tour operators’ and the ‘Sightseeing attractions’ with an average rating of 4,5. 
 
Chart 8. Average rating of facilities and services (1 min to 5 max). Comparison 2007-2013 

 

 
Source: 2013 and 2007 Armenian international tourism survey 
 
These extremely high levels of satisfaction with the main topics regarding the trip has a two-fold 
impact on both the intention to recommend the destination and the intention to repeat the visit: 

 98% of the interviewees declared they had the intention of repeating the visit to Armenia. 
In the case of tourists without Armenian ancestry this share drops only to a 96%, still really 
high and a huge marketing opportunity. Leisure tourists declared a very high intention to 
repeat, but slightly lower than the average (94%) 

 Related to the above, 96% had the intention of recommending Armenia as a tourism 
destination to their peers, another excellent opportunity for “word of mouth” generation. 
Among the non-Diaspora, 97% declared they would recommend the trip to Armenia. 

 
The comparison with 2007 data shows absolute stability and no significant changes across all 
categories and variables analyzed in this section.  
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Table 10. Intention to repeat in Armenia and to recommend Armenia as a tourism destination, per 
Armenian ancestry, trip purpose and source market in 2013  

 
Intention to repeat in 

Armenia 
Intention to recommend 

the visit to Armenia 

TOTAL 98,0% 96,1% 

With an Armenian ancestry 98,6% 95,7% 

Without an Armenian ancestry 96,4% 97,1% 
   

Business  98,6% 95,7% 

Education 99,1% 98,7% 

Health treatments 99,9% 99,5% 

Leisure and holidays 93,8% 98,0% 

VFR 98,6% 95,7% 

Participation in events 100,0% 97,5% 

Pilgrimage 100,0% 100,0% 
   

Russia 98,0% 93,8% 

Georgia 99,6% 98,3% 

Iran 98,6% 98,9% 

Ukraine 97,8% 95,6% 

Germany 95,2% 98,9% 

USA 96,6% 96,6% 

Poland 97,0% 100,0% 

UAE 98,9% 95,6% 

Belarus 98,9% 100,0% 

France 91,5% 98,8% 

Source: 2013 Armenian international tourism survey 
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3.2.4. Tourism expenditure (Total arrivals)5 
 
International tourists in Armenia average a total expenditure of 728 USD per person in 2013. With 
the above mentioned 17.4 day’s average length of stay, this gives a 42 USD average daily 
expenditure while in Armenia. 
 
Table 11. Main expenditure-related figures of international tourists in Armenia (in USD) 

 

TOTAL EXPENDITURE 
per person 

 
AVERAGE LENGTH 

OF STAY (days) 
 

AVERAGE DAILY  
EXPENDITURE 

727,7  17,4  41,9 

 
Source: 2013 Armenian international tourism survey 

 
This is a very low figure, strongly conditioned by the massive presence of the VFR type of traveler 
that, as described below, practically only uses relatives’ or friends’ accommodation facilities, at no 
cost. If the average expenditures per trip motivation are analyzed, some conclusions can be drawn: 

 As could be expected, the international tourists visiting Armenia for VFR (the largest demand 
group in 2013) spend, in daily average, even less than the overall average (34 USD vs. 42 
USD).  

 The second largest type of arrivals to Armenia are the Leisure tourists, who spend 94 USD 
each day, more than double the overall average expenditure, and the highest average of all 
types of tourists received in Armenia in 2013. Leisure tourists traveling with a package tour 
declared more than double the expenditure of those with no package tour: 172 USD vs. 80 
USD. This is not the standard in other destinations, where “packaged” tourists usually spend 
less than those traveling on their own.  

 International tourists visiting Armenia for Business also have a rather high average daily 
expenditure of 86 USD 

 As for the rest of trip motivations, international tourists traveling to participate in events spend 
56 USD on a daily basis average, compared to the 16 USD and the 35 USD of those traveling 
for education or medical treatment purposes, lower than the overall average. 

 
 
  

                                                 
5 The following approach is used for calculation of the expenditures presented in this report (the amounts of money spent 

by non-residents in the economic area of Armenia): 
Price for tour package (Question 12 on the annexed questionnaire) is decreased by 20%, taking into consideration the 

interest of commission sale of tour operators in those countries, from where the tourists arrive. If the package incorporates 
also the costs of international transport and, if these services have been provided by foreign transport companies, the price 
for the package is also reduced on average by 30% and divided by the number of persons in the travel group of the 
interviewee. If the package does not incorporate the costs of international transport and they have used the services of 
Armenian transport companies, then appropriate transport costs are added and the amount is divided on the corresponding 
number of persons (Question 12.1).   
Expenditure of travelers on own travel arrangements are calculated as follows: International transport costs are 

subtracted from the total of costs, if visitor would use the services of foreign transport company, and the sum is divided on 
the number of persons (Question 15.8). 
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Table 12. Average tourism expenditure by travel arrangement and trip purpose (in USD and days) in 
2013 

 

Business 
Employ-

ment 

Educa-
tion 

 

Medical 
treat-
ment 

 

Leisure 
and 

recreation 

Participation 
in sports, 
cultural 
events 

Visiting 
relatives 

and friends 
Pilgrimage Other 

TOTAL 
Average 

Total 

Average total expend.  702,3 364,3 592,6 256,3 986,7 771,8 757,4 664,3 1129,4 727,7 

Average length of stay 8,2 15,0 36,1 7,3 10,5 13,8 22,1 19,6 21,2 17,4 

Average daily expend  85,5 24,3 16,4 35,0 93,7 55,8 34,2 33,9 53,4 41,9 

Traveling with a tour package  

Average total expend.  n.a. n.a. n.a. n.a. 1331,4 n.a. n.a. n.a. n.a. 1331,4 

Average length of stay n.a. n.a. n.a. n.a. 7,7 n.a. n.a. n.a. n.a. 7,7 

Average daily expend  n.a. n.a. n.a. n.a. 172,2 n.a. n.a. n.a. n.a. 172,2 

Traveling on own arrangements  

Average total expend.  702,3 364,3 592,6 256,3 907,9 771,8 757,4 664,3 1129,4 712,6 

Average length of stay 8,2 15,0 36,1 7,3 11,2 13,8 22,1 19,6 21,2 17,7 

Average daily expend  85,5 24,3 16,4 35,0 80,8 55,8 34,2 33,9 53,4 40,3 

Source: 2013 Armenian international tourism survey 
 
The top 10 source markets for Armenia have, of course, different expenditure levels and use of 
package tours: 

 It is the USA the origin of the highest spending tourists received in Armenia in 2013, with an 
average expenditure of 2231 USD, more than three times the overall average and, by far, 
the source market with the highest numbers. As observed with the total figures and averages, 
Americans visiting Armenia with a tour package spend up to 2960 USD in their trip, compared 
to the 2197 USD spent by those traveling on own arrangements.  

 Tourists from Russia spend 1093 USD; also, given their long stays in Armenia (27 days), 
have a low daily expenditure average (41 USD). When they come to Armenia without tour 
packages (99% of them), they spend also 41 USD per day. 

 The most profitable tourists –in terms of their country of residence and average daily 
expenditure level- are the Polish, with 109 USD per day in average, closely followed by the 
tourists coming from Germany and the UAE, with 107 USD per day. When tourists from these 
source markets come to Armenia via tour packages, the expenditure levels are much high, 
rising up to 260 USD in the case of Iran, 237 USD for the French or 213 USD for the Polish. 

 Other source markets with remarkable spending capacity are France (91 USD/ day) and Iran 
(84 USD/ day).  

 The lowest expenditure levels are registered for tourists from Georgia, which are only 
spending 25 USD per day on average and 118 USD in total (all trip expenses) 
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Table 13. Average tourism expenditure by travel arrangement and top 10 source markets (in USD and 
days) in 2013 
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Total 

Average total expend.  1093,4 118,3 545,2 815,6 1169,5 2231,4 1133,0 1382,7 718,4 1494,0 727,7 

Average length of stay 26,9 4,8 6,5 19,8 11,0 26,3 10,4 13,0 14,0 16,4 17,4 

Average daily expend  40,7 24,7 83,8 41,2 106,6 84,7 108,9 106,6 51,4 91,2 41,9 

Traveling with a tour package  

Average total expend.  855,3 n.a 1321,3 1250,0 1263,7 2960,0 1258,3 690,0 1000,0 1755,2 1331,4 

Average length of stay 10,3  n.a 5,1 9,0 8,1 10,3 5,9 7,8 11,0 7,4 7,7 

Average daily expend  83,3  n.a 259,5 138,9 155,5 287,8 213,7 88,1 90,9 236,8 172,2 

Traveling on own arrangements  

Average total expend.  1095,4 118,3 530,4 814,4 1145,5 2197,4 1108,9 1449,3 713,3 1416,1 712,6 

Average length of stay 27,0 4,8 6,5 19,9 11,6 27,0 11,5 13,3 14,0 19,1 17,7 

Average daily expend  40,6 24,7 81,2 41,0 98,6 81,3 96,5 108,7 50,9 74,0 40,3 

Source: 2013 Armenian international tourism survey 
 

The 2013 allows for further detailed analysis regarding the group of tourists that visited Armenia 
without a package tour. For these, the bulk of the expenditure goes to International transportation, 
which accounts for 31% of the total expenditure. However, tourism related expenditure items are not 
that relevant in the overall structure of Armenia’s tourists’ budgets: only 10% goes to 
‘Accommodation’ and 1.5% goes to ‘Visits and sightseeing’, while items such as ‘Food & beverages’ 
mean 13% of the total expenditure, and ‘Souvenirs and purchases’ reach up to 9%. The share that 
currently goes to ‘Other expenses’ (31.8% in 2013) must be dealt with in future editions of this survey, 
to ensure that it is further explained and drilled down. 
 
Table 14. Itemized total average expenditure of tourists traveling on own arrangements from Armenia’s 
top 10 source markets (in %) 

 
TOTAL 

exp. 
International 

transport 
Accommo-

dation 
Food & 

Beverage 
Visits & 
tickets 

Transport 
in Armenia 

Souvenirs & 
purchases 

Other 
expenses 

TOTAL 727,7 30,5 10,4 13,2 1,5 3,6 9,0 31,8 

Russia 1095,4 25,5 8,8 14,7 1,3 2,8 9,5 37,5 

Georgia 118,3 17,5 4,6 12,9 1,8 6,1 13,9 43,1 

Iran 530,4 58,8 11,3 12,2 1,3 3,9 5,7 6,7 

Ukraine 814,4 30,0 10,7 18,3 1,3 3,0 9,2 27,4 

Germany 1145,5 37,6 23,3 11,1 1,9 2,4 7,9 15,8 

USA 2197,4 39,6 9,5 10,8 3,1 2,1 8,7 26,2 

Poland 1108,9 35,2 10,2 10,6 1,6 1,4 5,7 35,2 

UAE 1449,3 44,7 7,1 8,8 0,9 1,5 8,2 28,7 

Belarus 713,3 38,9 12,7 8,4 2,2 2,0 14,4 21,3 

France 1416,1 41,8 18,5 9,3 2,6 3,0 6,7 18,2 

Source: 2013 Armenian international tourism survey 
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Per source market, there are some significant differences with the overall shares: tourists from 
Germany and France spend 23% and 18% of their budget in ‘Accommodation’ (10% in total 
average). It is surprising to find out that International transportation is the largest expenditure item 
for tourists from Iran (59%). Air tickets from Iran to Armenia are somewhat costly6, but only a minority 
of tourists from Iran are arriving by air: they mainly arrive by roads.  
 
