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LEVEL OF SEASONALITY IN MACEDONIAN TOURISM  
AND STRATEGIES AND POLICIES FOR COPING WITH IT
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Abstract: Seasonality is general characteristic of tourism. As tourism contributes to economic growth 
and development, seasonality is noted as one of the most influencing factors for limiting continuous de-
velopment. Thus, the article empirically tests the presence of tourism seasonality for the central level by 
exploring Macedonia, and the local level, by elaborating Ohrid (the most famous summer tourist spot) and 
Skopje (the capital). The statistical methodology covers computation of standard indicators, such as the 
Gini index (G), the Seasonality Indicator (SI) and the Coefficient of Variation (CV). The study found no 
significant seasonal concentration in tourism in Macedonia, a presence of strong and powerful seasonality 
for Ohrid, and no seasonality for Skopje. As a consequence, the paper recommends design of specific tai-
lor-made products and urges tourism key players to focus on policies and strategies for modifying tourism 
seasonality.

Keywords: Seasonality, tourism demand, entrepreneurship, tourism policy

1.	 INTRODUCTION 

Despite the fact that seasonality is general characteristic of tourism, it is often detected 
as one of its most undesired companions due to profound negative effects that produc-
es. Being identified as a tendency that is related to concentration of tourism flows in 

a particular time-segment, seasonality is closely related to tourism development. On the other 
side, tourism can promote and cause long-term economic growth, known as tourism-led growth 
hypothesis [1]. Furthermore, it urges the planning decisions in tourism as an issue of great 
challenge for each national government [2] since they view tourism as a catalyst for economic 
growth, meaning active participation in tourism industry [3]. Due to fact that tourism is gen-
erated by demand, the possibility arises that tourism demand may assist in providing in-depth 
analysis about tourist flows. This is of great assistance in decision-making process and drawing 
up tourism policies [4]. Therefore, it is widely recognized the need of investigating and clarify-
ing the nature of seasonality in the line of identifying appropriate tourism policy and strategy.

Regardless the level of economic development, each country is interested in tourism due to its 
various positive impacts. Generally, tourism contributes to economic growth and development, 
promoting international understanding and peace, improving living standard, stimulating local 
trade and industry development, protection of cultural heritage etc. [5]. In this line, seasonality 
is noted as one of the most influencing factors for limiting continuous development. So, one 
may understand it as a phenomenon that provokes incomplete and unbalanced usage of means 
necessary for economic development [6]. Seasonality in tourism may be measured in various 
ways, but the most common approach is by estimating seasonal factors in time series, using pro-
1	 Faculty of Tourism and Business Logistics, Goce Delcev University – Stip,  

Krste Misirkov bb, 2000 Stip, Macedonia
2	 Faculty of Tourism and Hospitality – Ohrid, University of St. Clement Ohridski – Bitola,  

Kej Makedonija 95, 6000 Ohrid, Macedonia
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portional deviates to moving averages, through dummy variables in multiple linear regression 
[7] or by application of more advanced econometric models [8] - [10]. 

This paper attempts to empirically test and compare the presence of seasonal patterns in tour-
ism development at national and local level. Moreover, the intention is to conclude whether 
to identify the same policy and strategy for tourism development at national and local level, 
or there is a necessity to develop diversified tourism product due to (un)presence of temporal 
imbalance in tourism flows. In this line, the main dilemma is having constant seasonal tourism 
concentration or just a high tourism demand. Hence, the aim is three-folded: First, to gain an 
in-depth knowledge regarding the (un)presence of seasonal tourism spreads; Second, to empir-
ically test and analyze the strength and dynamics of tourism seasonality; and Third, to address 
adequate business strategies/policies which may significantly improve seasonality.

Although this paper adds to the current literature on tourism seasonality, its main contribu-
tion lies in its highlighting to suggest business strategies and policies which may significantly 
decrease negative seasonal effects. Investigating and assessing seasonal patterns in tourism in 
Macedonia from this perspective has thus far been limited. Some studies are noted, but in ad-
dressing seasonality effects at national level of Macedonia [11] - [13]. So, the current work pays 
no attention to such comprehensive approach like this paper explores, whereas an attempt is 
made to quantify seasonality patterns at local level, which represents a novelty in Macedonia’s 
academic work. The paper has a practical significance since recommends design and develop-
ment of specific tailor-made products that may overcome seasonality particularly in summer 
tourist centers, which may lead to more balanced distribution of tourism demand. The study 
praises that tourism key players at national and local level should focus on policies and strate-
gies in the line of modifying tourism seasonality patterns.

