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Bangladesh  Mr. Md. Zakir Hossain Sikder

Manager

Bangladesh Parjatan Corporation
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Cambodia

Taiwan,
Republic of
China

India

83-88, Mohakhali C/A Dhaka 1212
Telephone :880-2-8833-229
Fax :880-2-8833-900
E-mail: info@parjatan.gov.bd

Dr. Kim Bunnara

Deputy Director, Tourism Development Planning Department
Ministry of Tourism

Lot 3A, St. 169, SangKat Vealvong, Khan 7 Makra

Phnom Penh

Telephone :855-23-884-972

Fax :855-23-884-974

E-mail: admin@mot.gom.gov.kh. bunnarakim(@yahoo.com

Mr, Sok Vanna

Chief, Tourism Standard Office, Tourtsm Industry Department
Ministry of Tourism

Lot 3A, St. 169, SangKat Vealveng, Khan 7 Makra Phnom Penh
Telephone :855-23-884-972

Fax :855-23-884-974

E-mail: adminmot.gom.gov.kh,sokvannao5@yahoo.com

Ms. Chien, Hsiu—ﬁang

Specialist

Council of Agriculture Executive Yuan
37 Nanhai Road Taipei 10014
Telephone :886-2-2312-4621

Fax :886-2-2331-7543

E-mail: f70295@mail.coa.gov.tw

Dr. Yang, Su-Chi

Assistant Professor

Ching Tun University

No.229, Jiansing Road, Jhongli City Taoynan County 320
Telephone :886-3-4581-190

Fax :886-3-2683-292

E-mail: scy@cyu.edu.iw

Dr. Parladh Singh Slathia
Assistant Professor (Selection Grade)
Division of Agricultural Extension, Faculty of Agriculture




Fiji

Nepal

Philippihes

SK University of Agricultural Sciences and Technology of Jammu,
Chatha

Jammu, J&K 180009
Telephone :91-94-1915-2592
Fax 91-191-2263-891

E-mail: slath1a2007@gmail.com
Dr. Rajashree Shripad Joshi

Senior Program Coordinator

BAIF Development Research Foundation
Dr. Manmibhai Desai Nagar, Warje Pune 411058
Telephone :91-20-2523-1661

Fax :91-20-2523-1662

E-mail: rajeshreejoshi@baif.org.in,rsjaccount@yahoo.com

Ms. Salote Takayawa Boila

Training Assistant

Training and Productivity Authority of Fiji
Lot 1, Bountiful Subdivision, Namaka Nadti
Telephone :679-673-3730

Fax :679-672-5722

E-mail: salote_b@tpaf.ac.fj

Mr. Baikuntha Prasad Acharya

Senior Officer

Nepal Tounism Board

Regional Office Pokhara, Dam Side, Pardi Pokhara-17
Telephone :977-61-465-292

'Fax 977-61-465-292

E-mail: bpacharya@ntb.org.np,baikunthaprasad@gmail.com
Mr. Bamshi Kumar Acharya

Section Officer

Ministry of Tourism and Civil Aviation

Singh Durbar Kathmandu *
Telephone :977-1-421-1685
Fax :977-1-421-1758

E-mail: motcaf@ntc.net.np

Mr. Arthur Sandaga Cortez, Jr,

Administrative Officer IV/Tourism Operations Division Chief
Provincial Government of La Union

Aguila Rd., Capitol Hills, City of San Femando




La Union

Telephone :63-72-888-2797

Fax 103-72-888-2797

E-mail: pito@launion.gov.ph,ascortezjr@yahoo.com

Dr. Bemita Move-Pizarre

Provincial Planning and Development Coordinator

Provincial Planning and Development Office (PPDO)Provincial .
Govemment of Pangasinan

2nd Fl., Malong Bldg., Capitol Compound, Lingayen

Pangasinan
Telephone :63-75-5426-293
Fax :63-75-5426-293

E-mail: pangppdo@yahoo.com,ERBE4757@yahoo.com
Sr1 Lanka Ms. Buddhi Nilushika Liyanage

_Assistant Director (Natural Resources)
Ministry of Environment
Sampathpaya, 82, Rajamalwatta Road Battaramulla
Telephone :94-11-878-806

E-mail: nlushili@yahoo.com h

Mr. R. A.A K. Ranawaka

Research Officer in Charge

Department of Export AgricultureMid Country Research Station
Department of Export Agriculture, Dalpitiya Atabage
Telephone :94-81-2352-302

E-mail; aruna.ranawaka@gmail.com

Dr. R.R.A. Wijekuun

Assistant Director of Agriculture, and Head of the Institute
Audio Visual CentreDepartment of Agriculture

(Gannoruwa

Peradeniya 20400

Telephone :94-851-2388-018

Fax :04-81-2388-618

E-mail: avcentre@sltnet.1k

Mrs. W.A H.B. Wirasagoda
Assistant Director of Agriculture
Provincial Department of Agriculture, Sabaragamuwa

Office of the Provincial Director Agriculture, Mueagama Ratnapura



Telephone  :94-45-2222-356
Fax :94-45-2230-932
E-mail: agrisabara@gmail.com
Mrs. W.A.Malika Prasadint Wijesinghe
Assistant Director/Domestic Tounism and Resorts Management
Sri Lanka Tourism Development Authonty (SLTDA)
No0.80, Galle Road Colombo 03
Telephone :94-11-2440-006
Fax :94-11-2423-447
E-mail: malika@srilanka.travel

Thailand Ms. Duangjal Bumrungkul
Tour Operations Officer
Population and Community Development Association {Chiang Rai
Branch)
620/25 Thanalai Rd., Muang District Chiang Rai 57000
Telephone :66-53-740-088
Fax :66-53-718-869
E-mail:
crpda@hotmail.com,crpdatour@yahoo.com,bardieowh@hotmail.com
Ms. Jailuem Nedchanok
Community Development Specialist, Ban-Pong Community
-Development District Office, Ratchaburn Province
Community Development Department, Ministry of Interior
Song-Pon Rd., Ban Pong District Ratchaburi Province 70110
Telephone :66-32-200-380
Fax :66-32-200-380
E-mail: nedchanokj@gmail.com

Vietnam Dr. Le Quang Thong
Senior Lecturer - Head of Department of Rural Development
Nong Lam Univerisity
Thu Duc District Ho Chi Minh City
Telephone :84-8-8961-708
Fax :84-8-8960-713
E-mail; Igthong_kt@ghcmuaf.edu.vn,lgthong@yahoo.com
Mr. Ngo Trung Ha
HRD Officer
Hanoi Tourism College
Hoang Quoc Viet Str., Cau Giay Dist. Hanoi




Telephone :84-4-3756-2339
Fax :84-4-3754-3050
E-mail: hagyro@gmail.com

Ny BREE

AL F A EWINERESBERE > Rho T
Mr. Harro Boekhold
Managing Director
CONTOUR Projects Ltd. P.O. Box 6481 Moshi, Tanzania East Africa

Telephone:
E-mail: boekhold{@contour-projects.com
Dr. Linda J. Cox

Interim Associate Dean and Associate Director for Extension
University of Hawaii at Manoa, CTAHIR
3050 Maile Way, Gilmore 203B Honolulu, HI 96822 USA
Telephone: 1-808-956-8397
Fax: 1-808-956-9105
E-mail:  lcox@hawaii.edu
Dr. Therdchai Choibamroong
Area-based Tourism Research Manager
The Thailand Research Fund (TRF)
Industrial Research Division
Area-based Tourism Development Research
Office of the Prime Minister
The Roval Thai Government
Bangkok, Thailand
Telephone: 66-2-2980-455
Fax: Ext. 159,160
Mobil: 66-1-904-2456
E-mail:  tedchoibamrooug(@hotmail.com; therdchai(@ttreseaerch.org
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Day 1, Tuesday, 10 August 2010