Compared to the expenditure data obtained after the 2007 edition of the survey, there are no 
significant differences in overall terms. Thus, the total average expenditure of tourists has only grown 
from 705 to 728 USD and, with a slowly decreasing average length of stay (from 19.6 to 17.4 days 
in 2013), the average daily expenditure has only increased from 36 USD in 2007 to the current 42 
USD.  
 
Table 15. Main expenditure-related figures of international tourists in Armenia. Comparison 2007- 2013 
(in USD) 

 
 TOTAL EXPENDITURE 

per person 
 

AVERAGE LENGTH 
OF STAY (days) 

 
AVERAGE DAILY  
EXPENDITURE 

2013 727,7  17,4  41,9 

2007 705,4  19,6  36,0 

 
Source: 2013 and 2007 Armenian international tourism survey 

 
In the comparison per trip motivation, several interesting changes can be pointed: 

 The total expenditure of tourists coming to Armenia for VFR have significantly increased, 
from 582 to 788 USD (+35.4% growth) 

 Also on the rise is the total expenditure of Business travelers in Armenia, which nearly 
doubled during the period under analysis, soaring from 645 to 1287 USD.  

 On the contrary, Leisure tourists’ expenditure has dropped by 23.7%, from nearly 1300 to 
990 USD.  

 
Chart 9. Average total expenditure per trip motivation. Comparison 2007-2013 (in USD) 

 
Source: 2013 and 2007 Armenian international tourism survey 
 
  

                                                 
6 Airfare for Teheran – Yerevan return tickets starts at 590 USD, according to Kayak.com (early May, 2014); results show 

there is no direct flights available, which is obviously increasing the fare. 
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In the analysis of the evolution of total average expenditure per source market, also positive and 
negative trends can be pointed: 

 The average expenditure of tourists from Russia (number one source market for Armenia) 
has increased significantly, from 715 to 1095 USD (+53.1%).  

 The average expenditure of tourists from Georgia and Iran did not change substantially, but 
the expenditure of comparable EU markets, Germany and France, both decreased by 16.8% 
and 12.5% respectively. 

 On the positive side are the USA tourists, whose average total expenditure soared from 1567 
to 2197 USD, a 40.2% increase. 

 
Chart 10. Average total expenditure per source market. Comparison 2007-2013 (in USD) 

 

Source: 2013 and 2007 Armenian international tourism survey 
 
In terms of the compared (2007-2013) shares of itemized average expenditure for tourists visiting 
Armenia without package tours, no significant differences can be pointed, other than the slight 
descents in the shares devoted to ‘International transport’ (from 36% to 31%) and to 
‘Accommodation’ (from 15% to 10%). 
 
Chart 11. Itemized total average expenditure of tourists traveling on own arrangements. Comparison 
2007-2013 (in %) 

 

Source: 2013 and 2007 Armenian international tourism survey 
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3.3. The leisure tourists in Armenia 
 
As has been mentioned, around 14% of the international tourism demand to Armenia visited the 
country in 2013 for ‘Leisure and recreation’ purposes, which includes shopping, sightseeing, etc. 
This collective is to be addressed at as the core international tourism demand for Armenia. This 
is a key strategic decision taken upon the following insights, later to be in detail explained: 
 

 Leisure tourists have the greatest daily expenditure (93 USD). 
 The expenditure per trip of Leisure tourists is 47% higher than VFR (987 Vs. 757 USD). 
 Leisure tourists represent half of the hotels’ business (47% of the overnights are paid by 

them). 
 Leisure tourists visit more regions around the country (3.4 in average, compared to 1.2 total 

average) than any other type of tourist. 
 Lastly, Leisure travelers are reactive to marketing activities, while those traveling for VFR are 

not (or to a much lesser extent, thus, much more costly). 
 
All these arguments point in the direction signaled also by the Marketing and Branding Strategy of 
Armenia (2013), where Leisure tourists were pointed as the top priority target group for marketing 
in the next years. In the following pages a thorough analysis of the Leisure traveler to Armenia is 
portrayed, with in detail analysis of several groups of variables. 
 

 
3.3.1. Leisure tourist visitor profile 
 
Tourists with an Armenian ancestry are not prone to visit Armenia with leisure purposes, according 
to the survey’s results, that point clearly towards VFR as the main motivation for this collective: only 
3.8% of the interviewees with an Armenian ancestry visited Armenia with a predominant leisure 
motivation. 
 
Leisure tourists shows a similar pattern of concentration in terms of source markets as the total 
international tourism demand to Armenia, but not as acute: the top source markets are Iran (28%) 
and Russia (24%), concentrating already half of Armenia’s international holiday tourism demand. 
Far below in terms of share appear Germany (6% of the arrivals) and Poland (5%). 
 
Chart 12. Leisure arrivals per source market (Top 10) in 2013 (%)  
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Source: 2013 Armenian international tourism survey  

                                                 
7 Out of this 7.4% of Russians traveling to Armenia for leisure, there is a 56% that have no Armenian Ancestry (Non 

Diaspora). However, the reduced sample size at this point (3 level cross-tabulation: Country of residence x trip purpose x 
Armenian ancestry) makes unadvisable the same analysis on the rest of source markets. 
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Former USSR source markets are much less Leisure oriented when visiting Armenia than tourists 
form Iran (60% of their visits are leisure based) or other European markets such as Italy (59% of the 
visits are for leisure purposes), Poland (49%), Germany (48%) or France (45%). Only 20% of tourists 
from the USA visit Armenia for Leisure. 
 
In terms of the demographic description of the Leisure tourist to Armenia, the male share of leisure 
tourists is even higher than in the overall average (63% leisure, 57% in total), which is mainly 
explained, according to survey data, by the large volume of Iranians visiting Armenia for Leisure 
(mainly for Adventure purposes, as explained below). The 2007 edition of the survey showed only 
56% of the Leisure tourists were men. 
 
Chart 13. Leisure tourists per gender and source market (in %) 

  
Source: 2013 Armenian international tourism survey 
 
Per age group, Leisure tourists show a very similar structure if compared to the total figures, with 
the 35-63 age group as the largest one. Among the leisure tourism collective there is a larger share 
of third agers than in the total (almost 7% in leisure, less than 5% in total). Also noticeable is the 
greater share of youngsters between 18 and 35 in the leisure group, if compared with the total (45% 
for leisure tourists versus 35% in total). If compared to 2007 data, young Leisure tourists are 
increasing more than the total young tourists. 
 
Table 16. Leisure and Total arrivals per source market (Top 5) and age group in 2013 

 Up to 17 18-35 36-63 Above 64 

 Leisure TOTAL Leisure TOTAL Leisure TOTAL Leisure TOTAL 

TOTAL 0,7% 0,5% 44,6% 34,6% 47,9% 60,2% 6,8% 4,6% 

Iran 0,2% 0,1% 42,9% 37,3% 55,2% 58,4% 1,6% 4,2% 

Russia 2,5% 0,7% 59,9% 35,8% 36,5% 61,7% 1,1% 1,8% 

Germany - 0,3% 52,7% 28,8% 45,9% 61,8% 1,4% 9,1% 

Georgia - - 17,6% 30,7% 53,8% 54,5% 28,6% 14,8% 

Poland - - 44,9% 44,0% 44,9% 51,0% 10,2% 5,0% 

Italy - - 28,3% 37,2% 60,9% 56,4% 10,9% 6,4% 

France - 1,2% 29,7% 33,7% 43,2% 51,8% 27,0% 13,3% 

Czech Rep. - - 40,0% 50,7% 57,1% 46,3% 2,9% 3,0% 

USA - 0,6% 40,0% 37,9% 48,6% 57,6% 11,4% 4,0% 

Ukraine - 0,4% 84,6% 35,3% 15,4% 61,5% - 2,9% 

Source: 2013 Armenian international tourism survey 
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In the analysis per source market and age group there are relevant differences to be pointed: 

 Russians visiting Armenia for leisure purposes are significantly younger in average than the 
total average, with 60% of them in the ‘18 to 35’ age group, when in total terms this group 
represents only 36% of the Russian tourists received in 2013. 

 Iranians visiting Armenia for Leisure and Recreation present a very similar age-group 
structure to the total average, with middle-agers as the largest group (55% of the arrivals 
from Iran). 

 Third age is significant as an age group for tourists coming from Georgia (29%), France 
(27%), USA, Italy and Poland (around 10% in each case). 

 Germans visiting Armenia for Leisure are considerably young, with 53% of them falling in the 
‘18 to 35’ category 

 
 
3.3.2. Leisure tourist tourism behavior and ratings 
 
The questionnaire of the 2013 inbound tourism survey allows deepening in the motivations of 
Leisure travelers, including a specific question addressed only at this collective. According to the 
answers in this question, Leisure tourists are mainly motivated by ‘Nature’ and ‘Adventure’ with 
‘Culture’ third in their priorities. The survey also shows that ‘Armenian heritage’ is pulling very little 
international leisure tourism demand to Armenia.  
 

Chart 14. Main reason for choosing Armenia as 
a leisure destination in 2013 (%) 

Chart 15. Correlation index matrix of reasons for 
choosing Armenia as a leisure destination 

 
 

 
 

Source: 2013 Armenian international tourism survey 
 
The chart above goes to prove that ‘Nature’ and ‘Culture’ are frequently related when prompted 
about the reasons for choosing Armenia as a leisure destination. Additionally, it shows that whilst 
nature and culture tourists blend, adventure seekers are only looking for that –adventurous 
experiences and destinations- when they visit Armenia.  
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The motivation of Leisure tourists differ 
significantly from source market to source 
market: 
 Iranians, 51% of which come to Armenia for 

Leisure, do clearly (74%) prefer adventure 
trips when visiting Armenia  

 Leisure tourists traveling from Russia are 
only slightly inclined towards nature (29%) 

 Those coming from Germany (45% of which 
are leisure motivated) are clearly combining 
nature and culture as reasons to choose 
Armenia for Leisure tourists (around 60% 
each category), very much like tourists from 
other EU source markets such as France, 
Italy or Poland.  

 
 
As for the type of accommodation used by Leisure tourists while in Armenia, hotels stand as the 
main one, with more than two thirds (68%). Relatives’ or friends’ apartments are also used (19% of 
the interviewees), mainly –typically- by those with an Armenian ancestry. 
 
Chart 16. Leisure ant Total tourists per type of accommodation used in 2013 (%) 

 
Source: 2013 Armenian international tourism survey  

 
 
With regards to the length of stay of Leisure tourists, survey data points that they stay for around a 
week and a half (9.9 days), with different use of accommodation types for their overnights, as 
depicted in the following chart: at their most used type of accommodation, hotels, they spend around 
6 days, probably combining with hostels/ Bed & breakfast outside Yerevan, where hotel 
infrastructure is much more scattered. 
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Table 17. Main Leisure motivations in the top 
source markets in 2013 (%) 

 Nature Culture Adventure 

TOTAL 34,1% 30.2% 30,6% 

Iran 12,8% 3,0% 73,5% 

Russia 28,8% 16,6% 19,6% 

Germany 58,2% 59,3% 8,8% 

Georgia 23,0% 8,1% 14,9% 

Poland 61,2% 55,1% 16,3% 

Italy 56,5% 71,7% 4,3% 

France 51,4% 59,5% 8,1% 

Czech Rep. 48,6% 45,7% 17,1% 

USA 34,3% 54,3% 14,3% 

Ukraine 52,4% 61,9% - 

Source: 2013 Armenian international tourism survey 
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Chart 17. Leisure and Total tourists length of stay per type of accommodation in 2013 (in %) 

 
Source: 2013 Armenian international tourism survey 
 

Leisure tourists visit, in average, 3.4 regions in Armenia while visiting, as has been said. This 
implies a lesser concentration of the arrivals and overnights along the regions:  

 95% of the leisure tourists received in 2013 declared having visited Yerevan, with the nearby 
Marzes as secondary recipients of international leisure tourism arrivals, mainly around Lake 
Sevan (Gegharkunik region). 