In order to meet the aims, the paper is structured in several parts. After the introductory part, 
the following section gives a brief overview on theoretical aspects of the main reasons for sea-
sonality in tourism flows, underlining the most profound negative, as well as positive effects. A 
snapshot on stylized facts on tourism flows of Macedonia, Ohrid (as the most famous summer 
tourist spot and a “must-see” destination in the country) and Skopje (the capital) is given in 
the forthcoming section. Section three encompasses the study’s methodology, and section four 
presents the main findings and discussion. The article’s final sections offer conclusions and rec-
ommendations, as well as limitations of the current study and future work.

2.	 LITERATURE REVIEW

The subject of seasonality in tourism is highly explored by elaborating its negative and positive 
effects. Generally, the academia agrees that seasonality occurs due to temporary imbalance in 
tourism flows caused by different determinants [14] - [25]. 

Among variety of factors that provoke seasonality in tourism demand one may note: 
•	 Natural element (sunny days, snow falls, insolation, rainfall etc.). Tourists have specific 

preferences which make it necessary to distinguish between different tourism types;
•	 Institutional factor (religious and pilgrimage travel, workers’ holidays, students’ ferries, 

festival events etc.); and
•	 Other factors (social pressure, personal preferences, inertness etc.).
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Furthermore, it is noted that seasonality as systematic variation may be present not only during 
the year or a semester, but also in the frames of a month or a week, even in a single day [26] - 
[27]. In this line, it is generally recognized that seasonality tends to have much more negative 
effects on tourism development, which often cannot be controlled [28] - [32]. In this respect, 
the negative impacts are addressing: Employment (part-time employment, social instability and 
insecurity etc.); Investments (high risks over law occupancy rate); and Environment (pollution, 
overcrowding, xenophobia, criminal activity etc.). Yet, they may be treated with an extension of 
the season by introducing new tourist products immune to seasonality; application of positive 
pricing policy; developing business tourism, etc. [33] - [35].

Besides the long list of negative impacts of seasonal patterns on tourism development, there is 
a literature that supports the approach that seasonality provokes positive effects as well. This is 
particularly in terms of sociology and ecology. Namely, after devastating high season, long and 
quiet period is more than welcomed especially for recovering the sources, and the local popula-
tion as well [18], [36] - [38].

3.	�SE ASONALITY OR JUST A HIGH TOURISM DEMAND?  
NATIONAL VS. LOCAL

This section poses brief introduction on some general facts referring tourism demand. The 
main idea is to present data on tourism flows upon which, to assess and compare the presence of 
seasonality in tourism development at different levels. In this line, the data for Macedonia refer 
to the central level, and on the other hand, the data for local level stand for Ohrid and Skopje.

Domestic Foreign Total
Year MKD Ohrid Skopje MKD Ohrid Skopje MKD Ohrid Skopje
2000 408,507 153,510 24,659 22,4016  56,318 66,508 632,523 209,828 91,167
2001 234,362  86,258 17,101  98,946  11,499 46,061 333,308  97,757 63,162
2002 318,851 137,911 15,712 122,861  25,517 54,008 441,712 163,428 69,720
2003 325,459 136,420 21,115 157,692  39,390 61,627 483,151 175,810 82,742
2004 299,709 114,652 19,386 165,306  37,522 64,417 465,015 152,174 83,803
2005 312,490 116,401 23,302 197,216  49,564 70,850 509,706 165,965 94,152
2006 297,116 114,754 20,244 202,897  52,640 71,522 499,473 167,394 91,766
2007 306,132 123,854 20,314 230,080  57,456 79,396 536,212 181,310 99,710
2008 350,363 139,643 16,036 254,957  62,461 96,674 605,320 202,104 112,710
2009 328,566 122,258 14,823 259,204  67,441 90,520 587,770 189,699 105,343
2010 324,545 105,213 12,784 261,696  59,896 91,288 586,241 165,109 104,072
2011 320,097 102,730 12,740 327,471  75,547 105,170 647,568 178,277 117,910
2012 312,274  99,850 15,284 351,359  83,485 113,928 663,633 183,335 128,312
2013 302,114  91,395 16,475 399,680 100,109 128,968 701,794 191,504 145,443
2014 310,336  88,118 15,834 425,314 109,078 140,540 735,650 197,196 156,374
2015 330,537  94,476 19,187 485,530 125,468 173,014 816,067 219,944 192,201
2016 346,359 107,351 18,534 510,484 127,010 183,613 856,843 234,361 202,147

