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Interview 3  The director of Andorra Tourism reviews the current affairs linked to the sector at a key moment of the winter season
A. BELIS

«We are aware that Andorra 
cannot receive more than the 8.2 
million visitors we have now»

Betim
Budzaku
Director General of Andorra Tourism

Betim Budzaku, in 
his office of Andorra 
Turisme, in Encamp.

In the middle of the winter season, 
the general director of Andorra Tou-
rism, Betim Budzaku, addresses in 
this interview the current affairs 
linked to his daily activity and abo-
ve all points out the challenges of 
the future.

–How are you at the new location?
–We get along very well, even 
though arriving in a new place is 
like moving, it’s the most stressful 
thing there is. We had been in the 
same place for eight years and now 
we are in a building that is a privile-
ge, as it is emblematic and renova-
ted. We or the Ministry of Foreign 
Affairs had to be here, for all that it 
means to the outside world, a point 
of reference for architecture in An-
dorra and above all the history that 
the building carries. We have been 
there for four months, we are adap-
ting and we are happy.

ENCAMP
–Is it also good for work?
–You adapt. A lot of people used to 
walk to work, but nothing compa-
red to working in London or New 
York, where you might need more 
than an hour to get to work. It’s not 
the same, but it’s a much better pla-
ce than what we had, for everythi-
ng it means, and in that sense the 
adaptation is simple, since we now 
spend all our professional lives he-
re. From eight in the morning until 
we leave, we have a space for lunch 
without the need to go outside and a 
car park, which also helps a lot. The-
re are pros and cons, but we adapt. If 
we take stock, we are satisfied.

– Does the fact that the place is em-
blematic help sell Andorra to the 
world?
–We have a lot of contact with the 
outside world, for example interna-
tional media buying agencies. We 
also talk to National Geographic 
and others like that, and when we 
have meetings here they are surpri-

sed, they don’t expect it. People co-
me from a city and realize that he-
re you go out the window and see a 
cow, we are in direct contact with 
nature. It may not help close a com-
mercial deal, but it is an image is-
sue, which helps. Everything we do 
we do for an international image, 
so you look good with a building li-
ke this.

– You have been in office for 12 ye-
ars. What do you have left to do and 
how many years do you see your-
self there?
–Before coming here, I spent 11 ye-
ars in Port Aventura. When I arri-
ved in Andorra, I made a commit-
ment for two years, because there 
was the objective of taking a market 
pace to compete in external com-
munication. And I’ve had almost 
12. We’re a very dynamic company 
that doesn’t always do the same thi-
ng, so it gives you the possibility to 
look for that point of creativity, and 
that’s the balance of the pressure 

or may not like a campaign, concert 
or show. If it weren’t for a company 
that has such an ability to create ac-
tivity and a very good and powerful 
team like the one we have, it pro-
bably wouldn’t have been there for 
so long.

– Would you like to continue many 
more years?
– As long as there is a challenge and 
things we can do with great creati-
vity, I will continue.

–What is the challenge now?
–In principle, my position is one 
of trust, with a political link, and 
now there will be a change of gover-
nment, so both parties must agree 
to continue. Now the challenges 
are different compared to the time 
we started in 2012, when Andor-
ra had other priorities and needs, 
with one of the worst economic cri-
ses in the modern world. As things 
stand, we started losing customers 
from 2004, with a change in model 

you can have, because we’re a pu-
blic company with a global compe-
tition. Tourism means more than 
50% of GDP, everyone has the rig-
ht to an opinion and in marketing 
everyone knows about it. You may 

«The concept of 
visiting a destination 
and not spending 
the night there is 
not natural, and 
that is why we have 
generated 4 million 
overnight stays»
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due to the disappearance of the tour 
operation and the birth of low–cost 
companies. The years 2010, 2011 
and 2012 were among the worst ye-
ars, because there was no alterna-
tive with the economic crisis. And 
now, we are more than aware that 
Andorra cannot receive more than 
the 8.2 visitors we have now, becau-
se the infrastructure capacity does 
not allow us to go beyond these figu-
res, since we are only 80,000 inhabi-
tants and the roads are limited. We 
have to find the balance of maintai-
ning a solid tourist destination and 
putting the Andorra brand on anot-
her level in the perception of peo-
ple outside.