 As for overnights of leisure travelers, they seem to be less concentrated around Yerevan, 
where “only” 62% took place in 2013, meaning that 38% of these overnights were registered 
along the country, mainly in Shirak (second destination in terms of overnights, with 26%), 
Lori (16%) and Kotayk (13%). 

 
Chart 18. Leisure arrivals per region in 2013 (%) Chart 19. Leisure overnights per region in 2013 (%) 

  

Source: 2013 Armenian international tourism survey 
 
 

 
With regards to the use of package tours, it has already been mentioned that even among Leisure 
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2007 survey results). Of course, this overall assessment differs per source market, but in general 
terms, this is showing that Armenia has not yet been able to penetrate the tour-operators’ sales 
channel, not even in source markets like the Europeans where the customer has been using this 
booking channel for decades, and from where –approximately- 50-60% of the leisure tourists in 2013 
were not using a package tour. While only 0.6% of the tourists coming from Russia declare visiting 
Armenia via a package tour, there is 8.4% of the Russian tourists that used this type of booking to 
visit Armenia for Leisure purposes. 
 
Table 18. Leisure and Total tourists’ use of package tours per source market (top 10) in 2013 (in %) 
 

 Leisure   Total  

 

With  
Package tour 

On own 
arrangements 

With 
 Package tour 

On own 
arrangements 

TOTAL 19,3% 80,7% 2,7% 97,3% 

Iran 2,6% 97,4% 1,5% 98,5% 

Russia 8,4% 91,6% 0,6% 99,4% 

Germany 38,3% 61,7% 17,5% 82,5% 

Georgia - 100,0% - 100,0% 

Poland 41,9% 58,1% 19,1% 80,9% 

Italy 51,2% 48,8% 29,3% 70,7% 

France 48,6% 51,4% 21,0% 79,0% 

Czech Rep. 34,4% 65,6% 17,2% 82,8% 

USA 20,0% 80,0% 4,0% 96,0% 

Ukraine 3,8% 96,2% 0,4% 99,6% 

Source: 2013 Armenian international tourism survey 
 
 

With regards to the satisfaction level of the Leisure tourists, there are no significant differences 
between the evaluation of the services and facilities under study of the leisure tourists and the ones 
for the total inflow of tourists explained above (see Section 3.2.3). If any, it can be remarked that 
Leisure tourists are less affected by the ‘value for money’ issue, showing a 3.5 rating of the category 
(versus the 3.2 of the overall figure), which might be hinting an opportunity for greater turnover for 
Armenian business. 
 
Chart 20. Leisure tourists’ average rating of facilities and services (1 min to 5 max). Comparison 2007-
2013 

 

 
Source: 2013 Armenian international tourism survey 
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As observed for the total inflows, the extremely high levels of satisfaction among the Leisure tourists 
has a remarkable impact on both the intention to recommend the destination and the intention to 
repeat the visit: 

 93.8% of the Leisure tourists declared they had the intention of repeating the visit to 
Armenia. This figure is even higher among the adventure lovers (mostly Iranians, as pointed 
before): 97% of them intend to be returning to Armenia, while nature and culture motivated 
Leisure tourists show a somewhat lower (around 89%), although still very high. 

 Additionally, 98% had the intention of recommending Armenia as a tourism destination to 
their peers (expectedly, recommending Armenia as a leisure tourism destination). 

 
 
3.3.3. Tourism expenditure (Leisure tourists) 
 
Leisure tourists visiting their families in Armenia average a total expenditure of 987 USD per person 
in 2013. With the above mentioned 10 days average length of stay, this gives a 94 USD average 
daily expenditure while in Armenia, the highest of all types of tourists visiting Armenia in 2013. 
 
Table 19. Main expenditure-related figures of Leisure tourists (in USD) 

 

TOTAL EXPENDITURE 
per person 

 
AVERAGE LENGTH 

OF STAY (days) 
 

AVERAGE DAILY  
EXPENDITURE 

986,7  10,5  93,7 

 
Source: 2013 Armenian international tourism survey 

 
Leisure tourists have the particularity of visiting 
Armenia with package tours, although very rarely 
(only 19% of them in 2013). As for the spending 
capacity of tourists with and without package tours, 
data shows that those with package tours have an 
average daily expenditure of 172 USD (almost 
doubling the Leisure average), while the ones 
traveling on own arrangements spend around 81 
USD each day in Armenia. This is a specific feature 
of international tourism in Armenia: usually tourists 
choose package tours to avoid extra-costs (among 
other reasons), which results in lower daily 
expenditures if compared to those traveling on own 
arrangements. 
 
For that majority of Leisure tourists without package 
tours, the 2013 survey depicts the itemized 
expenditure, where International transportation 
represents 37% of the total average expenditure per 
tourist, followed by accommodation, with 26% of that 
expenditure. Food and beverage account for almost 
12% of the expenditure of this collective, but visits and sightseeing means only 3%, a very low share. 
There is also some 4% devoted to internal transportation costs and around 7% to purchases of 
goods and services 

Chart 21. Itemized expenditures of Leisure 
tourists traveling on own arrangements (in %) 

 
Source: 2013 Armenian international tourism survey 
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3.4. The Diaspora8 tourists in Armenia 
 

This is the largest tourism collective 
identified by the 2013 survey: two in every 
three international arrivals in 2013 had an 
Armenian ancestry.  
 
This, as has been mentioned, impacts every 
aspect of the results, from trip motivation to 
use of package tours, from accommodation 
to visitor ratings of services and facilities. 
Therefore, it deserves a detached section in 
the report that fully describes the profile and 
behavior of these tourists that arrive in such 
numbers to Armenia every year. 
 

3.4.1. Visitor profile (Diaspora tourists) 
 
Tourists with an Armenian ancestry come mainly to Armenia from Russia and Georgia, which 
concentrate 88% of the Diaspora arrivals. In comparison with the 2007 results, the concentration on 
these two source markets has grown (it was 77% seven years ago).  
 
Table 20. Arrivals per source market and share of Armenian ancestry. Comparison 07-2013 

 2007 2013 

% of arrivals with 
Armenian 
ancestry 

% with Armenian 
ancestry per 

country 

% of arrivals with 
Armenian ancestry 

% with Armenian 
ancestry per 

country 

TOTAL 62,2% - 65,9% - 
Russia 46,1% 82,3% 53,5% 76,2% 
Georgia 31,0% 68,6% 34,1% 83,7% 
Ukraine n.a. n.a. 1,9% 50,4% 
Iran 3,7% 29,9% 1,7% 16,4% 
United States 3,9% 53,6% 1,6% 64,2% 
UAE n.a. n.a. 0,6% 44,2% 
Belarus n.a. n.a. 0,5% 38,3% 
Germany 1,2% 26,6% 0,4% 16,0% 
Poland n.a. n.a. 0,4% 26,0% 
France 3,0% 53,3% 0,4% 37,5% 
Belgium n.a. n.a. 0,4% 50,8% 
Netherlands n.a. n.a. 0,3% 38,8% 
Kazakhstan n.a. n.a. 0,3% 37,5% 
Spain n.a. n.a. 0,3% 37,5% 
Canada 0,8% 69,1% 0,3% 57,5% 
Italy 0,2% 15,4% 0,2% 14,1% 
Czech Republic n.a. n.a. 0,2% 21,2% 
Turkey n.a. n.a. 0,2% 21,2% 
United Kingdom 0,8% 24,8% 0,1% 15,4% 
Austria n.a. n.a. 0,1% 18,4% 

Source: 2013 and 2007 Armenian international tourism survey 

                                                 
8 International tourists with an Armenian ancestry are referred to as “Diaspora” as well throughout the report. 

Chart 22. Armenian ancestry presence in total 
arrivals 

 

Source: 2013 Armenian international tourism survey 
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Some other interesting conclusions can be drawn from the results on the presence of Armenian 
ancestry in each source market’s tourists: 

 The presence of Diaspora tourists in the overall international tourism demand to Armenia has 
slightly increased from 2007 (62%) to 2013 (66%). Expectedly, the top source markets for 
this collective are Ex-USSR countries.  

 While the presence of Armenian ancestry amongst Russia’s residents visiting Armenia has 
decreased (from 82% to 76%), the numbers are still very high: only less than one in every 
four tourists from Russia are not Diaspora. 

 The second largest source market for Diaspora tourists is Georgia, with a heavy share (84%) 
of tourists with an Armenian ancestry, even more so than in 2007 (69%). 

 From Iran, third source market overall for Armenia, few Diaspora tourists arrive: only 16% of 
the arrivals from this country have an Armenian ancestry 

 The USA is home to a large volume of Armenians, so 64% of the arrivals from that market 
declare having Armenian ancestry, even more than in 2007, when the share was 54% 

 The presence of Diaspora tourists among EU visitors is both lower than for the Ex-USSR and 
also smaller if compared to the shares of 2007. Tourists with an Armenian ancestry from 
Germany decreased from 27% to 16%, from France they went from 53% to 38%, etc. 

 
 
As for their demographics, Diaspora tourists show a much more balanced share per gender than 
the overall average or the leisure tourists. Thus, only 53% of them were men, with no strong 
differences per source market. 
 
Chart 23. Tourists with an Armenian ancestry per gender and source market in 2013 

   
Source: 2013 Armenian international tourism survey 
 
In terms of age, Diaspora tourists totally share the overall structure, as could only be logic, being 
that they represent two thirds of the overall inflow under analysis. Thus, the largest age group is the 
one from 36 to 63 (with 62% of the arrivals with an Armenian ancestry), followed by the arrivals by 
the 18 to 35 group (32%). Per source market, Diaspora tourists coming from Russia are more 
concentrated than the average (65% vs 58%) in the main age group, 35 to 63. Diaspora tourists from 
Iran and Georgia are very much on the third age group (18% and 10% respectively), at least much 
more than in overall terms; at the same time, Diaspora tourists from Poland are definitely not on the 
third age group (0%), if compared to their overall share in this category (13%, almost triple the total 
average of the interviewees). 
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Table 21. Diaspora and Total arrivals per source market and age group in 2013 (in %) 

 Up to 17 18-35 36-63 Above 64 

 Diaspora TOTAL Diaspora TOTAL Diaspora TOTAL Diaspora TOTAL 

TOTAL 0,6% 0,5% 32,3% 34,6% 62,2% 60,2% 0,6% 4,6% 
Russia 0,8% 0,1% 32,7% 37,3% 64,7% 58,4% 1,9% 4,2% 
Georgia 0,4% 0,7% 30,1% 35,8% 59,4% 61,7% 10,1% 1,8% 
Ukraine - - 28,1% 30,7% 68,9% 54,5% 3,0% 14,8% 
Iran - 0,3% 27,0% 28,8% 54,8% 61,8% 18,3% 9,1% 
United States 0,9% - 40,5% 37,2% 58,6% 56,4% - 6,4% 
UAE - - 57,1% 50,7% 42,9% 46,3% - 3,0% 
Belarus - 0,6% 44,4% 37,9% 52,8% 57,6% 2,8% 4,0% 
Germany - - 46,7% 44,0% 50,0% 51,0% 3,3% 5,0% 
Poland - 1,2% 34,6% 33,7% 65,4% 51,8% - 13,3% 
France 3,3% 0,4% 30,0% 35,3% 56,7% 61,5% 10,0% 2,9% 

Source: 2013 Armenian international tourism survey 

 
 
3.4.2. Tourist behavior and visitor ratings (Diaspora tourists) 
 
Tourists with an Armenian ancestry mostly return to Armenia to visit family and friends (VFR): 67% 
of them arrived with this main motivation in 2013. All other motivations were almost negligible if 
compared to VFR, except for the Medical Treatments, reason to visit Armenia for 12% of the arrived 
interviewees with an Armenian ancestry. 
 