Average 319,283 113,811 17,855 274,983  67,082 96,359 594,530 180,894 114,161

Table 1: Tourist arrivals in Macedonia, Ohrid and Skopje, 2000-2016
Source: State Statistical Office (various years, various publications) [39]

Table 1 presents data on tourist arrivals (domestic, foreign and total) in Macedonia, Ohrid and 
Skopje, for the period 2000-2016. With exception of 2001 (war conflict in Macedonia) and stag-
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nation in 2010 (World economic crisis), one may note an upward trend in all case studies. The 
average total number of tourists for the sample period for Macedonia is 594,234 tourists, for 
Ohrid is 180,894 and for Skopje 114,161 tourists. This means that Ohrid represents an average 
share of 30.4% and Skopje 19.2%. 

Speaking of Ohrid, one may emphasize that it is the most famous tourist destination in Macedonia 
that generally develops summer tourism simultaneously with other forms of alternative tourism 
(cultural, congress, etc.). Based on Table 1, it is noticeable that up to 2008, domestic tourists are 
by far dominant over the foreigners by encompassing up to 69% of total tourist arrivals that visit-
ed Ohrid. When comparing to the arrivals of domestic tourists in Macedonia, it contributes with 
an average share of 40%. Yet, due to the governmental measures and activities for supporting 
and enhancing tourism development by introducing subsidies, the proportion changed in favor to 
foreign tourists. Namely, a rapid decline of domestic tourists that visited Ohrid is noticeable as of 
2009 to 2015, leading to ‘only’ 28% participation of domestic in total tourist arrivals. Consequent-
ly, in 2013 foreign tourists overtook the leading role for the first time in tourism development of 
Ohrid by covering 52% of total number of tourists that visited this destination. This represents 
an average share of 23.9% of Ohrid’s foreign tourists in the frames of foreign tourists that visited 
Macedonia. However, besides the increased number of foreigners towards domestic tourists, the 
average absolute numbers for 2000-2016, still illustrate dominancy of domestic tourists on nation-
al level (53.7%) and for Ohrid 62.9%, with 319,283 (Macedonia), and 113,811 (Ohrid) arrivals to-
wards 274,983 and 67,082 respectively arrivals of foreign tourists. On the other side, this is not the 
case for Skopje, whereas foreign tourists are by far dominant with 84.4% of total arrivals. Even 
more, Skopje in average has 1.4 times more foreign tourists than Ohrid, representing one-third of 
the average arrivals in Macedonia. As of 2000, the number of foreign tourists that visited Skopje 
has almost tripled, generally due to favorable conditions in terms of new city tourism product, 
new direct charter flights to Skopje airport, subsidies for incoming travel agencies, etc.

Figure 1: Distribution of tourism flows for Macedonia, Ohrid and Skopje, 2000-2016
Source: State Statistical Office (various years, various publications) [39]

Figure 1 visually presents monthly distribution of tourism flows in Macedonia, Ohrid and Skopje 
in terms of tourist arrivals for the period 2000-2016. One may clearly note similarities in the distri-
bution among Macedonia and Ohrid, whereas the third quarter (composed of summer months July, 
August and September), undoubtedly encompasses the largest quantum of tourists and travelers, 
thus representing the highest peak-point i.e. the highest tourism demand. Moreover, in the case of 
Macedonia this quarter covers 45% and in the case of Ohrid covers 61% of total average tourism 
demand. Therefore, the general conclusion for the entire sample period is that the third quarter 