08:30-09:30 [Registration

09:30-10:30 (Opening Session

. Welcome remarks NPOSL NPOSL

« QOpening remarks APQO APO

« Keynole speech Min of Agn SL
» Introduction of participants and Participants

resource persons
* Photo Session

10:30-11:00 |Networking break

11.00-11:30 |+ Overview of the course and house rules |Mr. J. Bernardo
Director

Agriculture Department,
APQ, Tokyo

Module ). Concepts, Principles and Overview of Trends of Community-based
Rural Tourism

11:30 — Session 1 : Concepts and principles of Dr. Therdchai (TED)

12:30 community-based rural tourism Choibamroong
Director

Thailand Tourism
Development Research
Institute (TRI), the
Thailand Research Fund,
Office of the Prime
Minister, the Rc;:yai Thai

Government
12:30 — Lunch break
13:30 |
13:30 - Session 3 : Trends in  tourism industry Dr. Linda J. Cox, PhD.
14:45 development in the USA and Hawaii . Interim Associate Dean

Focus on rural areas as tourist destination  [and Associate Director for
Extension, University of
Hawaii at Manoa

14:45 - 15:00| Coffee break \




Trends, opportunities and challenges for

) Dr. Th.erdchai (TED)

|15:00 - e Choibamroong
16:15 rural tourism development in Asia IDirector
Thailand Tourism
|Development Research.
|Institute (TR, the
|Thailand Research Fund,
R Office of the Prime
Minister, the Royal Thai
Government
16.15 - 16:45
16:45 - 17:00 Video presentation: Tourism Industry ‘
Development in Sri Lanka
19:00 Welcome dinner
Day 2 Wednesday, 11 Auqust 2010
08:30 - Unfreezing Exercise |Assigned g'r:nrup
09:00 |
Module |. Part 2 - Selected Model Community- based Rural Tourism Projects
and Agrotourism Products in Asia
{09:00 - «  APO's Program for Agriculture and  :|Mr. J. Bernardo
(10:16 framework on community-based rural
tourism development
10:15 - Coffee break
10:30
10:30 - 5 Country presentation Participants
12:30 (Vietnam, Thailand, Sri Lanka, Philippines)
12:30 - 13:30| Lunch break
13:30 - 3 Country presentation (Nepal, India, Fiji) Participéints
14:45
14:45 — Coffee break
15:00 |
15:00 — 3 Country presentations (China Rep,

10
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[16:15  |Cambodia, Bangladesh)

16:15 — Malaysia's Homestay Program Mr. Joselito Bernardo
116:45
116:15 — Scoping session on issues and challenges [Mr. J. Bermardo and
17:15 faced by APO member countries in the Resource Persons
development of rural tourism and
agrotourism

Day 3 Thursday, 12 August 2010

Module ll. Planning the Development of Rural Areas as Tourism Destinations

109:00 - Session 1: Concepts, approaches, tools and (Dr. Therdchai (TED)
“10:15 processes in knowledge-based rural/agro Choibamroong
tourism destination planning, development
and management

110:15 - Coffee Break

110:30

110:30 - Session 2, Strategies for engaging the Dr. Therdchai {TED)
11:30 community and other stakeholders for building|Choibamroong

up a functional mechanism for rural tourism
destination planning and development in rural
areas.

11:30-12:30 [Session 3. Group wnrkshnp'bn selected rural/|Dr. Therdchai (TED)
agro tourism destination planning, -[Choibamroong
development and management by
participants

‘112:30 - Lunch break
13:30

Module Ill. Planning, Development and Manag}ément of Farms as Tourism
Enterprises

13:30 — Session 1. Afarm as a tourism product:  |Mr. Harro Boekhold

14:45 from concept to product Manéging Director
CONTOUR Projects Ltd.

11




Amsterdam, The

05:30 am

| v . |Netherlands
14:45—  |[Coffee break '* -
15:00°
1156:00 - Session 2. 'Cnmpunents of a tourism Mr. Harro Boekhold
16:15 product and defining the unigue selling point
_L 16:15 — Session 3. Discussion on participants Mr. Harro Boekhold
117:00 individual assignment: development of
| tourism product
‘Day 4 Friday, 13 Auqust 2010
Field Studies 1 : Agro-Park

Day 5 Saturday, 14 August 20

10

Site Visit - On-site evaluation of CBRT model and agrourism enterprise

05:00am
ETA hotel

21:00

» Pelwehera CIC farm
+ Sigirity

Day 6 : Sunday,

15 Auqust 2010

Module 1V. Marketing and Promotion of Rural and Agrotourism Products and

Packages

09:30 -

Session 1: Approaches and Strategies in Dr. Linda J. Cox,"PhD.
10:45 marketing places and events as a rural

tourism products and package.
10:45 - Coffee break
11:00 .
11:00 - Session 2: Tools and techniques in Dr.Linda J. Cox, PhD
12:30 marketing and promotion of rural tourism

products and package.

12:30 -

Lunch break

12




13:30

13:30-14:45

Session 1. Defining the price of tourism
product, financial administration and
organization development.

Mr. Harro Boekhold

14:45-15:00

Coffee break

15:00-16:15

Session 2. Training and capacity building of
communities and farmers

Mr, Harro Boekhold

16:15-17:15

Session 3. Sustainable development of a
tourism product.

Mr, Harro Boekhold

qui’ : Monday, 16 Auqust 2010

09:00 -

Group discussions/reflections of site
11:30 visits
11:30 — Presentation of findings by groups |
12:30
1230 — 13:30{_unch break ;
13:30- 17:00 |Preparation of report on individual/country

Tourism Product

Day 8 : Tuesday, 17 August 2010 h

08:30 — Individual presentation of tourism product
09:45 plan
09:45 - Coffee break
10:00
10:00 — Individual presentation of tourism product
11:30 plan
11:00 ~ Evaluation /examination
12:00
12:00-12: 30 |Closing Session
12:30- 13:45 |Farewell lunch

Wednesday, 18 August 2010

Participants Departure to their Country

13




-~ ERBRAFTHECH
— ~ FRUH
HAPO PR BAMEERFE AR E & £ MBITHHH
i LI P NN L B L B
AR BREA B AREE SBFR -RELE  EHXE 5B
L ARBRALKSE - RHER  BERE REXNGEEEFELR
REARKBS—HBAEBRRNFIN  RALRTHTILE O RES
T AR c AFEUBREBEEROBHETRAALLETRER
# A % & %3 (Green tourism) @ # # B 4§ < A 40 4% 2k 2 (Rural
tourism) ; F A TR RGO BHRBEMB Y e TEB R3F
(Week-end farm) ~ T4k B 45 , (Recreation farm) & " B 3 #% ; (Farms
tourism) - M4 25 "M E % | (Leisure Agriculture)# @ THEAH
&M% mER KRR

(—) £HDr.Linda J. Cox, PhDiZR €3 - REB XN AL F T
MHEREARSAMNARCEAREAL 2N EL - K ERKeh
ho s R R AL EN Y LM EATESREE Y KE
A REZARATHRARZIEZIAR  ANEETE ~ EEARER
AR YEZ 4T > BSLEIRBEE S B - 4R8I ~ BRFFHERE A AR
HBERNA T - BELHNRMRAERASARHAL  BREFJVLBHIK
P LB ERRBETIFRG RO R IREIRS - F >~ B /RAe-
im~$ﬁﬁi%%ﬁ@=mﬁﬁk%ﬁ%%%%%@ﬁ@ﬁﬁm%ﬁ
BA &SRR - AR A AR () K - e fTHE
EHAARBRGBPERAELHTFE (MHF—22)-