Table 22. Diaspora and Total arrivals per source market and trip purpose in 2013 (in %) 

 Business 
Employ
-ment 

Edu-
cation 

Health  
treat. 

Leisure  Events VFR 
Pilgrim-

age 
Others 

TOTAL 5,3% 1,0% 2,0% 11,9% 3,8% 0,6% 67,1% 0,3% 7,9% 
Russia 3,9% 0,8% 0,8% 2,4% 3,9% 0,6% 75,1% 0,2% 12,2% 
Georgia 6,8% 1,4% 4,5% 31,0% 2,1% 0,2% 52,2% 0,4% 1,4% 
Ukraine 6,7% - 0,7% - 5,2% 1,5% 80,7% 0,7% 4,4% 
Iran 0,9% - 0,9% - 15,7% 0,0% 81,7% 0,9% - 
United States 7,2% - 2,7% 2,7% 5,4% 1,8% 74,8% - 5,4% 
UAE 14,3% - - - - - 81,0% - 4,8% 
Belarus 11,1% 2,8% - - 5,6% 5,6% 66,7% - 8,3% 
Germany 3,3% - 0,0% - 10,0% - 73,3% - 13,3% 
Poland 7,7% - - - 3,8% 3,8% 80,8% - 3,8% 
France 6,7% - - - 6,7% 6,7% 73,3% 3,3% 3,3% 

Source: 2013 Armenian international tourism survey 

 
Per source market and trip purpose, few noticeable differences can be pointed. Among the top 10 
source markets for Diaspora tourists there are 5 where the share of VFR as a main trip motivator 
exceeds the 75% share. Only the ones coming from Georgia score around 52% in this purpose for 
visiting Armenia. Even among EU source markets this is the main motivator for Diaspora tourists. 
Those coming from Georgia also visit Armenia for health treatment purposes to a large extent (31%, 
while only 12% of the overall Diaspora arrivals declared this as the main motivator). It must also be 
noted that almost 16% of the tourists with an Armenian ancestry arriving from Iran declared visiting 
for leisure purposes (total average in leisure for Diaspora is 4%). 
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For those Diaspora tourists traveling to Armenia for leisure purposes, nature stands as the main 
reason behind that decision (27%), followed by culture (14%) and adventure (10%)9.   
 
Other features of the tourists received in Armenia that had an Armenian ancestry are: 
 

 As for the types of accommodation used in 2013 by the Diaspora tourists while in Armenia, 
practically all of them stay at Relatives’ or friends’ (93%), with all other types almost 
disregarded by this collective.  

 
Chart 24. Diaspora and Total tourists per type of accommodation used in 2013 (%) 

 
Source: 2013 Armenian international tourism survey  

 
 Data for overnight stays shows the same structure, with 93% of them done at relatives’ or 

friends’ apartments. 
 With regards to the length of stay of Diaspora tourists, they declared an average of 20 days. 
 Expectedly, Diaspora tourists essentially do not use package tours to return to their home 

land (99.9% declared traveling on own arrangements). 
 Diaspora tourists declare to be very satisfied with most of the items analyzed in the survey, 

very much like the total average, with the exceptions of ‘Value for money’ and ‘Local roads’. 
 
Chart 25. Diaspora tourists’ average rating of facilities and services (1 min to 5 max). Comparison 2007-
2013 

 

 
Source: 2013 Armenian international tourism survey 
 

                                                 
9 Further analyses in this sense (per source market) are disavowed due to the much reduced sample size available at 
that level of cross tabulation (Armenian ancestry x trip purpose x country of residence x reason within leisure). 
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Chart 26. Diaspora and total arrivals per region in 2013 (%) 

 

 
 In terms of the regions visited while 

in Armenia by the Diaspora tourists, 
the concentration in Yerevan is 
smaller than for the overall average 
or for the leisure tourists. However, 
Yerevan is still the most visited 
destination in the country (77%), with 
a significant difference in share to the 
next most visited regions: Shirak 
(17%), Armavir (12%), Gegharkunik 
(11%) and Kotayk (10%). 

 

 
Source: 2013 Armenian international tourism survey 

 
 As for the intention of recommending Armenia as a tourism destination, 96% of the 

Diaspora tourists declared they were open to it. Strongly related and in full coherence with 
the whole nature of Diaspora tourists, 99% of them intend to repeat the trip to Armenia. 

 
 
3.4.3. Tourism expenditure (Diaspora tourists) 
 
Diaspora tourists visiting their families in Armenia average a total expenditure of 669 USD per person 
in 2013. With the above mentioned 20 days’ length of stay, this gives a 33 USD average daily 
expenditure while in Armenia. 
 
Table 23. Main expenditure-related figures of Diaspora tourists (in USD) 

 

TOTAL EXPENDITURE 
per person 

 
AVERAGE LENGTH 

OF STAY (days) 
 

AVERAGE DAILY  
EXPENDITURE 

669,3  20,0  33,4 

 
Source: 2013 Armenian international tourism survey 

 
The 2013 survey allows for greater in detail analysis of the tourism expenditure of Diaspora visitors. 
Thus, the itemized expenditure is provided for tourists on own arrangements (99.9% of the Diaspora 
tourists). These data show that International transportation represents the largest share in the overall 
tourism expenditure of this collective (28%), with the exception of the “Other expenses (for services 
and purchases)”, which accounts for 35% of the expenditure of the Diaspora tourists, too high a 
share that deserves improved methodology in future editions of the International Tourism Survey. 
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Chart 27. Share of itemized expenditures made by 
Diaspora tourists traveling on own arrangements (in 
USD) 

 

 
Diaspora tourists only spend 7% of their total 
expenditure in Armenia in accommodation, but 
devote double that share (14%) to going out to 
restaurants and bars. The purchase of 
Souvenirs and similar merchandising accounts 
for 10%. 
 
Most impactful, only 1.5% of their overall 
tourism expenditure goes to visits and 
sightseeing. This leaves large room for 
improvement in the tourism sector, since 
currently Diaspora tourists are not visiting 
around the country. May they be offered the 
right experiences, at the right price and timing, 
this share would significantly increase, and so 
would the impact of this large collective (approx. 
60% of the arrivals to the country) in Armenia’s 
tourism sector economy. 
 
If Diaspora tourists’ expenditure is analyzed per 
source market, those visiting from Russia 
(main source market for this collective) have a 
greater total average expenditure than the 
overall average; but the longer stays bring the 
daily average very close to the total average. 
Georgians are to be noted due to their very low 
expenditure capacity (some 6 times smaller 
than the overall). Diaspora tourists from EU 
source markets, USA, the UAE and Iran very 
much exceed the overall averages, reaching up 
to 123 USD in the case of UAE (4 times the 
overall average). 
 

Source: 2013 Armenian international tourism survey 

Table 24. Total expenditure of Diaspora tourists per 
source market (in USD) 

 
Total 

expenditure 

Average 
length of 

stay 

Average daily 
expenditure 

TOTAL 669,3 20,0 33,4 
Russia 1.036,9 29,3 35,4 
Georgia 110,6 4,9 22,7 
Ukraine 950,4 26,5 35,8 
Iran 550,4 6,6 83,4 
USA 2.411,6 33,7 71,5 
UAE 1.499,2 12,2 123,0 
Belarus 1.022,0 21,2 48,1 
Germany 1.352,1 18,8 72,1 
Poland 1.385,2 20,4 67,8 
France 1.524,6 30,3 50,4 

 

Source: 2013 Armenian international tourism survey  
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4. The marketing implications 
 
Above all contributions of the 2013 Edition of the International Tourism Survey, this survey should 
provide objectively founded conclusions for a more efficient marketing that should, eventually, 
contribute to increase revenues for Armenian companies and citizens.  
 
In order to increase these revenues to Armenia from international tourism demand, the path is trying 
to increase the Total expenditure per tourist received. The total expenditure per person is 
calculated as the multiplication of the number of days by the average daily expenditure: 
 

 
 
 
However, data for 2013 evinces that the average length of stay is already at 17 days (10 days for 
leisure tourists, around 20 for Diaspora arrivals), which is very high if compared to similar 
destinations (5 days in Georgia10; 5.8 in Azerbaijan11). This means it would be really difficult to 
increase that figure12. Therefore, only by increasing the average daily expenditure of tourists 
received in Armenia will the total expenditure of tourists grow in the fore-coming years.  
 
And marketing, a professional and objectively founded marketing, can contribute to that objective. 
There are four major implications and learnings that can be drawn out of the survey for a more 
‘objectively founded’ international tourism marketing for Armenia: 
 

 
 

                                                 
10 Source: Georgian Tourism in figures, 2013 
11 Source: Estimated based on The State Statistical Committee of the Republic of Azerbaijan online tourism data 
(http://www.stat.gov.az/source/tourism/indexen.php) 
12 Additionally, all studies and reports on global tourism trends point that tourists tend to travel for short periods but more 
frequently during the year (see, i.e. the 2012 edition of the ITB World Travel Trends Report) 
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First question to be asked is: which are the top priority source markets? Combining all insights from 
the survey, and also in full coincidence with the Marketing and branding strategy for the Armenian 
tourism, this should be the source market priority: 
 

Priority 
A 

Russia 

 

Priority 
B 

Germany 

Iran 

Ukraine 
 

 
All results reinforce this prioritization. And also the fact that Russia should receive the bulk of the 
marketing efforts. According to the survey, Russia accounted for 46% of the yearly arrivals to 
Armenia and 62% of the total expenditure registered. If only one market could be targeted, it should 
be Russia13. 
 
The needs that Armenia can solve for tourists from each source market and the degree of notoriety 
are very different, so a different positioning (what to sell, to whom, which message should be 
delivered) is required in each market. These are the summarized strategic recommendations. 
 

RUSSIA 

Product 
 Focus on Leisure tourists.  

 For them, increase Nature and Culture based packaged trips 

Targeting 
 Couples under 35 and above 64 

 Aim for complete families (currently not visiting) 

Communication 
Have consumers perceive the offering to be attractive (there is already 
knowledge about Armenia in Russia) 

  

EU Markets (Germany) 

Product 
Increase the number of German tour operators selling Armenia’s nature 
and culture 

Targeting 
 Aim for complete families (currently not visiting) 

 Aim for the discerning traveler (experienced, open to new destinations) 

Communication 
Develop the awareness on Armenia as a tourism destination (currently there 
is practically none among European consumers) 

 

  

                                                 
13 As mentioned in the Marketing and Branding Strategy document, countries must not be the target, but regions or, even 
more precisely, the cities that enjoy better access to Armenia (gateways), e.g. Moscow and not Russia, and so forth. 
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Iran 

Product 
 Focus on Leisure tourists.  

 For them, increase Nature and Culture based trips, packaged and non 

Targeting 
 Aim for complete families (currently not visiting) 

 Aim for couples between 35 and 63 

Communication 
Have consumers perceive the offering to be attractive (there is already some 
knowledge about Armenia) 

 
 

The outbound Russian travel market14 

Market snapshot 

 Around 26 million international trips were registered in 2011 from Russia 

 Russia is a booming outbound market: while in 1995 only 2.6 million Russians went abroad 
on holidays, by 2006 the figure had trebled, to 7.7 million.  