LEVEL OF SEASONALITY IN MACEDONIAN TOURISM  
AND STRATEGIES AND POLICIES FOR COPING WITH IT

21

performs highest results when referring tourist arrivals. On the other side, this cannot be concluded 
for the case of Skopje. Namely, as of Figure 1 it can be seen that the second and third quarter have 
very similar distribution of tourism flows. Moreover, in average the third quarter encompasses 
only 5.5% of total average tourism demand. This may be supported with the fact that Skopje as 
the capital, attracts various types of visitors, which generally are not driven by weather conditions. 
Moreover, in the cases of Macedonia and Ohrid, summer months have extremely high perfor-
mances even in 2001, which is the weakest year in tourism manner due to the war conflict. The ab-
solute dominance of these months may be explained with presence of multiple factors. Namely, in 
these months the usage of holidays and ferries is the highest (institutional factor), there is hot and 
sunny weather (particularly for the lake resort Ohrid) (natural factor) and there is a manifestation 
of personal preferences and attitudes of tourists and travelers (other factors). The fact that Ohrid is 
a summer tourist destination explains the high average numbers for July (28%) and August (27%). 
Consequently, at first glance this may seem as a strong seasonality pattern, being additionally 
confirmed by an in-depth analysis, which is not the case with Macedonia. Namely, at national 
level, July participated in average with only 18.4% and August with 18.6% representing 2.5 times 
smaller concentration compared to the local case of Ohrid. In the case of Skopje, the figures are 
completely opposite. The highest peak is noted in September (an average of 10.4%), followed by 
October and May. The first visual conclusion of having seasonality or just high tourism demand 
with no significant seasonal patterns, is additionally empirically confirmed.

4.	 METHODOLOGY

The analysis is made upon a computation of several commonly applied statistical measures for 
which an annual single measure of the seasonality’s extend is calculated. This is done to the 
purpose of providing information about whether counter-seasonal policies need to be intro-
duced and to which level. The paper analyses the seasonal concentration of tourism demand at 
national and local level by calculating the Gini index (G), the Seasonality Indicator (SI) and the 
Coefficient of Variation (CV). The main variable is the total number of tourists on monthly basis 
for Macedonia, Ohrid and Skopje, during the period 2000-2016. 

The Gini index is one of the most commonly used coefficients for measuring inequality of rev-
enues caused by temporary disorders. It is widely applied for measuring dispersion and concen-
tration in tourism [40] - [48], [7], [33] - [34], [25]. In this line, different approaches are noted for 
calculating the Gini index [49]. In a monthly series, the Gini index of an annual set of observa-
tions ranges from 0 (perfect equality between months) to 1 (perfect inequality between months). 
The G may be 0 only in the case when all 12 data are the same, pointing to egalitarian distribu-
tion over the whole year. To the opposite, the maximum value of G to be 1 may be reached only 
in a case when 11 data are 0 and only one data (month) has a non-null value. Consequently, the 
higher G represents greater inequality i.e. degree of seasonal concentration in tourism, and vice 
versa. Herein, the Gini index is calculated upon standard equation (Eq. 1).

G = 2/n Σni=1 (xi - yi) = 2/n[(x1 - y1)+ (x2 -y2)+…+((xn - yn)] = 2/n[Σni=1 xi - Σni=1yi]	 (1)

Whereas:
	 n denotes number of months;
	 xi denotes rank of the months (1/12, 2/12, ..., 12/12); and
	 yi denotes cumulative relative frequency of tourist arrivals in rank by ascending order.
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The Seasonal Indicator is commonly used measure for quantifying empirically observed sea-
sonality patterns in tourism. It can be calculated as an inverse value of the seasonality ratio [50], 
[25]. The value ranges from 1/12 up to 1. In case of having bigger values, it means that there is 
an absence of fluctuation during the year, i.e. seasonality in tourism, and opposite. The SI may 
be calculated upon standard equation (Eq. 2).

SI = 	 (2)

Whereas:
	 y0 denotes the average number of tourist arrivals per year; and
	 yn denotes the highest number of tourist arrivals in the particular year.

The Coefficient of Variation describes the fluctuation of tourists during the year. Moreover, it 
measures the spread of each series around its annual mean as a percentage of that mean. This 
indicator is particularly useful for comparing dispersion in data sets having different standard 
deviations and different means. It can take values beginning with zero. If the value is small, then 
the distribution is much homogenous and the average is much more representative. Yet, despite 
the simplification in calculating it, it may be difficult to interpret the results appropriately [51], 
[36], [23], [25]. The CV may be calculated as a ratio between the standard deviation and the 
distribution average [52] (Eq. 3).

CV =  	 (3)

Whereas:
	 s denotes the standard deviation; and
	 yo denotes the mean of the observations in the particular year.