(=) 77 #Mr. Harro Boekhold4%3f &35 : AR E R L TH EHAL
Bl thopk R RSB A WA RSN E BB - THHALE L
RIEMBESHE L REREALH LB RBA YT KL LR
Fo Wik kA B G b H depodk > ok B X E B B0 B G E RS
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sA BB AL S/EB S (KNCU) - HhBhi%E 681/ RF » e H 6
F Wooporde ) 0 AT 35 0 AT SRR R o KU 1960 51X P8 kb ohordk Bt R &
mEBRBERERE w122 10TAE B EH T M E TFEMRAL
S8 hE R R MmAZIZIMHRAYREZ R L OH » Fik
BMERES BT BRIREARTEAFLFEAR - BT “AR
PH AERRATREINAGAAS S - Bt ZFAHR KB
FHBE LAY " AHAITARGELETEARKRNTIAE RESHRE
Adocn » MRIFHEZFHEAFER » MBBENAENfR - AEt
FAEEAPHOBEIEFT S AR BENRESE RTAREAFAHT
BRBHRRELRS > ARk E LESBFHELETHARSY
S8 BMETELREANET - AR E RBTEEHO > T RFMH
RRAFMPAENIRES  Holae (BG)  BRER - @585 - &
Wg3E ~ BibE e AR AHER - BEAE - A STl - HHERE
LR ~ITH - FRAMIRAFNLEOTHYE BELZSHATIEEY 0 T
REAl AR RABRE B BRAKRHEE (M4Fw).

(=) #H#Dr. Therdchai (TED) Choibamroong#%:R &3k : X ER4%
RIS FWey AR ARG RATREBRSHER A B =37 ¢
BT HABMNREFRABHANE 380 - R /R ERLEE 4
wyRE] o RAEAEIE > RAK N EME  ZFEAEEMEN /RERE
ey g] ~ B IR o

20094 oK MITER 2009 F L EFETHRYATI  MAR=ZFE
WIS E LA5% 0 BB TR T2 - AV RGERFHRBEN AL A
119 » 18 & F L ARIBAR L 8L (0.4% ) - EFLEDSFTHRI% - &
T =39 c KFEM  EHMTHETL) -

N EMHERIUF A0S EY AR BEe A 2N RS
AHHR N TDHEBREIAEHIMELZRZETH 0 - AR0I0FH2EL
B s BHEICEZES - APPRBAHRALERIITHE > 5riL=
EeE (£ BRFAEM) 982 > MBS AMBEIREESL -
AV AMGERAABHED S MRASRFTFEL - SREAMA
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s GAERGHAMEXEBRREFZOER > WY MR P IES
i Bl Ao iR IRAE ~ W SLRRIEJE BRATR o FF R AARIE W B M A
$# 0 Bl EAEEIORE M MR EADRRERRDIRS
BB o 47 2 TR AR E AR S R T HIRER - R
BRAERRETH (TH > BA Mok > #E > H£H) AREXRES
R E A - B EHEHTH e FB FREABE AR
B EFR 0 AW IURRERGRBETK - AIAER B - A A
AN EBHFEE AR BRAR L E RA R ERHEBAR XL ~ btk ow >
THERE - RABTER - B EWFH 5L M FRFT
SiploWR o THFEMRBEM -

RSB ARSHRERER > FRE-EERY R - K (The
green heart of Borneo/ A Kingdom of Unexpected Treasures) - R

% % (Home of World Heritage) - %48 (Jewel of the Mekong) - %
R & . (Truly Asia) - 4 4) (The Golden Land/ Mystical Myanmar) -~
Ep 2 (The Ultimate inDiversity) - 3E# % (Wow the Philippines) -
#5 i3k (Uniquely Singapore) -~ #& B (Amazing Thailand) @ A% (The
Hidden Charm) - ;&% /)43 R & & Wk % 0 Re5RH4E S (Touch your
heart) -~ B LB RERRAZFABRTHRLR > BHALGRZHH &N
Bk HRARBLEERTSEMAADRARARS A HAK
B A B SUETIRE AL S s )38 5 > TR SRR AORBEER
B (MERLENL)-

— ~ S BB A RS
(—) RRENBHRA LB LRz R  HERFENSALELAE - Ad

BARIL B AR REFEARE - RARNBEL ~ H6 ~ RHIVERES
Ehl AL AL  ARNG—HM—BAMTRENR 2 E
E2 R BEENGBREEERLY L FMAGLES  LENLE
BAE RoXAL ~ HKE S R SRR G M P EH o TS
B S ERESE  RAE - Md MERE - RARA - $HBHGE2
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~3EMBBBERERYE  FEMUEHRAKREE R EEA B
PERH BBXCEAETTHRERERE LR UEBHAF A
BoA¥EwYE AE - RFERHCHERAS~I0FRE T BEUFTHER XL
A ARERARLE FHRXCEE - RECELFHERA ERE (M
H+E2+AN) o

(=) REARERAHRBLoMGE+ALE—+ -

(— ) Agro-technology Park

2 5 53k 3] Agro-technology Park A3 @B AR VAL KL X
Mo B S B iftsg 2R 2RARBREA LU RARS
R A ARG AR (5~ &) Bt ~ fE7F - Bk (R B
WRESE ~ ANB) - AMAE E Edhoh > BRAEEH - K4 - RAE - TR
HintE ~ FXEHEHR (BE-FFE - SWE - REF ) KABIT
o ABRERBREGFPO R TRERASAEE - ZARARIERES
MR ENRYE BEHEHA—EBRBREMAEEREELE RS £
SHIHBRRHOTRRE  ARBEEAHTHMYERMOMET
FABK - HHEAAHRRZRETERER AL -

( — ) Pelwehera CIC Agri Business

CIC h B ¥ 640 ¥ MisA 2000 £ /x4E07 B Fﬁ‘fi'ifiﬁé’ﬁ‘wﬁ'ltﬁisﬁ

Fucah Pelwehera B3 - @k 634 1R o €473 081488 85 R 4R 4 FF
TRk > NG IRELE | FBELANLANRREHFTRE - 25T RHK
WERREALY ZESARBARARACERVMOHMABEALAL
E-RE -FHBHBRENS LR WSRO ERTZBRRELE
LEBARAENERRBATRE  BBEE - BHEREMCEDARR
EREY > BREFEET  LEAH OH RBAAFEREER
BYE - HOELRRMHALE  BEARB -BTFEEAFTRE IS0 Rk
EarERFRAMETEANS BAOLEE RS 10000 AL A TH
Eiptih BHBMEIABE 20,000 BHOHAR AL ALEEHRA
B BAER KABRAES ML Wi TG RE KRR Bk
oM 3B CRE O RTRUEZENEREANN ERZLAFSE
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PRI TG « UOFERARBREARSERRIAN  XERFBTETR
EEEBRREGRFERTRA—EEHAREK , B ¥EA 2006 594
ZFELRARBEEAGFTETG LS (CIMA) MIERERHHUT AIRE
RIGBELERR - ©¥EHETTE - ALGAHE - 45l

GEGEETHRAL N BATAKRSEEME T B UELR
REMBMORRER ZRPHNHE | BER/HE R TEIRMY
FH5RAE - TR LK ik##ﬁ#fﬁ%#&wﬁﬁé_m%
i!if:i&m?Hl-ﬁé%ﬁu&%#?b%&%ﬁ:t%%iéﬁa%ﬁéﬁzﬁs&éﬁ AR
A — B &R - B RARFR ARG -

( =) Sigiriya

PEEMEM(Sigiriya-BTFEH)AMER-FREFLHBAFTI N
1982 4 &4k A B4 B2 A X A& (INESCO) ey # Rid & » BA XA -