 In 2012, Russia was the fifth top spender in the world for tourism, accounting USD 42.8 
billion, and stepping up from seventh position the previous year. 

 There are 136,000 High Net Worth Individuals in Russia (est.) 

 Half of all online purchases in Russia are made by Muscovites. 

 Moscow and St Petersburg citizens spend an average of USD800 per international trip. 

Market trends 

Trends not in favor of Armenia Trends in favor of Armenia 

 The most frequent trip abroad of 
Russians is to the Black Sea coast 
(Ukraine, Georgia) 

 Traveling has become part of an image 
and a boasting social factor for all social 
and economic levels 

 Population pyramid schemes show that 
population is set to shrink 

 Under 35 cohorts (Armenia’s core target 
group) are the most populated  

 Destinations with cheap air connections 
enjoy the highest growth rates 

 Independent booking traveling has been 
soaring for some years 

 Russians travel (mainly) to see famous 
locations… 

 …but scenic (natural) beauty is also 
paramount for destination choice 

  They mainly look for destinations within 
the 5 hour flying range 

 

Sources: UNWTO, Statistical Annex April 2013; Visit Britain Russian source market analysis; other press releases. 
  

                                                 
14 Taken from the Armenian tourism marketing strategy and action plan, 2013. USAID-EDMC 
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Even if the visitor rates highly the current landscape and sightseeing opportunities, Armenia needs 
to generate tourism product (in addition to other infrastructural requirements for a safer tourism 
development) in order to become a more attractive tourism destination for the Russians and the rest 
of source markets. And what is meant by ‘product’ is  
 

Memorable and bookable experiences for discovering or enjoying  
Armenia’s nature and culture  

(Or a combination of both) 

 
To be sold to whom? Currently, and based on the results from the survey, there are at least five 
target groups that can be described as top priority for different reasons: 
 

1. Families.  
Currently the number of children visiting Armenia (for any purpose) is practically negligible. 
And the family unit is an essential travel group for all destinations, given their expenditure 
level and the increased easiness for communication (more types of consumers to be 
reached, more channels can be opened).  
A number of family oriented experiences should be developed and at the disposal of 
international tourists (bookable online) as soon as possible. Some examples: 

 Horse-back ride along scenic gorges at dawn, with dinner at a local restaurant 
 Balloon tour around Sevan lake 
 Apricot harvesting (during season) 
 Etc. 

 
2. The non-packaged leisure tourists. 

As has been said, currently in Armenia the great majority of leisure tourists visit the country 
traveling on own arrangements. These tourists come to Armenia mainly for discovering the 
nature and culture. But a wider array of memorable activities should be at their disposal for 
a greater satisfaction and, eventually, a more active recommendation to peers. Some 
examples: 

 Learning to make wine the traditional way with local wine-makers 
 Walk the Silk Road in Armenia  
 Yerevan nightlife with locals 
 Etc. 

 
3. The Diaspora tourists. 

This collective has an average length of stay even greater than the total average in Armenia. 
Therefore, they have the time in Armenia, and the money very likely. So the recommendation 
here is to give them something (tourism related) to do, and increase their total tourism 
expenditure. Some ideas: 

 Tour around Armenia’s top tourism attractions (2-3 day tour) 
 Sunrise hike by Khor Virap 
 Sheperd on Tatev gorge 
 Etc. 
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4. The adventure seekers. 
This is already entering into the cross-selling strategy. To those in Armenia for adventure 
purposes, it should be easy to offer nature-related experiences that would make them extend 
their stays in Armenia (now shorter than average) and, thus, increase their total expenditure. 
This collective is very fond of nature, so some examples of extra things they might be 
interested in doing in Armenia could be: 

 Animal conservation initiatives (if any)  
 Star observation from the Byurakan Observatory 
 Etc. 

 
5. The business travelers. 

Business travelers are usually not tackled by tourism marketing, beyond congresses and 
conventions. There is, however, a very juicy opportunity for Armenia in selling this collective 
interesting and memorable visits mainly around Yerevan that could make it worthwhile 
extending their stay and get to know a bit more of Armenia’s nature and/ or culture. Some 
possible cross-selling options could be: 

 Visit UNESCO sites near Yerevan with highly specialized tour guides 
 Enjoy Yerevan nightlife with locals 
 Visit former soviet military facilities (if any) 
 Etc. 

 
 

 
 
The overall satisfaction of current international tourists visiting Armenia is extremely high, and so are 
the declared intentions to repeat the visit and to recommend. And this is observed across all types 
of tourists (overall average, leisure, Diaspora, etc.) and for all source markets. If the reliability of peer 
recommendation is added to that fact, a challenging marketing opportunity is spotted for Armenia, 
as already mentioned in the Armenian Tourism Marketing and Branding Strategy and Action Plan. 
 
The main recommendation here is trying to convert former visitors to Armenia into true brand 
ambassadors, able to convince their peers of the benefits of Armenia as a tourism destination. For 
that, special tools need to be developed in order to make that task easier and more effective: 

 Providing free Wi-Fi at the main tourism attraction sites, so that visitors can freely and safely 
share their experience while they are at it, conveying true feelings and, thus, being more 
impactful, convincing and reliable to their peers in the source markets. 
 

 Disseminating souvenir kits at the departure gates in airports so tourists can bring home 
professional images of the country, portrayed over any kind of –meaningful- merchandising 
materials. Once at home, they can share with peers and, by that means, deliver the message 
of Armenia being an attractive tourism destination for leisure (mainly culture and nature) 
purposes. 
 

 Using blog and press trips intensively, so these –increasingly influential- opinion leaders also 
spread the message of Armenia being an attractive holiday destination in the source markets.  
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Over 80% of the tourists visiting the country (for whatever reason, from any source market) visit the 
Capital city. In terms of marketing, this is a very powerful (and rare among other tourism destinations) 
opportunity for Armenia: it should be rather easy, cheap and effective communicating certain 
messages to our desired target audience in a reduced physical area in the city center. 
 
Two main opportunities for communication are spotted for tourists while in Yerevan: 
 

 Firstly, it is ideal for communicating the brand core messages related to the positioning: the 
unexpectedness of the place, the high value cultural heritage and unspoiled nature, the 
authenticity and the experience orientation of the tourism offer. Brand image (visual identity) 
and tagline should also be communicated intensely in Yerevan’s key tourism spots and 
attractions. 

 Additionally, the regions (or private providers outside Yerevan) should communicate their 
offering in the city center. All the non-packaged tourists would be then informed on possible 
options to discover and/ or enjoy the nature and culture of Armenia’s regions.  
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5. The Armenian residents traveling abroad 
 
The 2013 International visitor survey was also addressed at measuring and identifying travel 
behavior patterns of Armenian residents travelling abroad. The methodology is exactly the same as 
the applied for the incoming visitors, and the sample size, as mentioned above, is 22.100, out of 
which, 9.628 arriving persons were considered valid for this analysis and report, as per UNWTO 
methodology. 
 
 

5.1. Tourist profile of Armenian residents traveling abroad 
 
Armenian residents mostly travel to Georgia, Russia and Iran, which is not unusual given the fact 
that Georgia and Iran have direct border with Armenia and that there are strong Diaspora links with 
and employment opportunities in Russia. 
 
Table 25. Armenian residents traveling abroad per country of destination, gender and age group (in %) 

 

 Total Male Female Up to 17 18 to 35 36 to 63 Above 64 

TOTAL 100,0%  59,5%   40,5%   0,5%   46,6%   50,4%   2,4%  

Russia 48,2%  58,7%   41,3%   0,6%   42,4%   53,2%   3,8%  

Georgia 24,8%  66,7%   33,3%   0,7%   47,5%   50,6%   1,2%  

Iran 4,4%  79,4%   20,6%   -     33,6%   65,4%   0,9%  

Turkey 4,2%  39,4%   60,6%   -     42,4%   57,4%   0,2%  

UAE 3,9%  49,7%   50,3%   0,3%   67,2%   31,7%   0,8%  

Ukraine 1,8%  54,9%   45,1%   1,1%   54,9%   41,1%   2,9%  

Germany 1,4%  46,0%   54,0%   -     54,7%   42,3%   2,9%  

USA 1,2%  48,2%   51,8%   0,9%   42,9%   52,7%   3,6%  

Italy 1,1%  50,0%   50,0%   -     72,1%   27,9%   -    

Austria 0,8%  60,0%   40,0%   -     58,8%   41,3%   -    

 
Source: 2013 Armenian international tourism survey 
 
Trips abroad are very concentrated in terms of destinations: the top 5 receive as much as 86% of 
the trips of the Armenians, with Russia nearly receiving half of all these trips (48%). The UAE (fifth 
in terms of arrivals from Armenia) is the first of the destinations that is not either a neighboring 
country or Russia, and only receives 4% of the trips coming from Armenia. 
 
In terms of the gender split, it must be remarked that nearly 60% of the interviewees were men. 
This share is even greater in the cases of people traveling to Iran (79%) or Georgia (66%). The case 
of Turkey is quite the opposite: women make the greatest share among Armenian residents traveling 
there (61%), and the same could be mentioned about Germany, currently receiving 54% of women 
from Armenia. 
 
As for the age group composition, the bulk (97%) is concentrated in two groups: 36 to 63, with half 
(50%) of the trips abroad, and 18 to 35, with 47%. Kids (under 17) or third agers (above 64 years 
old) are negligible in terms of their presence on the international tourism flows coming from Armenia. 
The only –vague- exceptions to this would be Russia and the USA, which receive still very few third 
agers, but double the average nonetheless (they receive 3.8% and 3.6% versus the 2.4% overall 
average presence of this collective in the Armenian trips abroad). 
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5.2. Tourist behavior of Armenian residents traveling abroad 
 
Armenian residents mostly travel abroad for visiting friends and relatives (36%), but also for leisure 
purposes (19%) and for matters related to business or work (17%). Those who go to Russia were 
mainly traveling to visit friends and relatives (44%), or for employment (30%, not to be considered 
tourists). Georgia, the second largest destination of Armenians traveling abroad, is visited for VFR 
(44%), but also largely for Leisure (20%). Iran is a business destination (33%), but also a leisure one 
(26%). The United Arab Emirates, mostly Dubai, receive 84% of Armenians for leisure purposes. 
 
Table 26. Armenian residents traveling abroad per trip purpose and country of destination (in %) 

 Business 
Employ
-ment 

Edu-
cation 

Health  
treat. 

Leisure  Events VFR 
Pilgrim-

age 
Others 

TOTAL 16,6% 16,5% 1,4% 0,9% 18,7% 1,8% 35,7% 0,3% 8,1% 

Russia 9,0% 30,6% 0,7% 1,6% 8,2% 1,3% 43,5% 0,3% 4,8% 

Georgia 14,6% 0,3% - - 20,0% 1,1% 44,4% 0,3% 19,2% 

Iran 33,2% 21,2% 1,0% 0,2% 25,8% 2,6% 15,5% - 0,5% 

Turkey 62,1% 1,7% - - 14,5% 0,2% 3,7% 0,7% 17,0% 

UAE 11,3% 1,3% 0,3% - 84,1% - 3,0% - - 

Ukraine 18,9% 12,0% 2,9% 0,6% 18,3% 2,9% 40,6% 0,6% 3,4% 

Germany 45,3% 2,2% 13,1% 1,5% 16,8% 7,3% 12,4% - 1,5% 

USA 34,8% 1,8% 13,4% - 17,0% 1,8% 26,8% - 4,5% 

Italy 19,2% - 2,9% - 66,3% 2,9% 6,7% - 1,9% 

Austria 41,3% - 2,5% 1,3% 35,0% 10,0% 8,8%  1,3% 

Source: 2013 Armenian international tourism survey 

 

If the destinations are analyzed per trip 
purpose, these are the conclusions: 

 VFR trips are mainly concentrating in ex-
USSR countries: Russia (59%) and 
Georgia (31%), together with Ukraine 
(2%) account for 92% of these trips. 