–If in terms of numbers we cannot 
grow any more, what is the goal?
– There are three of them. Those 
who come in the winter must ha-
ve a higher purchasing power, but 
this does not depend only on us, but 
on the offer. If the offer is more ex-
pensive and better, the purchasing 
power of the visitors will automati-
cally be higher. This, firstly, becau-
se we are not at 80 or 90% employ-
ment. In addition, there are still 5 
million people who do not spend 
the night in Andorra, they come 
in the morning and leave in the af-
ternoon. The concept of visiting a 
tourist destination and not spen-
ding the night there is unnatural. 
The figures since 2013 for overnig-
ht stays have risen from 6 to 10 mi-
llion, so we have generated 4 milli-
on overnight stays with the same 
number of visitors. We must increa-
se purchasing power, because a ba-
lance must be made with the midd-
le class.

– You say that the middle class no 
longer exists.
– The problem we have now around 
the world is that we pay more to ha-
ve the same thing, and this is one of 
the effects of the pandemic. And it 
can’t be, everything that is paid mo-
re must have more quality. If we ha-
ve the ability to improve the offer 
we have, we will automatically ha-
ve the ability to attract this type of 
tourist.

–What would you say to a hotel that 
tells you that in November, for exam-
ple, it has low occupancy?
– I didn’t say that we don’t want pe-
ople, we want people who sleep in 
the country, which is the big diffe-

rence, since there are 5 million who 
still don’t sleep there.

–How do we get them to stay asleep?
–Improving the offer. The more thi-
ngs you can do in Andorra, the lon-
ger you will stay there. If before you 
only bought basic products, now you 
have more purchasing options, in 
the commercial part, which is more 
complicated. But if you do a Cirque 
du Soleil at 10 at night, for example, 
it forces you to stay asleep.

– Diversifying the offer has already 
been done. It goes beyond snow tou-
rism, shopping and nature, doesn’t it?
– It’s the reality. If we have increased 
overnight stays by 4 million and ke-
ep the same number of visitors, this 
means that more and more people 
are coming and staying to sleep. It’s 
a process, you can’t make a radical 
change. It is said that tourism in An-
dorra is massive, and this is not true. 
Venice, for example, is like a theme 
park, you pay an entrance fee. Am-
sterdam, Barcelona, Madrid, Paris, 
New York or Dubai, with hotels up to 
seven stars, I spent two hours at the 
airport crossing the border, which 
was collapsed. Andorra does not ha-
ve exclusive massification. There are 
8,000 million people in the world, 
with more capacity to travel, and the-
re are countries that do it better than 
the rest, and one of these countries 
is us. It is not a sin to have too many 
tourists, we must be tourist friendly.

– But the country is limited, in the end 
it is three valleys of the Pyrenees.
–Exactly, but you have 47,000 beds 
and occupancy in May is 40%, so you 
have the possibility to grow.

–Could it happen that one day they 
charge to enter Andorra like Venice?
– This is very tendentious. It could 
happen, but the problem is that the-
re are some Andorran families with 
family businesses that depend on 
people coming and going. It’s very 
easy to say we only want people who 
spend a lot of money, but there are 
190 hotels and 47,000 beds.

– Will the casino help?
–The casino and the airport help in a 
very small segment. The casino helps 
to go out and be able to say you ha-
ve everything, but it won’t solve yo-
ur problem, it’s just a relevant added 
value. It helps to differentiate the of-
fer and give added value to leisure, 

allow more. This does not solve your 
problem.

– Now they want to have segregated 
transport to La Seu, the Pas variant 
and the train has been ruled out. How 
do you see it?
–There must be consistency with the 
projects. If the recently approved 
budget has a volume similar to the 
cost of the train, how will we finan-
ce it? It is a matter of consistency that 
those in charge must have. There was 
talk of building an airport inside An-
dorra, an absurd idea, because 90% 
of the country is nature, the differen-
tiating point in terms of sustainabi-
lity. And that during the pandemic 
helped us, because people came and 
could breathe. This differentiating 
point does not marry with an airport, 
because, in addition, that means you 
have to have an airline. First is the 
company and then the airport, not 
the other way around. All have their 
center. We must be consistent and re-
asonable with what we are trying to 
achieve. There are only about 80,000 
people who can travel here, it’s like a 
neighborhood in Madrid. When an 
idea is launched it must be able to be 
realized. Obviously I’m interested in 
having a train station and an airport, 
but we have to be realistic.