5.	 ANALYSIS, RESULTS AND DISCUSSION

The data referring seasonality of tourism demand at national and local level are presented in 
Table 2. It is interesting that conclusion differs when testing presence of seasonality at national 
level, and two case studies at local level.

The first calculated indicator for testing the presence of seasonality is the Gini index. In the case 
of Macedonia, this coefficient spreads between 0.2042 and 0.3074, with an average value for the 
sampled period of 0.2801. Moreover, all calculated values of G are similar, almost identical and 
approximately constant with small negligible variations (G has the lowest value in 2001 due to the 
war conflict). The data show that seasonality in terms of intra-year monthly variations in tourist 
arrivals is constant during the 17-year period. Due to fact that calculations referring Gini index 
are far below the margin of 0.5, one may conclude presence of very modest seasonality. Namely, 
the low value of G shows that current distribution of tourism demand for the sample period has no 
meaning to Macedonia. Therefore, the concentration in terms of tourist arrivals at national level 
points to relative balance and equality. Thus, high peaks in July and August have not sufficient 
capacity and strength for serious influence with an in-depth manner. The second calculated 
indicator is the Seasonality Indicator. It was found that the calculated values range between 0.3960 
and 0.4828 noting an average value of 0.4340. Since all computed data are far above zero, one may 
argue humble fluctuation within a year pointing to fragile tourism concentration at national level. 
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The final indicator is the Coefficient of Variation being used numerically to measure stability of 
tourism demand distribution. In the case of Macedonia, it spreads between 42.5% and 69.2% with 
an average of 59.8%. The values are above the limit of 35-40% pointing to non-homogeneous 
distribution and conclusion is that the average is no more representative. 

G SI CV (%)
Year MKD Ohrid Skopje MKD Ohrid Skopje MKD Ohrid Skopje
2000 0.2626 0.4958 0.0711 0.4385 0.2973 0.8007 58.2 110.9 13.3
2001 0.2042 0.5003 0.1468 0.4828 0.2419 0.6523 42.5 124.5 27.3
2002 0.2931 0.5419 0.1169 0.3960 0.2557 0.6399 67.0 125.9 24.1
2003 0.3074 0.5126 0.0803 0.4103 0.2815 0.8188 69.2 118.3 14.9
2004 0.2878 0.5101 0.0803 0.4129 0.2754 0.7566 64.7 117.9 15.7
2005 0.2802 0.4926 0.1101 0.4187 0.2748 0.7102 63.6 112.9 21.4
2006 0.2825 0.5014 0.0843 0.4257 0.2862 0.8183 63.0 112.5 15.5
2007 0.2993 0.5026 0.0968 0.4104 0.2780 0.8240 65.3 114.1 18.5
2008 0.2834 0.4958 0.0916 0.4325 0.3115 0.7864 61.1 108.0 17.1
2009 0.2759 0.4997 0.0942 0.4419 0.3037 0.8010 59.3 109.9 17.5
2010 0.2806 0.4888 0.1083 0.4470 0.3117 0.8238 59.1 107.0 20.3
2011 0.2849 0.4892 0.1390 0.4506 0.3094 0.7346 60.1 104.3 25.5
2012 0.2783 0.4841 0.1404 0.4730 0.3380 0.7580 56.3 98.3 26.1
2013 0.2795 0.4747 0.1481 0.4583 0.3501 0.7500 55.6 93.1 27.4
2014 0.2915 0.4454 0.1894 0.4215 0.3701 0.6608 58.1 86.5 34.8
2015 0.2989 0.4446 0.1724 0.4028 0.3594 0.7004 60.5 86.0 31.6
2016 0.2716 0.4015 0.1550 0.4555 0.4129 0.7149 53.7 77.0 28.4

Average 0.2801 0.4871 0.1191 0.4340 0.3093 0.7501 59.8 106.3 22.3

Table 2: Summarized seasonality data for Macedonia, Ohrid and Skopje, 2000-2016
Source: Authors’ calculations