 Leisure trips are mostly made to Georgia 
(27%), Russia (21%) and the UAE, with 
18%) of this type of trips made by the 
Armenians. 

 As for Business trips, expectedly, the top 
three destinations are Russia, Georgia 
and Turkey. Together they sum up 64% 
of the business trips made by Armenians 
abroad in 2013. 

Table 27. Main destinations of Armenians 
traveling abroad for the top 3 trip purposes (in %) 

 VFR Leisure Business 

Russia 58,7% 21,2% 26,1% 

Georgia 30,9% 26,7% 21,8% 

Iran 1,9% 6,1% 8,7% 

Turkey 0,4% 3,3% 15,9% 

UAE 0,3% 17,5% 2,6% 

Ukraine 2,1% 1,8% 2,1% 

Germany 0,5% 1,3% 3,9% 

USA 0,9% 1,1% 2,5% 

Italy 0,2% 3,9% 1,3% 

Austria 0,2% 1,6% 2,1% 

Others 3,9% 15,5% 13,0% 
 

Source: 2013 Armenian international tourism survey 

 
If the type of accommodation used by Armenians when traveling abroad is observed, data shows 
that the majority of them stay at Relatives’ or friends’ places (52%), while hotels are only used by 
23% of the Armenians abroad. Of course, this is strongly related to the predominance of the VFR 
type of traveler among Armenian tourists: practically all of them (97%) traveling for VFR use this type 
of accommodation. Around half of the Armenians traveling for Business (49%) or for Leisure (48%) 
are using hotels in their stays abroad, also very relevant (65%) for those who travel to participate in 
any kind of culture- related event. 
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Table 28. Armenian residents traveling abroad per trip purpose and type of accommodation (in %)  

 Hotel 
Rented 

apartment 
Hostels or 

B&B 
Relatives’ or 

friends’ house 
Others 

TOTAL 22,9% 10,5% 5,1% 51,8% 9,8% 

Business 48,8% 3,3% 11,2% 25,5% 11,2% 

Employment 6,8% 35,9% 0,2% 19,7% 37,4% 

Education 21,2% 35,0% 2,2% 19,7% 21,9% 

Health treatments 10,5% 1,2% - 73,3% 15,1% 

Leisure 47,9% 12,5% 7,8% 30,5% 1,2% 

Participation in events 65,1% 4,6% 8,6% 17,1% 4,6% 

VFR 0,8% 1,6% 0,2% 97,1% 0,3% 

Pilgrimage 37,1% 0,0% 2,9% 57,1% 2,9% 

Others 44,2% 1,2% 20,3% 30,5% 3,9% 

Source: 2013 Armenian international tourism survey 

 
Armenians do not use package tours when traveling abroad, not even those declaring Leisure as 
the main trip motivation of their trip. Only approximately one third of the Armenian leisure travelers 
book a package tour. The most frequent destinations for packaged Armenian travelers are the UAE 
and Italy, where the percentages are notably higher than the average (65% and 40% respectively). 
 
Chart 28.  Armenian residents traveling abroad per 
use of package tour and trip purpose (in %) 

Chart 29. Armenian residents traveling 
abroad per country of destination and use 
of package tours (in %) 

 

Source: 2013 Armenian international tourism survey  
 

 
As for the length of stay, the declared average for all Armenians traveling abroad is 44.5 days, with 
strong differences between tourists according to their trip purpose. Those traveling for VFR stay 
abroad one month (33 days in average), while Armenians who travel abroad for Leisure do so for a 
bit more than two weeks (17 days), and for 11 days if they travel for business. Per country of 
destination, those traveling to Russia clearly stand from the rest, with an average length of the trip 
of 73 days, much higher than in Ukraine, where Armenians stay for 44 days in average, or in the 
USA, where they stay for 38 days. In destinations where Leisure is stronger (UAE or Georgia), the 
average length of stay is lower (Georgia, 5.3; UAE, 12.2). 
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Chart 30. Average length of stay per country of destination of Armenian residents traveling abroad 

(days) 

 

Source: 2013 Armenian international tourism survey 
 
 

5.3. Expenditure patterns of Armenian residents traveling abroad 
 
Armenian residents traveling abroad declared tourism spending for 978USD in average (per person). 
With the above mentioned average length of stay of 44 days, this gives daily average spending of 
22 USD. 
 
Table 29. Main expenditure-related figures of Armenian traveling abroad (in USD) 

 

TOTAL EXPENDITURE 
per person 

 
AVERAGE LENGTH OF 

STAY (days) 
 

AVERAGE DAILY  
EXPENDITURE 

978,1  44,5  22,0 

 
Source: 2013 Armenian international tourism survey 

 
This is a very low figure, strongly conditioned by the massive presence of the VFR type of traveler 
that, as described, only uses relatives’ or friends’ accommodation facilities, at no cost. If the average 
expenditures per trip motivation are analyzed, the following conclusions can be drawn: 

 As could be expected, those Armenians traveling to VFR spend, in daily average, even less 
than the overall average (18 USD vs. 22 USD).  

 When Armenians travel abroad for business they spend nearly 102 USD each day, around 
5 times the overall average expenditure.  

 Armenians traveling for leisure need to be split among those using package tours (31% of 
the total Armenian leisure tourists) and the rest: those traveling with a package tour spend 
much more than the ones traveling on their own arrangements (1612 USD Vs. 929 USD). In 
the overall average leisure tourists spend 65 USD each day, the highest spending collective. 

 As for the rest of trip motivations, Armenian traveling to participate in events spend 54 USD 
on a daily basis average, compared to the 36 USD and the 37 USD of those traveling for 
education or medical treatment purposes 
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Table 30. Average expenditure by travel arrangement and trip purpose (in USD and days) of Armenian 
residents traveling abroad in 2013 

 

Business 
Employ-

ment 

Educa-
tion 

 

Medical 
treat-
ment 

 

Leisure 
and 

recreation 

Participation 
in sports, 
cultural 
events 

Visiting 
relatives 

and friends 
Pilgrimage Other 

Average 
total 

Total 

Average total expend.  1057,1 1256,5 1992,6 1868,5 1085,2 834,1 712,4 555,4 519,9 978,1 

Average length of stay 10,3 123,6 54,9 49,9 16,6 15,3 38,8 26,2 9,0 44,5 

Average daily expend  102,4 10,2 36,3 37,4 65,2 54,4 18,4 21,2 58,1 22,0 

Traveling with a tour package  

Average total expend.  n.a. n.a. n.a. n.a. 1611,9 n.a. n.a. n.a. n.a. 1611,9 

Average length of stay n.a. n.a. n.a. n.a. 10,1 n.a. n.a. n.a. n.a. 10,1 

Average daily expend  n.a. n.a. n.a. n.a. 159,7 n.a. n.a. n.a. n.a. 159,7 

Traveling on own arrangements  

Average total expend.  1057,1 1256,5 1992,6 1868,5 827,3 834,1 712,4 555,4 519,9 919,5 

Average length of stay 10,3 123,6 54,9 49,9 19,8 15,3 38,8 26,2 9,0 46,8 

Average daily expend  102,4 10,2 36,3 37,4 41,8 54,4 18,4 21,2 58,1 19,6 

Source: 2013 Armenian international tourism survey 
 
The 2013 survey allows to identify the expenditures incurred by the traveling Armenians prior to their 
departure abroad, particularly, costs for international transport, accommodation, as well as expenses 
for acquisition of some travel items, internal transport, buying souvenirs and other expenses. Thus, 
data shows that, on average, all these expenditures make up 372 USD, the main portion of which 
goes to International transportation (62%). 
 
Chart 31. Itemized expenditures made prior to 
the trip of Armenians traveling abroad on own 
arrangements (in %) 

 

International transportation is of course larger 
for those traveling to overseas destinations, 
namely North or South America, or the Far East, 
reaching almost 80% of the expenditure prior to 
the trip. 
 
Consistently with other data on the survey 
previously mentioned, only 3% of the 
expenditure done before the departure goes to 
accommodation. 
 
Clothes and travel items account for 11% of the 
expenditures made by Armenians prior to their 
trips abroad. This is especially relevant for 
those traveling for Business and for Leisure 
purposes, for whom this share rises up to 20%. 
 
 

Source: 2013 Armenian international tourism survey 
 

International 
transport
61,8%

Accommodation
2,7%

Clothes and 
travel items 

10,9%

Internal 
transport 

1,4%

Other costs 
23,3%
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ANNEX I. 
 
Top 5 source markets data snapshot 
 



TOP 5 
SOURCE MARKET 
DATA SNAPSHOTS

1. Russia

2. Georgia

3. Iran

4. Ukraine

5. Germany

Data from the Armenian international visitor survey 2013

ENTERPRISE 

DEVELOPMENT AND 

MARKET 

COMPETITIVENESS



RUSSIA

Share over total 

arrivals 

(in 2007)

46,3% 
(34,9%)

Armenian ancestry 

(in 2007)

YES; 82,3%
(82,3%)

NO; 17,7%
(17,7%)

42,5%

(40,1%)

57,5%

(59,9%)

0,7%

35,8%

61,7%

1,8%

Up to 17

18-35

36-63

Above 64

Age group composition 

15,2%
3,1% 0,1%

74,4%

0,2%
9,1%11,9%

1,4% 0,3%

83,0%

0,6% 2,7%

Hotel Rental apartment Hostel Relative's or friend's ap. Spas Other

2007 2013

Type of accommodation

B
u

si
n

e
ss

E
m

p
lo

y
m

e
n

t

E
d

u
ca

ti
o

n

H
e

a
lt
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tr
e

a
tm

e
n

ts

L
e

is
u

re

E
ve

n
ts

V
F

R

P
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g
ri

m
a

g
e

O
th

e
r

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013
TOTAL (%) 22,4 12,2 4,8 3,9 1,8 2,1 3,6 8,5 11,6 14,4 1,5 1,5 44,8 51,2 n.a. 0,3 9,4 6,0
Russia (%) 14,3 8,6 1,5 1,1 0,3 0,9 3,7 2,1 3,8 7,4 1,2 1,2 63,8 67,8 n.a. 0,3 11,3 10,7

Trip 

purpose

Use of package tours

NO; 99,4%
(99,9%)

YES; 0,6%
(0,1%)

Regions visited

68,8%

17,5%

14,5%

14,4%

12,4%

11,4%

9,0%

5,4%

5,3%

4,5%

4,1%

3,1%

Yerevan

Shirak

Armavir

Gegharkunik

Kotayk

Lori

Tavush

Aragacotn

Ararat

Syunik

Vayots Tzor

Karabakh

40,5%

18,1%

4,8%

6,4%

5,3%

9,9%

4,7%

2,9%

3,3%

1,5%

1,4%

1,2%

Overnights per region

Intention to repeat 

(in 2007)

98,0% 
(98,7%)

Intention to 

recommend 

(in 2007)

93,8% 
(97,3%)

TOTAL EXPENDITURE (in USD) PER TRIP (in 2007)

AVERAGE DAILY EXPENDITURE (in USD) (in 2007)

Average length of stay 

(in 2007)

26,9 
(31,4)

Itemized expenditure for tourists on own arrangements (in %)

Interna-

tional

Transpt.