–This year, with the issue of tempo-
rary workers, has there been a cer-
tain collapse?
–We have come from two very com-
plex pandemic years and the vision 
has been given that there is work for 
everyone here, a destination that you 
know is fashionable and that everyo-
ne should go there. This is controlla-
ble. If we have the capacity to be able 
to guarantee that a person can work 
for seven or eight months and have 
the possibility to continue, automa-
tically the rotation will not exist, sin-
ce they will have the option of wor-
king all year. As for the lack of hou-
sing, these are global problems, but 
here they are more noticeable becau-
se there are fewer of us. Everywhere 
there are difficulties with too high 
rents.

–But it’s also a model problem: are big 
towers built for the rich and little hou-
sing for workers?
–There is no magic and short–term 
solution, even though it’s not up to 
me, I’ve had enough with my work. 
Yes, it is true that there are models li-
ke Canada’s to ensure that nationals 

can have a home. The 2008 crisis was 
for banks and housing, so we already 
have experience.

–Has the single pass been positive?
–A lot, especially in the definition of a 
unique brand with Grandvalira and 
Andorra. It helps a lot because it sim-
plifies the offer. Now we need to gene-
rate impacts.

– With the need to save energy, the ski 
slopes, with the artificial snow, are not 
complying. Is this sustainable?
–They have four months of business 
and must invoice 60 or 70 million 
euros to be profitable. As a society, 
we had never found such aggressive 
energy saving targets. I’m sure they 
will spend less in January than in De-
cember, because there is more natu-
ral snow. To be fair, better to make an 
assessment at the end of the season. 
If you waste energy, it’s bad, because 
if I can survive in 20 degrees, I don’t 
have to be in 23, but the business de-
pends on skiing and without snow 
you can’t ski. More than 50% of GDP 
is tourism.

–Perhaps it is necessary to change 
the model?
–Of course we have to change mo-
dels, models change. Skiing is the ba-
sis of the business in winter, but 10 
or 15 years ago we didn’t use the mu-
seums, culture and nature part, and 
now we do.

–How is it possible that it took so long 
to sell nature in Andorra?
– I don’t know, they are trends, fas-
hions.

– Will local tourism always be the most 
important?
– No, by a long shot. France and Spain 
have a large number of visitors in the 
nationals. We don’t have that inter-
nal strength, so we have to consider 
these two countries as nationals. 
However, we generate 20% of visi-
tors from outside these two countri-
es, which is like 40% of the total, be-
cause they stay more nights. We have 
to be receptive to Spanish and French 
tourism, but the target is central Eu-
rope, as we have lost a lot of overnig-
ht stays from Russians. We will do 20 
or 30% more in the British market 
this year compared to 2019. Priori-
ties are international markets from 
other continents, such as the United 
States, Asia, countries of the former 
Soviet Union and the Middle East.  H

«The problem we 
have now around the 
world is that we pay 
more money for the 
same service we had 
before»

«There are 8,000 
million people with 
the capacity to 
travel, and there are 
countries that do it 
better than the rest, 
and one of them is 
us»

«The US, Asia, the 
countries of the 
former Soviet Union 
and the Middle East 
are the priorities of 
the international 
market»

because if something is missing it is 
night time.

–It has decreased. Are you worried?
– Yes, we worry about everything, 
but there are so many worries...

–If there is a night offer, it’s a calling ef-
fect, isn’t it?
–Everything has a link. The casino 
will help with night time entertain-
ment, as there will be shows and gas-
tronomy.

– Does the airport only solve one seg-
ment? The lighting has just been in-
augurated.
–A tourist destination must have all 
possible means of communication. 
Any plane that lands at La Seu d’Ur-
gell can carry a maximum of 75 pe-
ople, because the runway does not 
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