When elaborating the first local case of Ohrid, it is calculated that G index spreads between 
0.4015 and 0.5419, with an average value of 0.4871. It is noticeable that the calculations refer-
ring Gini index are similar, almost identical and approximately constant with small negligible 
variations, being very close to the margin of 0.5, which implies presence of high seasonali-
ty. Furthermore, the high values of G show that current distribution of tourism demand has 
substantial meaning to Ohrid. Hence, the concentration in terms of tourist arrivals in Ohrid 
points to significant unbalance and large inequality i.e. high tourism seasonality with significant 
characteristics. Thus, the high peaks in the third quarter, particularly in July and August have 
sufficient capacity and strength for serious influence with an in-depth manner. With regards to 
the calculated values for SI for Ohrid, they range between 0.2419 and 0.4129, noting an average 
value of 0.3093. The computed data are relatively close to zero, and by far lower compared to 
the case of Macedonia and Skopje, indicating strong fluctuation within a year and presence of 
resilient tourism seasonality at local level. Finally, the calculated values for CV spread between 
77% and 125.9%, with an average of 106.3%, being above the critical values. 

The investigation of the case of Skopje revealed that computed G values are between 0.0711 
and 0.1894 (an average of 0.1191) being extremely far from the critical value of 0.5 pointing to 
complete absence of seasonality patterns. The computed values for SI are between 0.6399 and 
0.8240 (an average of 0.7501) being very far above zero, pointing once again to no seasonality. 
Finally, the calculations for CV present that data spread between 13.3% and 34.8%, being within 
the critical interval, and pointing to relatively balanced distribution. 
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Figure 2 presents the graphical representation of the computed G values by presenting the av-
erage Lorenz curves of Macedonia, Ohrid and Skopje. It is noticeable that the area between the 
average Lorenz curve of Skopje and the Line of equity is the smallest, compared to other two 
curves. This points to equal seasonal distribution of tourist arrivals and absence of seasonal con-
centration when addressing the local case of Skopje. Herein, it is confirmed that Skopje as tourist 
destination, has constant, similar and low values of the G index pointing to no seasonality.

On the other hand, the area between the average Lorenz curve of Macedonia and the Line of 
equality is relatively small, not like in the case of Skopje, but rather smaller compared to the 
case of Ohrid. This points to relatively equal seasonal distribution of tourist arrivals and no 
meaningful seasonal concentration at national level. At the same time, Figure 2 confirms the 
conclusion previously discussed for the local case of Ohrid. Namely, one may note that the area 
between the average Lorenz curve of Ohrid and the Line of equity is big, thus pointing to un-
equal seasonal distribution of tourist arrivals and presence of strong and powerful seasonality.

Figure 2: Average Lorenz curves of Macedonia, Ohrid and Skopje, 2000-2016
Source: Authors’ calculations

6.	ENT REPRENEURIAL STRATEGIES FOR SEASONALITY SPREADS

Seasonality is stable, well-established pattern, with some elements of predictability. This helps 
managers to anticipate seasonality impacts and implement counter strategies to minimize po-
tential negative effects. Infrastructure development can accelerate off-season visits. Travel be-
tween Skopje and Ohrid may be shortened to 1.5 hours driving, as a result of the development 
of current highway construction projects, namely, Kicevo – Trebenishte – Ohrid – Struga – Ka-
fasan border crossing with Albania, and upcoming construction project of Gostivar – Kicevo 
highway development. Infrastructure expansion may improve destination accessibility, thus en-
abling alleviating the problem of seasonality by shortened travel and off-season visits availabil-
ity. There is a need for additional activities in tourism destinations during the off-season, which 
may influence product diversification [53]. New innovative products (culture and heritage-based 
products) are less weather sensitive, especially during the off-season. Here can be included spe-
cialized holidays tailored to various market segments in line with their special interests, such 
as, motor boating which is attractive activity not only during the off-season, but also during 
the peak season. Furthermore, marketing campaigns via internet and other media highlight 
destination uniqueness and underline different travel markets. Adequate promotion transforms 
destinations into distinctive places and improves destination performance during the off-season.
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Various visitor management tools [54] should be developed to address environmental issues 
due to overcrowding during the peak season. The visitors should be required to respect the 
environment [55] through rules implementation which will restrict certain behavior of tourists. 
Ecological footprints of tourists should be kept at minimum. 
Another issue in managing tourism demand is price discounts [56]. Price discounts do not nec-
essarily improve off-season visitation, but opposite, may have negative destination imagery, due 
to tourists’ judgement sense about the value for money. Instead, service differentiation is a bet-
ter tool in addressing the seasonality throughout the seasons. Another issue is addressing sea-
sonality in family businesses [57]. Normally, a family firm is trying to cope with seasonality by 
coping, combating or capitulating. The most useful strategy variations are forming around the 
product, and market diversification, price differentials and government-initiated measures. De-
veloping events and festivals besides above ones, also assists as a counter seasonality initiative. 