Acommo

-dation

Restau-

rants & 

meals

Visits & 

sightsee

ing

Internal 

transpor

tation

Souvenirs 

& 

purchases

Others

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013

33,2 25,5 8,8 8,8 7,9 14,7 1,7 1,3 2,6 2,8 6,1 9,5 39,7 37,5

1093,4

40,6

(715,2)

(22,8)

Gender split

(in 2007)

Data from the Armenian international visitor survey 2013 (and 2007)



GEORGIA

Share over total 

arrivals 

(in 2007)

26,8% 
(28,1%)

Data from the Armenian international visitor survey 2013

Armenian ancestry 

(in 2007)

YES; 87,9%
(68,6%)

NO; 12,1%
(31,4%)

50,1%

(47,6%)

49,9%

(52,4%)

0,3%

28,8%

61,8%

9,1%

Up to 17

18-35

36-63

Above 64

Age group composition 

17,3%
6,1% 0,2%

72,3%

4,5% 8,6%5,3% 2,2% 0,6%

81,2%

0,6%
10,1%

Hotel Rental apartment Hostel Relative's or friend's ap. Spas Other

2007 2013

Type of accommodation

B
u

si
n

e
ss

E
m

p
lo

y
m

e
n

t

E
d

u
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ti
o

n
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e
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ts
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e
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E
ve

n
ts

V
F

R

P
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g
ri

m
a

g
e

O
th

e
r

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013
TOTAL (%) 22,4 12,2 4,8 3,9 1,8 2,1 3,6 8,5 11,6 14,4 1,5 1,5 44,8 51,2 n.a. 0,3 9,4 6,0
Georgia(%) 19,6 9,5 1,0 6,6 2,9 4,2 7,2 27,5 7,7 2,6 0,6 0,8 48,4 47,1 n.a. 0,3 12,7 1,5

Trip 

purpose

Use of package tours

NO; 100%
(100%)

YES; 0%
(0%)

Regions visited

54,7%

8,9%

2,6%

2,3%

1,4%

1,3%

1,2%

1,1%

0,5%

0,4%

0,1%

0,0%

Yerevan

Shirak

Armavir

Lori

Kotayk

Gegharkunik

Tavush

Aragacotn

Ararat

Vayots Tzor

Karabakh

Syunik

73,8%

15,4%

1,9%

3,6%

1,9%

0,3%

0,9%

0,7%

0,6%

0,8%

0,1%

0,0%

Overnights per region

Intention to repeat 

(in 2007)

99,6% 
(96,1%)

Intention to 

recommend 

(in 2007)

98,3% 
(96,4%)

TOTAL EXPENDITURE (in USD) PER TRIP (in 2007)

AVERAGE DAILY EXPENDITURE (in USD) (in 2007)

Average length of stay 

(in 2007)

4,8 
(8,1)

Itemized expenditure for tourists on own arrangements (in %)

Interna-

tional

Transpt.

Acommo

-dation

Restau-

rants & 

meals

Visits & 

sightsee

ing

Internal 

transpor

tation

Souvenirs 

& 

purchases

Others

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013

21,6 17,5 21,0 4,6 14,2 12,9 2,9 1,8 3,9 6,1 9,9 13,9 26,4 43,1

118,3

24,7

(112,6)

(13,9)

Gender split

(in 2007)

Data from the Armenian international visitor survey 2013 (and 2007)



IRAN

Share over total 

arrivals (in 2007)

6,7% 
(7,8%)

Armenian ancestry 

(in 2007)

YES; 16,4%
(29,9%)

NO; 83,6%
(70,1%)

24,8%

(16,6%)

75,2%

(83,4%)

0,1%

37,3%

58,4%

4,2%

Up to 17

18-35

36-63

Above 64

Age group composition 

Type of accommodation

B
u
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n

e
ss
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m

p
lo

y
m
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n
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E
ve

n
ts

V
F

R

P
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g
ri

m
a

g
e

O
th

e
r

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013
TOTAL (%) 22,4 12,2 4,8 3,9 1,8 2,1 3,6 8,5 11,6 14,4 1,5 1,5 44,8 51,2 n.a. 0,3 9,4 6,0
Iran (%) 31,0 12,3 37,6 11,1 4,4 1,8 1,0 - 6,8 60,0 0,7 0,1 15,9 14,3 n.a. 0,1 2,7 0,1

Trip 

purpose

Use of package tours

NO; 98,5%
(99,5%)

YES; 1,5%
(0,5%)

Regions visited

70,8%

24,2%

20,7%

11,0%

6,9%

4,8%

4,4%

1,3%

1,0%

0,7%

0,7%

0,2%

Yerevan

Gegharkunik

Syunik

Armavir

Kotayk

Ararat

Vayots Tzor

Karabakh

Tavush

Aragacotn

Lori

Shirak

90,4%

2,2%

4,8%

0,4%

0,8%

0,1%

0,7%

0,6%

0,0%

0,0%

0,0%

0,0%

Overnights per region

Intention to repeat 

(in 2007)

98,6% 
(98,1%)

Intention to 

recommend 

(in 2007)

98,9% 
(98,8%)

TOTAL EXPENDITURE (in USD) PER TRIP (in 2007)

AVERAGE DAILY EXPENDITURE (in USD) (in 2007)

Average length of stay 

(in 2007)

6,5 
(12,9)

Itemized expenditure for tourists on own arrangements (in %)

Interna-

tional

Transpt.

Acommo

-dation

Restau-

rants & 

meals

Visits & 

sightsee

ing

Internal 

transpor

tation

Souvenirs 

& 

purchases

Others

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013

26,7 58,8 21,9 11,3 8,9 12,2 2,6 1,3 4,5 3,9 7,1 5,7 28,2 6,7

545,2

83,8

(460,0)

(35,6)

Gender split

(in 2007)

42,1%

18,7% 16,5% 19,2%

0,1%
9,9%11,2%

0,9% 2,6% 3,0% 0,0%

82,3%

Hotel Rental apartment Hostel Relative's or friend's ap. Spas Other

2007 2013

Data from the Armenian international visitor survey 2013 (and 2007)



UKRAINE

Share over total 

arrivals 

(in 2007)

2,5% 
(n.a.)

Armenian ancestry 

(in 2007)

YES; 50,4%
(n.a.)

NO; 49,6%
(n.a.)

34,5%

(n.a.)

65,5%

(n.a.)

0,4%

35,3%

61,5%

2,9%

Up to 17

18-35

36-63

Above 64

Age group composition 

Type of accommodation
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R
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m
a

g
e

O
th

e
r

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013
TOTAL (%) 22,4 12,2 4,8 3,9 1,8 2,1 3,6 8,5 11,6 14,4 1,5 1,5 44,8 51,2 n.a. 0,3 9,4 6,0
Ukraine (%) n.a. 26,3 n.a. 7,6 n.a. 2,2 n.a. - n.a. 9,4 n.a. 2,9 n.a. 49,3 n.a. 0,4 n.a. 2,2

Trip 

purpose

Use of package tours

NO; 99,6%
(n.a.)

YES; 0,4%
(n.a.)

Regions visited

72,9%

18,4%

15,8%

15,5%

10,0%

8,1%

7,7%

7,1%

7,1%

6,8%

6,1%

3,2%

Yerevan

Armavir

Kotayk

Gegharkunik

Ararat

Syunik

Tavush

Shirak

Vayots Tzor

Lori

Aragacotn

Karabakh

59,8%

1,7%
4,4
%
6,3
%

4,8
%

2,1
%
4,4
%

3,5
%

1,8
%
7,4
%

2,2
%

1,5%

Overnights per region

Intention to repeat 

(in 2007)

97,8% 
(n.a.)

Intention to 

recommend 

(in 2007)

95,6% 
(n.a.)

TOTAL EXPENDITURE (in USD) PER TRIP (in 2007)

AVERAGE DAILY EXPENDITURE (in USD) (in 2007)

Average length of stay 

(in 2007)

19,8 
(n.a.)

Itemized expenditure for tourists on own arrangements (in %)

Interna-

tional

Transpt.

Acommo

-dation

Restau-

rants & 

meals

Visits & 

sightsee

ing

Internal 

transpor

tation

Souvenirs 

& 

purchases

Others

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013

n.a. 30,0 n.a. 10,7 n.a. 18,3 n.a. 1,4 n.a. 3,0 n.a. 9,2 n.a. 27,4

815,6

41,2

(n.a.)

(n.a.)

Gender split

(in 2007)

23,2%

4,4% 2,4%

55,3%

0,3%

14,3%

Hotel Rental apartment Hostel Relative's or friend's ap. Spas Other

2013

Data from the Armenian international visitor survey 2013 (and 2007)



GERMANY

Share over total 

arrivals 

(in 2007)

1,8% 
(2,9%)

Armenian ancestry 

(in 2007)

YES; 16,0%
(26,6%)

NO; 84,0%
(73,4%)

39,7%

(36,9%)

60,3%

(63,1%)

0,0%

30,7%

54,5%

14,8%

Up to 17

18-35

36-63

Above 64

Age group composition 

Type of accommodation
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r

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013
TOTAL (%) 22,4 12,2 4,8 3,9 1,8 2,1 3,6 8,5 11,6 14,4 1,5 1,5 44,8 51,2 n.a. 0,3 9,4 6,0
Germany (%) 35,6 29,1 4,1 1,6 2,3 1,1 - - 31,1 48,1 2,7 2,6 20,3 15,3 n.a. - 3,6 2,1

Trip 

purpose

Use of package tours

NO; 82,5%
(92,3%)

YES; 17,5%
(7,7%)

Regions visited

90,1%

40,9%

33,0%

33,0%

22,2%

17,2%

17,2%

16,3%

11,3%

10,8%

9,4%

7,9%

Yerevan

Kotayk

Armavir

Gegharkunik

Ararat

Tavush

Vayots Tzor

Syunik

Aragacotn

Lori

Shirak

Karabakh

76,0%

4,1%
0,2
%
1,5
%
2,3
%
2,2
%

0,3
%
1,0
%

0,1
%
1,5
%

0,6
%

10,
2%

Overnights per region

Intention to repeat 

(in 2007)

95,2% 
(90,0%)

Intention to 

recommend 

(in 2007)

98,9% 
(93,8%)

TOTAL EXPENDITURE (in USD) PER TRIP (in 2007)

AVERAGE DAILY EXPENDITURE (in USD) (in 2007)

Average length of stay 

(in 2007)

11,0 
(15,8)

Itemized expenditure for tourists on own arrangements (in %)

Interna-

tional

Transpt.

Acommo

-dation

Restau-

rants & 

meals

Visits & 

sightsee

ing

Internal 

transpor

tation

Souvenirs 

& 

purchases

Others

2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013 2007 2013

39,5 37,6 21,5 23,3 7,1 11,1 3,3 1,9 2,7 2,4 6,2 7,9 19,6 15,8

1169,5

40,6

(1377,9)

(87,1)

Gender split

(in 2007)

67,3%

6,9%
0,0%

36,8%

0,0% 4,7%

67,9%

3,6% 2,1%

22,3%

0,5% 3,6%

Hotel Rental apartment Hostel Relative's or friend's ap. Spas Other

2007 2013

Data from the Armenian international visitor survey 2013 (and 2007)
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(Departure Survey) 
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NATIONAL STATISTICAL SERVICE OF THE REPUBLIC OF ARMENIA  

GERMAN AGENCY FOR INTERNATIONAL COOPERATION (GIZ) 

MINISTRY OF ECONOMY OF THE REPUBLIC OF ARMENIA  

NATIONAL COMPETITIVENESS FOUNDATION OF ARMENIA  

ENTERPRISE DEVELOPMENT AND MARKET COMPETITIVENESS PROJECT 

 

 

 

 

 

     

Survey is conducted in accordance with the Law of the Republic of Armenia on “State Statistics” 

 Approved by the RA National Statistical Council  

Decision No 28-A of 12 October 2012 

                                              

 

QUESTIONNAIRE  
           for State Statistical One-Off Survey 

       

Confidentiality and anonymity of provided information is guaranteed by law 
                                                                                             Country name                         Code                                                                                                                             

1. What country are you a citizen of? (Please specify “stateless” for stateless persons)  
 

  

2. What is your country of customary residence?     

    2.1 Are you an employee of an embassy, consular office or military unit of a foreign country located in 

Armenia? (Mark the relevant box with “X”) 

 Yes                    No 

 

Note. DISCONTINUE the survey if the customary place of residence of the interviewee is Armenia or he 

or she works/serves in an embassy, consular office and military unit.  
 