B E @ AL TO 2008 ) mB AT HEIRITIRLGE S o sbik A E i
fo0F > R E I E 4 (Kashaypa 477-495) AR FH THpmit » B AR
ANO(RELYHVBRES 25 THFE - BFE LT REEHERR
AMIT G LEEE LTt BERAHATRERAESR EaBE S
S AN LB RRALES BN SRR AN LTRM RN R
SHRFACEREMARELNIZERRY - BRABE R BEFR
B2HNhfedts s FERTEHFH > 25T RE HEUEY sHRE -
LEFARBEGOBR - REAAHMERTZIN SRR E -

LXERNEBNXLHRAES ARAEETENERNFTRTRVEEXK
B BIENRE S BER - LAFLEREAE UREFTHRRALRERR
HABEHERE -

W~ AR
&3 APO B % 2 Mr. Joselito Benardo 4 ¥ 3 CBR/A-T ( Community
Base Rural Agro-tourism) 2 A1 TR & 5 @3t o L4k B A Addasy
Pletth b o BHRA U T HAEE - (1) FEBFLERA - AHREE
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R GESE - BEAY AR H RG] (2) 4t Sigirity & Pelwehera
CIC farm » #3 R 04 a3 R L2 %4 MLk -

A ER-BRAEME SRARAUARREGRRBHREL S
it T BRREHELR L o (KB —F—)

B~ iy iRk

— ~APOBMAMERLZIA "HEFN RN RBRAN BT E IR
MAREHZAMBEBREARARER - HMAABEL  ATH % 1
CAgro-tourism ) #§2 R ¥R B AL ERA R XEAH LS R T —HHAH
BEFR ARARREIER SOARBHNAE  BHBETEH -
EHIXCREREFTH—EARBEFX > KA ALEAFES T Leisure
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Trends in Rural Tourism in the
‘US and Hawaii

Linda J. Cox, PhD

Intenm Associate Dean and Director of Extension
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Community Based Tourism

¢Collaborative tools for the socio-
economic empowerment of communities
by developing the natural and cultural
resources nf the community to add value

L e

Global Tourism

. will average 3 percent

. gmv@_{th a year.

P Asm Pamﬁc: region wﬂl grow

. MR OF Ty Al B s S s s an P j@
Ay G T O P I R T A R

Niche Market

.. Nq-rrﬂwly defined gruup of potential
customers

%'. Businesses may be able to make more
“money by targeting environmentalists
because they have higher incomes.

| m?% i

" Community Based Tourism

Deepens relationship between host & visitor

Fosters npponumly for local people to
participate in the tourism sector

.Is a form of sustainable tourism
» * Works for rural areas

]

5t
¥i
.

i US Rural Areas

T . . .
« Travelers are turning to niche markets associated
with community tourism-adventure, educational,
medicinal/health, heritage, religious, ag- and eco-

» Need an economic engine to replace a nalural
resource based industry
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= Other activities, not Just rural landscapes to ook at

« Experiential leaming, such as guided tours, classes
'EE* of participation are popular
oy

L B ] TS PR L R

US and European Popu!ations

.+ 68% of households have inlernet access

W ., 04%; of these use the inlernet as their
primary resource

i« 68% cannot find what they want

- ':?iil-.-:=:$:=:-:-.-

43 76% find on-line advertising a nuisance

« 385 will pay up to 20% for customized
e __pmducts Or services

US and European Populations

| %‘d * Aging

Healthy and Wealthy
Interested in comfort
Keep an eye on price
» Ambience and amenities are important
B Women are making more bookings

# .':sgjﬂ
L]

- III|HI|u| st

""" “*I'H'

More Trends

month to find deals
+ People will comparison shop

.Eulmll i

¢ ' Since 2/3s book on the internet, then 2/3s of

2™ _the markelmg budget should be for on-line

LT T

||Ii'“'"l;i‘i;;ll1r|

On-line Marketing

] [IWBHET
% % Visitors want a relationship that begins and grows
on-line
= Social media sites allow this:
+ For example, business owner takes a picture ol six
friends, posts it on their Facebook page and taps

= each person. Then, instantly all the friends and
" lamily of each person is notified

* One picture is worth a thousand words of
‘promotion

mmm """
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L Most Important Element

. =. Critical mass and open air shopping are

.!Ei;é:;asr!.e'

“* most important
+ Nine retail establishments and four food

& venders
« FParmer markets, flea markets, auctions, and
%, country I_'_:Ilil:s |
+ Pedestrian fricndly shopping with narrow
streetls and intimate settings

) mmmnwmm hmwll
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W« Carrying Capacity
. . _ »+ Central to sustainability
-Community tourism will only be | T Many types exist
sustainable if the number of visitors - Cultural
- d. | *&% - Social
]S manage = Ecological
i Limits of Acceptable Change - compromise
n ﬁ% belween resource protection and
3 . Tecreational use staled as a ratio rather thun
b : fixed number
. +‘l‘~e ¥ Urmenrsey w1 Fvies B Wi 5 v . :m;um i B oo

Restricted Supply s,  Restricted Supply

_ = Reduces amount supplied
[ie | neeaicied miprly w«g ] [ncreascs price
«" Customers need hlgher Incomes 10 pay for I'ught:r
prices
ngh-:r prlms likely means higher income
“consumers who cxpect greater access 10 the
community/greater satisfaction then consumers in
o, mass tourism market

Cﬂmmunlt}' may perceive more negative
cxttmallllts

LT

" & murwum-mm _

I s
:.; s Visitor Satisfaction - Elestt:eE;fS?noen;frmlty
» Quality + * Standards .
© Health, hygiene and safety conditions @ . Assessment
% . Sustamablht}r o Certification ‘
e ca +.Accreditation
« Recognition
smm il A cceplance




. Mﬂre Lhun 100 ccnlngical programs

Dperatmns
»:Each program has its own standards
. 'iflal-flany sustainable tourism and ¢cotourism
sinitiatives focus exclusively on certification,
signoring the other components
= » Goal is a cost effective, credibie sustainable
w8, tourism conformity assessment system

HitilnK
i

Assessment

» -First-party assessmeni - supplicr (self)
assCcsy ment

. Secund-party assessment - purchaser
assessment \

» Third-party assessment - done by an
_ organization nol related to the supplier or
;.. the purchascr

4 ,,° Certification programs mandated by
“government regulation more rigorous und
" expensive than voluntary private sectors
# Programs.

« Voluntary programs vary greatly
* Types include
— Conventional
— Sustainable

Emluurlsm

F AL Cwvlimgen o Fropbest & pFomtin sod v B b
T e L i b Rl T

Standards

. Pru-i.:scriptive:-hnw things will be done
example: Use of Energy Star appliances
«~ Performance-what will be achieved
w  example: Solid waste reduction by 50 %
* Management system- how things will be
done and overatl what will be achieved
% example: Monitor utility usage and waste

Ty mﬂmdm-ﬁmm A
ikl P ) O s v it - 8

Certification

. First-party - Eilpi:i]iﬂr declaration is common
« Second-party - commonily uscd by large
" purchascers

{~ * Third-party -a technically competent
certll" icr 15 needed

. Suppller s audil confirmation - third party
assesses the supplier’s internal audit system

. Important element of third party sysltems
“¥No international accreditation’ program for
tourism
.+ Peer review process includes
— Self-evaluation
__— On-site assessment by auditors

*’@«ﬁg — |udgment by accrcdnmmn body
'+::E. .
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cred:blhtv acceptance requires that

.. producers and customers be educated about

the benefits of certification
* A complementary markeling efforts is

... needed to alert all stakcholders about issues
gl |

B

=3

Certn‘" cation Benefits

I“-I"EI:

"+ Better Credit Opportunities

» Reduced Liability and [nsurance Costs

5 More Capable and Dedicated Workers

e H o

. Pmactwr: and P'Elrlltlp{llﬂl‘}’ Tourism
Businesses

= * More Efficient Technology Transfer

43 | ! m P Wi b et t v el i l—q.—“, "
e s, . ol P 1 L AR M G

0ol
" 'Fll # if

Interest Categories

* Producer or suppliers
» Users '

Affected public
Ganral interest

r

Certification Benefits

-k
» Increased Producer Satisfaction

. * More Sustainable Tourism Businesses
#+ More Competitive Local Tourism Markets
* Increased Profitability ol Tourism Sector

P L

" .-'.-'W

- Impm»ed Public Image of Tourism Seclor
* Increased Community Dialogue

1z

%2i!.::!:i:.iiiiiiiii!,;i!ifffi-’iz KEYS to thE Process of

Standard Develapment

-+ Openness - ail persons who will be affected

LA must be allowed to participate

» Balance - no single interest category should
i Account for more than one third of group
- "deciding on the standards -

® » Consensus - all views and objections should
<& be considered and an effort be made to
. resolve differences

-'

llﬂ_q-.mll—--n—-—

Successful Systems

ITEH
o
EHE T

» Continue to be responsive to major
stakeholders who prefer a gracimg

o e

- Are sulf-supp-nmng and f'nann::a]l}f stahle-
:  «direct cost of assessment {certifier) and the
1*  cost of implementing (supplier)
it [N the long-run costs should be paid by the
™" tourism [ndustry and its customers




Caveats

« An overall tourism policy and plan are needed first
+ With sustainable tourism as the goal

» Certification is 2 means to implement the plan

« Commitment to a political process that includes all
g, mem bers of the local ::E_Tfnqqn.ity is nceded
+" |.imiting supplies will result in price increases and
customers tend to have higher than average
- incomes
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Approaches and Strategies in

k2Marketing Events as a Rural
Tourism Package

Linda ). Cox, PhD

Intetin Associate Dean and Dicector of Extension
www ctaht hawat edw/'Coxl

Destination Planning

» Complex and best completed
on a larger scale

. Regiﬂnal efforts make it

. .+ Macro level planning facilitates a
il regional approach and supports
h ™ micro/business level planning

y Mﬂl nf m i.ll.ﬂ— —I #hh— l--nlili
! I i |l|'"I

t.
i : : .
© e Situation Analysis

w.

«-Planning Process

"« Ongoing Engagement

Destination Management

» Coilaborative process
« Coordinated approach
«"» Understanding di:exisling internul and
external operating environments
« = Tourism supply & demand |

W B oL ) ' .
-+ Consider all relevant mﬁ:rnnatmn

Situation Analysis

» Community’s aspirations and values
» Current visitor market

"« Preferred future target markets

r ® Analyzmg the operating environment

. Producl and experience analysis
?ﬁ-“‘ MLuaurEanl ol the value of tourism
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Situation Analysis

., FanEﬂEtS of fulure tourism

...............
: !!!'!!-
......

. Imp{)ﬂant issues, challenges, and opportunities
* Human and financial capital

Planning Process

Strong leadcrship

Cnmpruh&nsw& stakeholder engagement
process

+ Shared stakeholder vision

-+ Development of sirategic planning
documents

w  Stakeholder Engagement

Specific projects aimed at specific stakcholders
Measure success and celebrate wins

F
]

Strong leadership
Partnership agreements

Situation Analysis

= Statutory and planning environment

~ Alignment of regional-level strategic
planning

+ Lessons leaned from other destinations

S ta

; Planning Process
. Deve!npment nf ﬂ,tralcglc planning
documents
7 - Long-lerm Strategic Plan
E — Rescarch Plan

— Risk Maaagement Plan
— Strategic Marketing Plan

nlrlﬂ-ll'\--'\-'r"ﬂ

hﬂ%wﬁ — Festivals and Events Plan

TR 5 Lirbrtalty £ My 55 bl nmy 112
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Maximi mi
aximize Net Benefits X Maximize Revenues
+ Understand the poiential for tourism = bl
development o Pt reme——rp—
* Inform and educate the community tc ereate !
support
, %ﬂ- Secure investments from publicand private | [ __ /
sources ﬁyﬂi Demand
/| I
| 20, ¢ Manage natural, human, and financial
| & ¥ resources
> Build an image for the community
;%F"'F:I o F} ."m o llln-—n FI—

p T T A Tty !-:»E"!-:,m:-ﬁ,"'n . E T f ~
i = Asset/Resource Map T Asset Map
| S iy -
: I » Natural sextings + Retirees . ) .
:- & + Scenery « Cvents * Describe each attraction by quantity and
‘r ~« Parks & rec. + Festivals ] _quality w
: « Historical identity - Fairs | + Separate by core elements from secondary
, + Cultural identity « Shops elements
! - [Ethnic identity * Hotels | « What needs enhancing
r. e "Volunteers » Local industries {g T
« Students « Art palleries gt vah% do we nol wanl to share
Wmmmﬂmﬂww--mﬂq u":.g
Mﬂfﬂ* P T IO i B M S o M et

. srkat Qon L= Geographic Market Area
| Target Market Segments " g e grap
: - I}ay Trips
* Dcline the market area that wiil draw the e Short-within 20 kilometers
. . - Bk Long-up to 180 kilometers
z most visitors i y
+ Divide the market up into trip length o, rough Visits
categories S an visits
* Define the clientele that will be most s {; "‘""m':h':‘“?s
attracted to the community e - vernignt Trps
5 _ - Weekends
. — Vacations
R 3% ovisen v smniamt amers soo Hamar Roveimmon B3




Geographic Market Area

Cutdoor recreation Activities

+ Water Activines » Hang Gliding,
+ Camping, Hiking Balloning

Ricycling + Nature Study
: Hunting « Photography,
w s Winter Sports Painting

, * Horseback Riding
s Picnicking

*4  Geographic Market Area
« (ther Travel Purposes |
— Visit Friends & Relatives
et o Business
%EEH.: g

guvemmv:nl regulation more rigorous and
expenswc than voluntary private sectors

. ‘Vuluntary programs vary greatly
g +: Types include
- Conventional:
— Sustainable
¥ Ecolourism

s .:ﬁ_!m i Wl THo bl A gripiabtiprn: £l My Bty
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. Product Development |

. QI-Etisling Customers/Exisling Products:
fow risk, aims to refresh existing
i products/mkt
« (2-NewCustomers/Existing Products:
___ medium risk, rcposition existing products in
ikl new mkt

Product Development

« (Q3-New Customers/New Products: very
high risk, extensive research & unique
w  selling point required
« Q4-Existing Customers/New Products: high
risk strategy, presents new products to
| existing customers 10 fil] mkt needs

i
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?2%
!,__;HECInthes with location/atiraction 1D 68%
"+ Crafts 619
* Local food product (not meals) 52%
",
%+ "Destination related book(s) 40%

« Collectables 35%
= Small momentos 32%,

It ::!'E::
[ LHHHH

= Crafls 61%

« Local food product (not meals) 52%

&l ‘Antiques 1694

+ Collectables 35%

i @:Qastmatmn related book(s) 4084
oo “"Postcards & booklcts abow sites

k Four Tourist Styles

+ Ethni¢, Arts and People tourists
%- History & Parks Tourists
“» Active 0utdnnr Tnurlsts

S

T

Ethnlc Arts and People Tounists

I| I| |}|H.!'|

= Activcly involved
K'% * Immerse in the community
» Education &personal development
* Authenlicity

3 * Community festivals, art gallerics &
=i+ MUuseums
» Timeless erafts, food products, antiques,

}

v Hlistory & Parks Tourists

EYHH T

....H!!'I'“I ||]|] "i-!

fé%;} * Introspective & enjoy scenety
« Take time to plan
. _* Historic sites, museums, recreated villages

« Gurdens and state parks

name of site,
5. * Books, local food products, pusteards,

books, collectables
. g

» Crafts to display, easy to pack and care for,

ﬂActive Outdoor Tourists

]
i

Outdoot cnthusiasts
Vigorously enjoy parks and nature arcas
Clothes with lecution/attraction 1D

Buy few crafts from natural products like grasses,
dried flowers, stong, etc.