The main markets for off-season tourism are business travelers, youth, senior citizens, spe-
cial-interest tourists, and certain socio-economic niche markets. The businesses and destina-
tions should select appropriate strategy based on the causes and their seasonal impacts. For 
example, market segmentation can result in a niche product which will increase tourist flow 
during the low periods. Causes of seasonality are different for each location. Managers and trav-
el agents are addressing these causes with appropriate strategy development. Government initi-
atives can expand temporal distribution of tourism, geographically and during the low periods.

7.	 CONCLUSION

By using some of the most applied indicators (Gini index, SI and CV), the paper investigates the 
seasonal concentration of tourism demand in terms of total tourism arrivals at national level, 
and two case studies at local level. At the same time, the paper underlines the importance of 
seasonality as one of the major and profound limits generally for utilization of tourism infra-
structure and effects on region’s economy and employment. Concerning the national level, it 
was found a presence of seasonality with no meaningful patterns. Hence, the empirical tests 
point to no significant seasonal concentration in tourism in Macedonia, but rather presence of 
modest tourism development in the country. 

Besides national level, the paper investigated the seasonality effects over local tourism develop-
ment, by elaborating the case of Ohrid, as the most famous summer tourist spot and a “must-
see” destination, and the case of Skopje – the capital. The computed values pointed to com-
pletely opposite findings. For Ohrid was found strong and very powerful seasonality, while for 
Skopje, equal distribution of tourism flows and no seasonality. Moreover, the analysis posed that 
for Ohrid, in the third quarter exist cumulative influence of many factors that provoke extend-
ed concentration and increased tourism demand, like: favorable weather conditions; extensive 
insolate days; usage of vacations and ferries; personal preferences for summer season etc. So, 
the researched revealed strong and robust seasonality patterns only for Ohrid, where the dis-
tribution i.e. concentration of tourism demand was found to be substantial with considerable 
meaning to the local and regional tourism development. 

The strong effects of tourism seasonality can be managed, mitigated and controlled, but cannot 
be avoided. Despite numerous attempts to overcome seasonality, still plenty needs to be done, 
such as: lengthening the main season, establishing additional seasons, diversifying markets, 
using differential pricing and tax incentives on a temporal basis, encouraging the staggering 
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of holidays, boosting domestic tourism in off-seasons, and providing off-season attractions or 
events. In addition, special events such as festivals and conferences may help to overcome the 
seasonal effects, if they take place in the shoulder or off-season. Yet, tourists expect to have 
attractive programs organized during the main season and out of it. So generally, in order to ad-
dress the negative effects of seasonality, tourism policy makers of Ohrid may argue introducing 
different strategies in the line of supporting further local tourism development, mainly: 

•	 Differential pricing (seasonal/promotional pricing; group booking offers etc.); 
•	 Diversified attraction (changing the product mix); 
•	 Market diversification (determination of optimal segment mix); 
•	 Facilitation by the state and local players (loans or subsidies; tax concession; legislative 

initiatives; partnerships etc.).

8.	 LIMITATIONS AND FUTURE WORK

The analysis was limited by several factors that can also serve as productive starting points for 
future work. 

First, the sample period (2000-2016) is rather short due to publicly unavailable monthly data. In 
case of having longer time series, the conclusions on seasonality impacts on tourism develop-
ment may have more serious meaning since it may reflect much extensive time-frame.

Secondly, the investigation uses relatively simple technique which all-the-way can be helpful 
in some contexts. Yet, the outcomes may be enhanced by employing more advanced meth-
ods, like: SARIMA (Seasonal Autoregressive Moving Average) models, TQSAR (Two-Quarter 
Smoothed Annualized Rate) method, HP (Hodrick-Prescott) filter smoothing method, BSM 
(Basic Structural Model), HEGY test etc. 

Finally, instead of using one technique, future research may employ multiple models and theo-
ries relevant to the assessment of tourism seasonality. 

Notwithstanding the difficulties involved with assessing the presence of seasonal patterns in 
tourism at national and local level, this article assists better to understand fluctuations of tour-
ism data in order better to handle tourism demand planning.
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