3.  When have you arrived in Armenia? Specify                                           How many days has the stay lasted?  
 

           Day                    Month                       Year 

 

Note. DISCONTINUE the interview if the visitor has not had at least one overnight stay or has stayed for 

longer than one year.  

 

4.  Do you have Armenian ancestry?  (Mark the relevant box with “X”)    Yes              No 

5. Please specify your age group.               (Mark the relevant box with “X”)  

up to 17                              18-35                                   36-63                                            64 and more                           

6. Gender (Mark the relevant box with X)   male    female  

Departure Inquiry  
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 NOTE. Continue if the answer is “Holiday and leisure”; otherwise go to question 9.  

 
   

10. Indicate the places in Armenia that you have visited and specify number of overnights spent there. 

(Mark  the corresponding box with “0” if you have visited the place without overnight stay) 

10.1. Yerevan................................................................................................................ .... 

10.2. Mount Aragats, Oshakan, etc. (Aragatsotn Marz)............................................................. 

10.3. Echmiadzin, Sardarapat, Zvartnots ,etc. (Armavir Marz)................................................ 

10.4. Lake Sevan (Gegharkunik Marz)........................................................................................... 

10.5. Garni, Geghard, Tsakhkadzor, winter sports and skiing (Kotayq Marz)......................... 

10.6. Vanadzor, Monasteries of Akhtala,  Haghpat and Sanahin (Lori Marz).............................. 

10.7. Gyumri, Monastery of Marmashen, etc. (Shirak Marz)................................................................. 

10.8. Dilijan, Monasteries of Haghartsin, Goshavank, Makaravank (Tavush Marz)............................. 

10.9. Noravank, Jermuk resort (Vayots Dzor Marz  ).......................................................................... 
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10.10. Khor-Virap, etc. (Ararat Marz).................... ....................................................................... ...... 

10.11. Tatev Monastery, Khndzoresk, Zorats Karer, etc. (Syunik Marz).............................................. 

10.12. Republic of Nagorno-Karabakh............................................................................................... .... 

 

11. Have you organized your visit with package tour or on your own arrangement? If: 

      11.1. Package tour........................................................................                    go to question 12  

      11.2. Own arrangement by my company or partner company...............                          go to question 14   

12. How much did you pay for the package tour? (Including your family members) 

Article I. Amount __________  Currency ______________________                        Code                    

12.1. How many persons did the expenditures cover? _____________ 

12.2. Did the expenditures include international transportation costs?                   Yes               No 

12.3. If, no then how much have you (including your family members, if any) spent on international 

transportation? 

Amount ________   Currency  ___________________    Code 

12.4. Does the package price include also visits/stays in other countries? 

       Yes            No           If yes, specify the countries ………………………..…. 

13. Please, indicate how much money, besides the package, have you (including family members, if any) 

spent in Armenia for purchasing goods and making use of services?  

Amount _______ Currency _________________ Code   

How many persons did these expenditures cover? ______________ 

Go to question 16.  

For visitors making travel arrangements on their own   

 

14. How much money in total have you spent (including your family members if any) prior to the arrival 

and during your stay in Armenia?   

14.1. Amount  _____________________ Currency ______________________         Code 

14.2. How many persons did the expenditures cover? 
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15. Please indicate as accurately as possible how much money have you spent on arranging your trip 

prior to the arrival in Armenia and during your stay in Armenia? 

                                                                                                                                                                               Amount        Currency  

     15.1. Transportation (arriving to and departing from Armenia) .............................. 

     15.2. Accommodation (lodging charges, food, beverages, etc.)............................. 

     15.3. Food (restaurants, bar, except for whatever referred to in point 15.2)........... 

     15.4. Sightseeing, excursions................................................................................... 

     15.5 Transportation within Armenia …………....................................................... 

     15.6. Purchasing souvenirs and home made commodities.................................... 

     15.7. Other expenses (services and shopping).......................................................... 

     15.8 How many persons did the expenditures cover? ................ 

      

For all visitors 

16.  How would you rate the quality of the services listed below, if you have used any of them  

 (Rating scale- Excellent - 5, Good - 4, Satisfactory - 3, Average- 2, Poor - 1) 

 16.1. Hotels..........................                    16.6. International transportation......................................... 

 16.2. Restaurants     ..............                    16.7 Local roads.......................................................................... 

 16.3. Recreation areas...........                    16. 8. Sightseeing attractions (museums, churches, etc)…….. 

 16.4. Tour operators………..        16.9. Tour guide services……………........................................ 

 16.5 Level of prices................                    16.10. Efficiency of border services…………........................... 

 

17. Is it likely that you visit Armenia in the next years?  

17.1 Yes .......                17.2 No........           (If no, then specify why) ………………………………   

18.  Would you recommend your friends and relatives to visit Armenia?  
 

18.1 Yes.........              18.2 No........ 
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 Interviewer  Questionnaire 

Number 

Date Place of completion 

(Airport, border check 

-point) 

Code Flight 

number  

Transportation 

facilities 

(Armenian-1, 

non-Armenian)   

Name, Surname  Number 

 Departure         

Arrival X X X X X X   
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ANNEX III. 
 
Questionnaire used on Armenian residents 
(Arrival Survey) 
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NATIONAL STATISTICAL SERVICE OF THE REPUBLIC OF ARMENIA  

GERMAN AGENCY FOR INTERNATIONAL COOPERATION (GIZ) 

MINISTRY OF ECONOMY OF THE REPUBLIC OF ARMENIA  

NATIONAL COMPETITIVENESS FOUNDATION OF ARMENIA  

ENTERPRISE DEVELOPMENT AND MARKET COMPETITIVENESS 

PROJECT 

 

 

 

 

 

     

Survey is conducted in accordance with the Law of the Republic of Armenia on “State Statistics” 

 Approved by the RA National Statistical Council  

Decision No 28-A of 12 October 2012 

                                              

 

QUESTIONNAIRE  

           for State Statistical One-Off Survey 

       

Confidentiality and anonymity of provided information is guaranteed by law 

                                                                                                                                     Country name               Code                                                                                                                             
1. What country are you a citizen of? (Please specify  

“stateless” for stateless persons)  

 

  

2. What is your country of customary residence?     

    2.1 Are you an employee in an Armenian embassy, consular office or military unit located in a foreign 

country? (Mark the relevant box with “X”) 

 Yes                    No 

Note. DISCONTINUE the survey if the customary place of residence of the interviewee is not Armenia or 

he or she works/serves in an Armenian embassy, consular office and military unit located in other 

countries.  

3.  When have you departed from Armenia? Specify                                 How many days has the stay lasted?  

 

           Day                    Month                       Year 

 

Note. DISCONTINUE the interview if the visitor has not had at least one overnight stay or has stayed for 

longer than one year.  

4.  Which country have you arrived from,  

without  taking into account the transit stops?                   

5. Please specify your age group.               (Mark the relevant box with “X”)  

up to 17                              18-35                                   36-63                               64 and more                      

  

Arrival Inquiry  
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6. Gender (Mark the relevant box with X)    male    female  

7.  What has been the primary purpose of your trip? (Mark the relevant box with “X”; only one answer is 

allowed) 

  7.1. Business         ………........                7.5. Holiday and leisure…………................................ 

  7.2. Employment ....................                   7.6. Participation in sport and cultural events .............. 

  7.3. Education ......................                 7.7. Visiting relatives, friends...........................................

    

7.4. Medical treatment .........................           7.8. Pilgrimage ..................................................................... 

 7.9. Other ..........................................................................  

2. 8. Where have you stayed during the days of your visit?  

 

 8.1. Hotel accomodation…..….............                  8.4. Home of relatives or friends …............. 

8.2. Renal apartment ….....................                    8.5. Other ………….......................... 

8.3. B&B and hostel ………………..         

 

9. Have you organized your visit with package tour or on own arrangement? If: 

      9.1. Package tour....................................................................          go to question 10  

      9.2. Own arrangement, by my company or partner company...............          go to question 12   

 

10. How much did you pay for the package tour? (including family members) 

Amount __________ Currency _________________     Code                    

10.1. How many persons did the expenditures cover? _____________ 

10.2. Did the expenditures include international transportation costs?                   Yes               No 

10.3. If, no then how much did you (including family members if any) spend on international 

transportation? 

             Amount ________   Currency  _____________    Code 

 

11. Please, indicate how much money, besides the package tour, have you (and your family members, if 

any) spent in abroad for purchasing goods and making use of services?  

Amount _______ Currency _________________ Code   

How many persons did these expenditures cover? ______________ 
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Go to question 14.  

For visitors making travel arrangements on their own   

12. Please indicate as accurately as possible how much money have you spent on arranging your trip 

PRIOR to departing from Armenia? 

                                                                                                                                                                               

            Amount        

Currency  

     12.1. International transportation (for departing from and returning to Armenia) 

     12.2. Accommodation, reservation …………………………............................. 

     12.3. Acquisition of clothes & supplies for the trip……………………............. 

     12.4. Internal transportation (petrol, taxi)........................................................ 

     12.5 Other shopping (souvenirs, for relatives & friends)…………................... 

     12.6. How many persons did the expenditures cover? ................ 

      

13. Please indicate as accurately as possible how much money have you (including family members, if 

any) spent in ABROAD? 

                                                                                                                                                                             

            Amount    

Currency  

     13.1. International transportation (airplane, train, vehicle) .............................. 

     13.2. Accommodation (lodging charges, food, beverages)…….......................... 

     13.3. Food (restaurants, bar, except for whatever referred to in point 13.2) ........ 

     13.4. Organisation of excursions, trips ............................................................... 

     13.5. Internal transportation (car rental, taxi, petrol)………............................... 

     13.6. Other expenses (services and purchases)..................................................... 

     13.7. Goods for commercial (sale) purpose………………………………… 

13.8. How many persons did the expenditures cover? ................ ................ 

 

For all visitors 

 

14. The trip has been financed: (Mark the relevant box with “X”) 
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14.1 On own account ...................................................................................... 

14.2 By a relative or kin living abroad  ................................................................ 

14.3 By International or other foreign organizations ............................................. 

14.4 On account of the organization (secondment)......................................... 

14.5. From other sources (specify) …………………………………………… 

 

15.  Have  you received any income for the work performed or service provided by you while being 

abroad?  

                 

   15.1 Yes …… .....                          15.2 No ...................                    

  

 If Yes,  

             Amount                                               Currency   

 

 

Thank you for the interview  
 

 Interviewer        Questionnaire 

Number 

Date Place of completion   

(airport,  

border check -

point) 

Code Flight 

number  

Transportation 

facilities   

(Armenian-1,  

Non-Armenian-

2) 

Name, Family 

name  

Number 

Departure          

Arrival X X X X X X   
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