‘Urban Entertainment Tourists

Visit cities

Always on the go
Pro sports, theme parks, dancing

Social interaction is important
Packaged tours

L

ot Shop till they drop

L

Y oung, higher incomes
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E 4 Packages
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Tourism Services

s ]ntangible
» Physically and mentally difficult
" Pty to grasp

~* Immaterial value propositions

sgih,  from the supplier
* '« Require active participation

Tourism Sefvices .

*» (Cannot be stored
*: Quality is judged after the fact

* Lack of information

Tourism Services

* Decision based on information
% beforehand
* High information cost

« * Internet is the most cost effective

way to get information

i -

S——

B Websites

= First priority
5" Professionals for pictures, keywords and
sponsor matches
e ;_'.]"raﬂk current stats
= M ktg material to read & download

+ Scll experiences

Sai'e Serve as [ront door to other community
: ' _websites

‘On-line Promotion Tools

+ Feedback forms
& — Clients opinions come in
= Build relationship by responding
= Besure the form does not become a question box
@m — If yes, then separate Lhe form (rom host YUErcs




On-line Promotion Tools

« §itc address links to murketling stralegy

* Fresh conient 15 needed 1o get repeat visitors
- Tl]:l-ut' —ihe day o week
¥ E - Daily give awayfmupunsfcumests
w booking incentives
— Surveys

* Awards and testimontials give credibility

Vlrtuaf Commumﬂes/Sﬁmal

Networks/Soclal Media

« Of high interest
* Tools to build trust in information
* Facebook

= 350 million active users
= 130 friends per user (network)
~ 55 minutes per day {involvement)

— Fan of 2 pages & 12 group memberships per
motth (:nmmitmmt)

'
P

By

“Z A forum for customers to share

— Direct access to cuslomer opinions to
gauge trends

= Online tours allow spotlighting

:H

Drawbacks

» Fans may control a Fanpage - "Fans are

faster than brands™

« Need social media cooperation

- Talk with the Tnundr:rs dctermine why they
built it & how to support them

ws » They may be the most devoted fans & an
assel

Draﬁrbacks ;

i Lack of awareness & incorrect perceptions ahout
social media’s importance

* "More than a marketing lools g

g~ Sacial online communication channel (SOCC)
“linking pecple, some consumers, who talk & listen
to ¢ach other

» SOCC builds relationships

Addressing SOCC

= % whared values

« Vision

« Strategy
— Where
- How
Z Must have impact on culture & structure
— Need agents & policy
prasece — benchmakrs
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Mobile Tourism

-+ More important

& ¢ 65 million active Faccbook users-20%-use (hcir

mohile devices& they are are ncarly 50% more
active than nﬁn-nmhilp USCTS

- 75% of Japan social notwork uscrs used their
mobile phnnc not compuler

« Apps using GI*S thps Arg more common

Deintie-iih 8 Traphe

R s

Travel Apps Types

« Information
« Communication

« Distribution

Types Overlap

Information Apps

« (et information 1o user about their current
location
+ Augmented reality apps use the camera in

your mobile phone in connection with GPS
& a compass to supply info about the view

4‘"- ‘aupply more interactive information

hiji
L1l

|[|f'.-n Rcslaurﬂnl reviews B
~'Check mtm’un ﬂlghlh

Distribution Apps

» Even more interactive
- Book hotels
— Rent a car
— Book flights
« -In-app-purchase will make payment as easy
as reservalions

-. Roaming cosls are too high now

". < Affordable plans will explode the market

"« Get the website ready for mobile users

« Get apps for brand name cell phones like
iphone

» Cooperate with existing apps

»- Do more etnographic online research to

S¢  access the knowledge that millions of
o3, - consumers produce enline




To Do

» Create valug to ensure that organizations
can thrive & re-integrate it into the value
chain C

% collect & analyze online info

mnF Fegitin Man s a5 RIS

A R DN - e Y il L D LY i [ - '.!I! o




Trends in Rurzal Tourism Development in the US and Hawaii

The worst is over for global tourism. Tourism revenues are expected to grow more than three percent (3%)
a year on average, with the Asia Pacific region growing two percent (2%) more than the global market. The
competition for the consumer dollar is fierce and destinations will need to concentrate on product
development in order to be successful. -"

The face of tourism has changed in the 21* century. Community based tourism is growing. In general, this
type of tourism is both an integrated approach and collaborative tool for the socio-economic empnwennant
of communities through the assessment, develnpment and marketing of natural and cultural community
resources, which seeks to add value to the experience of local and foreign visitors and simultaneously
improve the quality of communities. It creates a new level of relationships between the host country and the
visitor. What are appealing to visitors are the varied natural attractions, local resources and talents, and
indigenous atiributes of a community or area. Through visitor-community interaction, respective cultures
are explored, ideas and information are exchanged, and new friends are made. It fosters opportunities at the
community level for local people wishing to participate more fully in the tourism industry. Community
based tourism clearly can be described as one type of sustainable tourism, if the environment is included as
a component of community quality. C

Rural areas have an opportunity because travelers are increasingly tuming to the niche markets associated
with cornmunity based tourism, including adventure, educational, medicinal/health, heritage, religious,
agricultural, and ecotourism. Business travel has also changed and the increased competition to attract the
new budget minded business travelers bring cities in more rural areas into consideration.

Many rural counties in the US have lost their most important industry of agriculture, timber, mining or.
fishing in recent years. Nearly all of them are looking to tourism as an economic engine to replace what has
been lost. Many of them often focus primarily on marketing themselves to visitors in order to foster a
growing tourism sector, | “ o |

Outdoor recreation is generally considered to be the primary visitor attraction in rural areas. The associated
promotional materials tend to focus on the rural landscapes that provide the recreational opportunities.
Visitors, though, want activities, not just things to look at. Experiential learming, such as guided photo or
wildlife tours; classes with local artists or culinary expetrts; or participation in day-today farm or ranch
activities, are very popular.

At the same time, the populations of the US and Europe are aging. They are healthier and wealthier than
they were in the past. They are interested in comfort, while stll keeping a bottom line on costs. Ambiance
and amenities are more important for older travelers; so one-size-fits-all products will not be suitable. Also,
women are making more of the beokings than ever before.

In the first decade of the 21* Century:

-68% of all households have immediate access to the Intemet.

-94% of these people use the intemet as their primary resources.

-68% have difficulty finding what they are looking for.

-76% find on-line advertising a major nuisance \
-38% will pay up 10 20% for customized products and services.

The increasingly widespread use of the Intemet also has results in last minute bookings being the norm,
rather than the exception. Fifty million people visit the top ten travel websites every month to find special
deals, No one wants to overpay and people will take the time to comparison shop. Since about two-thirds of
today’s travelers use the Intemet to plan their vacations, about two-thirds of the marketing budget should be

devoted to on-line marketing strategies.

Destinations have also changed the approach used for tourism development. Interest in the sustamnability of
a destination is becoming more important. Tourism can and will evolve with or without planning. However,
effective destination management relies on an iterative and continual planning process that integrates

]
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tourism into a community’s social, economic and environmental aspirations. This prevents the development
of a type and scope of tourtsm that cannot be supported by the destination.

Visitors are captivated by a relationship that begins and grows on-line. Social media sites like Facebook
allow business owners to target and build a relationship with their ideal client. For example, if business
owners were to take a picture of a group of six visitors and post the picture on the business’ Facebook page
and tag each person in the picture, then instantly all the family and friends of each group members are
nolified. This one picture will be easily worth a thousand words of promotion.

Critical mass and open air shopping are the most important element of successful tourism products. The
most popular activity among visitors is open ait shopping. For rural communities this means at least nine
retail establishments and four food vendors. Farmer’s markets, flea markets, auctions, and country fairs are
becoming more popular. Pedestrian friendly shopping districts with narrow streets and intimate settings are

needed.

The destination must develop a branding plan that also addresses signage, way finding {self-guided tour
maps that include detailed summaries of attractions/activities), and gateways. These should highlight the
authentic character of the region and reflect the values of the residents, while at the same time provide
visitors with an idea of appropriate behavior for guests. Travelers rely on signage and way finding in rural
areas. At the same time, rural areas may have more challenges in providing the amenities and infrastructure
that visitors want,

Anothert trend that is moving quickly from Europe to the US is sustainable tourism evaluations systems.
The tourism sector is familiar with reliable, measurable indicators of satisfaction, such as Fordot’s star.
rating system for hotels, which are aimed at ensuring that service providers conform to vanous practices.
These types of measures include: (1) quality indicators that reflect how consumers feel about the services,
which are readily available from a variety of sources; {2) health hygiene and safety indicators that are often
regulated by the government; and (3) sustainability indicators that have been developed in tourism
destinations internationally. Around 100 programs worldwide certify tourism sustainability, with 78 percent
of these being based in Europe and 68 percent focusing on accommodations. Without such systems, visitors
will never know if a firm is truly utilizing sustainable or community based tourism practices.

Many sustainable tourism initiatives focus exclusively on certification. However, certification is only one
component, and without addressing all the components of an assessment system it has a very low
possibility of being successful. A sustainability evaluation system needs the following components:
-Standards | |

-Assessment

-Certification

-Accreditation

-Recognition

-Acceptance

The three types of standards are: (1) prescriptive standards that outline how things will be accomplished, (2)
performance standards that outline what will be accomplished; and (3) management systems that specity
clements of the process. A system that includes all three is likely the most useful.

Assessment and certification systems vary depending on who is responsible for completing the assessment
and who is responsible for ensuring that a product, service provider, or management systern conforms to a
standard. First party assessment/cettification involves suppliers assessing themselves and declaring
themselves in conformance. Second-party assessment/certification involves the customers or purchasers
assessing the supplier and/or their products and assuring they are in conformation. Third party I
assessment/certification is done by an independent organization not related to the supplier or the purchaser

and may be mandatory or voluntary,

Accreditation is the process to certify the certifiers, which is crucial to third party systems that rely heavily
on accreditation to provide credibility. Recognition and acceptance will ensure that the marketplace
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provides an incentive to certified suppliers so that an increased retum on investment resulits in the tourism
sector’s willingness and ability to fund the program in order to support the system,

Approaches and Strategies in Marketing Places and Eventis as a Rural Tourism Package

Tourism destination planning is a complex problem that must be completed on 2 community, regional or
country specific scale. Regional efforts are likely to be more success{ul than single community efforts
because it is difficult for 2 single community to offer a product compelling enough to attract enough
visitors o be cost effechive,

Often capital projects, both public and private are what is most needed to develop a successful tourism
destination. These often can be costly and maybe more feasible if regional benefits could be realized from
the projects. Macro-level planning helps facilitate a regional approach and can then be used to support
planning at the micro or business level. It involves:

-Situation Analysis
-Planning Process
-Ongoing Engagement

Effective destination management looks at the strategic direction for future development, marketing and
management of tourism where decision making is based on an assessment of the best available knowledge.
Destination planning should:

» Be a collaborative process that ensures the engagement, participation and commitment of all
relevant stakeholders,

* Beacoordinated approach that is managed based on clearly defined processes and frameworks,

» Be based on an understanding of existing internal and external operating environments of the
destination, |

» Be based on a sound understanding of tourism supply and demand forecasts for the destination,

¢  Consider all relevant information including market research, stakeholder values, the planning
environment and available resources and assets,

+ Develop a clear and agreed strategic direction for the destination including a tourism vision,
goals, strategies and actions, brand and positioning, roles and responsibilities, ongeing
management processes and performance measures;

Realizing the potential of a destination requires an understanding how it performs against a set of agreed
benchmarks, such as revenues generated, market share, or employment. The situation analysis involves
analyzing and understanding the environment in which a tourism destination operates. The aim is to assist
destination managers in identifying key factors that will influence how a destination is developed, marketed
and managed over time,

A comprehensive situation analysis should include:

¢ An understanding of the destination community’s aspirations and values,

[dentification and analysis of current visitor markets;

» Understanding consumer (visitor) characteristics, behaviors and preferences to identify preferred
Sfuture target markets;

»  Reviewing and analyzing the operating environment of a destination, including internal and
external factors that might influence the planning and development a destination;

»  Undertaking an infrastructure, product and experiences analysis that is matched with a visitor
demand analysis to identify key gaps in the destination’s product offering and opportunities to

value add to the visilor experience;




o  Measurement of the value of tourism, including economic and non-economic contribution, to
provide understanding and potentially increased recognition of the importance of tourism;

»  Forecasts of future visitation in sufficient detail to support understanding of the likely demand
and the future mix of visitors; ‘

»  An understanding of the existing and future resource impacts of tourism on a destination and
identification of strategies to develop a sustainable approach to tourism development and growth.
This includes an assessment of the impact on natural areas and protected areas within a
destination;

e  Anindication of the vision for tourism that is articulated and agreed by the govemments, tourism
industries, and community stakeholders; |

e A review of important issues, challenges, and opportunities facing the destination across the
short-term, medium-term and long-term; »

e« Recognition of the human and financial capital available to support tounsm and destination
management; |

»  An analysis of the statutory and planning environment and how these regulations will impact on
tourism planning and development in a destination, including the impact of climate change
regulations; |

¢ Review and where possible the alignment of region-level strategic planning with national and
state policies and plans to assist the development of partnerships and leverage strategic
opportunities.

¢ Review of lessons learned from other destinations on pitfalls, successes and future opportunities.

The planning process should be informed by the findings of the situation analysis to ensure that all existing
knowledge is considered and incorporated into the strategic direction of the destination. Lessons for an
effective destination planning process include:

o Strrong leadership needed from destination managers and focal tourism champions to ensure
stakeholder participation and commitment;

» Development of a comprehensive stakeholder engagement process and clear definition of
stakeholder roles and responsibilities in order to leverage skills and experience, and provide focus
for planning and management;

»  Development of a shared stakeholder vision for tourism and destination management tn the
destination over time to agree on a common direction and values for the destination;

o  Development of strategic planning documents that provide a long-term direction for the
destination®s development, marketing and management as well as short, medium and long-term
actions to achieve the destinations vision. Strategic planning documents include:

o A long-term Strategic Plan identifying the strategic priorities and direction for
the destination including priontization of actions and strategies;

» A Research Plan that identifies the dala and information required by destination:
managers to make inforimed planning and strategic decisions;

* A Risk Manapement Plan that outlines a framework and processes for
identifying and responding to tourism risks and crises that may impact on a
destination;

» A Strategic Marketing Plan that identifies the marketing strategies and
activities to successfully attract target visitor markets and influence destination
and product choice.

» A Festivals and Events Plan that identifies opportunities te bring locals and
visitors together to celebrate the unique and special features of a destination.




Successful tourism at a destination level relies on a partnership between a wide-range of stakeholders.
Many destinations succeed in gaining input and having stakeholders participate in planning. However, few
manage to keep those stakeholders engaged throughout the implementation and performance stages.

Lessons for successful ongoing engagement of stakeholdets include:

»  Specific projects or strategies to address;

e [mplementation funding, including a Project Manager to ensure continuing progress;

e Using a benchmarking system to measure success and celebrate wins.

» Having strong leadership to continue to inspire progress at an operational level.
Utilizing Partnership Agreements to formalize ongoing engagement, moving beyond simply
having a responsibility allocated in a project plan,

The pros and cons of tourism development in rural areas are varied. Tourism provides income and
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diversification to rural communities. Most of the dollars generated from outside visitors stay within the
local economy.

In addition to gains from direct sales to visitors, many indirect benefits are realized from tounsm. Visitors
contnibute {0 the tax revenues collected and can influence the quality of life by financing community
facilities. Community events intended for tourists, also attract local residents. The need to provide services
to tourists creates new jobs in the community. Although they may not be high paying employment
opportunities, these jobs satisfy the need of students and dual-earning families for part-time or seasonal
employment.

On the other hand, developing and maintaining the tourist industry in a community requires added costs
and puts pressure on public services. The cost of surveys, impact analysis, promotions, insurance, fund
raising, and operations are some points to consider. Other negative effects of tourism are well documented.

Advanced planning maximizes the advantages and minimizes the disadvantages of rural tourism. This will
assist in gaining:

An understand for the potential for tourism development,

Information and education throughout the community to create support,
Secure investments for public and private sources,

Management awareness in natural, human, and finanoal resources,

A responsible image for the i:bmmll;lnily

Managing natural, human and financial resources is an important component of tourism development. Most
communities have existing resources and attractions that can draw visitors, such as:

natural seftings retirees
scenery « events

& parks and recreations e festivals

* historical identity e fairs

e cultural identity « shops

* cthnic identity * hotels

»  volunteers ¢ |ocal mdustries
* students e art galleries




Capitalize on Existing Resotrces

An inventory of the things that a community has to offer to tourists must be developed. Each type of
attraction should be described in terms of quality and quantity. They should be separated by "core
elements” (primary reasons tourist are attracted) and "secondary elements” (supporting resources; those that
contribute positively to the tourists' travel experience). Resources that might be enhanced or used more

fully need to be identified. At the same time, resources that the community does not want to share with
visitors need to be identified.

Surveys and models are used in the process of tourtsm planning to determine:

+ Community attitudes toward tourism

* Recreational use value and demand
Tounsm pattems

s Trave] costs

* Economic impacts
The survey may include questions that ask:

Where does the visitor live?

What attracts the visitor to the community?

How does the visitor find out about tourist attractions?
What type of businesses/facilities does the visitor use?
What kinds of accommodations/services are needed?
How do residents feel about visitors?

*  What impact will visitors have on the community?

An important step in tourism planning is determining target market segments. Experts begin by defining the
market areas that will draw the most visitors. They then divide the market into trip length categories.
Finally, they define the clientele that will be attracted to the community. Use the chart below as a guide:

e .
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:Geographic Market Areas

RN [ L.

| o shont -- within 50 miles
Day Trips  long -- up to 200 mles

*» day visits
Pass Through Visits * ovemnight stays

_ s weekends
Overnight Trips ¢ vacations

-

T

Water Recreations
Camping, Hiking, Bicycling
Hunting

Winter Sports

Horseback Riding
Picnicking

Hang Gliding, Ballooning
Nature Study

Outdoor Recreation Activities

&
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»  Photography, Painting

T

- i T . S

Cultural Heritape ,
Historic sites
Cvents

Fairs, Festivals
Shopping
Picnicking

Entertainments

e

*  Visit Friends & Relatives
| Other Travel Purposes » Business

Tourism Market Segmenis

When the market segments have been identified, leaders of the community are ready to make a writien
marketing plan. This plan helps them to see the best combination of marketing strategies, prices, places and'
prometions to use, All facets of the community need to be included in the decision making process.
Everyone and everything the visitor has contact with projects and promotes something about the
community.

Product development, whether it be the development of new products or refreshment of existing products is
the cornerstone for the success of a tourism destination. Without appropriate products or services that are
relevant to visitor demand a destination cannot survive. Product development should be based on the
findings of the planning process. The planning process identifies the market potential and goals for
business development and growth, while the product development phase is the implementation of specific
actions for the business.

A product development plan looks at the marketing mix including product, price, place, promotion. The
type of product development will depend on the stage of development of the business. The four quadrants
of product development include:

¢+ Q1 - Existing Customers / Existing Products: a low risk strategy that aims to refresh existing
products for the current market segments;

¢+ Q2 - New Customers / Existing Products: a medium risk strategy that looks at repositioning
existing products with a new market segment;

¢ 3 - New Customers / New Products: a very high risk category that all new businesses start in.
Extensive research and a unique selling point is required;

* Q4 - Existing Customers / New Product: a high-risk strategy that presents new products to
existing customers that are still aligned with the markets needs.
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Source: Canadian Tourism Commission 2003, “Passages to Innovation: A Dynamic Interactive Planning
Tool for Tourism Product Developers in Canada’.

As a highly competitive service industry, tourism destinations face the challenge of being able to
effectively reach and communicate with the visitor market and successfully generate sales. Marketing ts
often restricted by resource and funding availability. The marketing of a destination should be guided by an
overall plan and be underpinned by the destination’s unique selling points and core values.

Seven approaches can be used to drive profit in any business,

A el

Increasing the number of leads

Increasing conversion to sales

Increasing average sales value

[ncreasing sales per customer - repeat visitation
Increasing the profit margin per sale
Decreasing variable cost per sale, and
Decreasing fixed overheads

The type of marketing strategies that a destination employs can significantly influence most of these
opportunities. Successful marketing should:

Be based on market research and identificahion of wmique selling points,
Employ relevant promotional and advertising actions to influence visitor perceptions, awareness

and product choice;
Employ effective sales and distribution channels to enable conversion of intention into actual

visitation;




» [dentify and leverage coeperative marketing programs with tounsm organizations and businesses
to provide resource synergies and increased visitation potential;

e  Gaining ‘cut-through’ of the marketing message through innovative, cost effective marketing
tactics such as media and PR generation.

Public relations can be an excellent way to promote a community or attraction. Public relations activities
are uniquely different from advertising. Advertising is paid, but public relations uses free public exposure
to ensure goodwill, Public relations can use radio, television or newspapers.

Public relations efforts not only can be used to promote the destination to tourists, but also to promote the
community itself. It can help create a feeling of pride in the commumity by educating the local community
about what it has to offer tourists. This can develop a feeling of pride for the residents when they are asked
to describe their community to tourists. Instead of seeing tounists as invaders, they will be seen as an
economic boost to the local economy. |

Some research has been done on what American tourists are most likely to purchase and what they spend
the most money on. These include:

,
Most likely to purchase

Postcards and booklets about sites visited - 72%.

Clothes with name or picture of location or attraction - 68%
Crafts - 61%

Local food products (not meals) 52%

Books about area, state, people, history, or attractions - 40%
1tems they can add to a collection - 35%

Mementos of location or attraction - 32%

Antiques - 26%.

Most Money Spent
Clothes with name or picture of location or attraction - 34%

Crafts - 19%

Local food products (not meals) - 10%

Antiques - 9%

[temns they can add to a collection - 8%

Books about area, state, people, history, or attractions - 7%
Postcards and booklets about sites visited - 3%

Mementos of location or attraction - 4%

Four specialized tounst styles

Many communities, especially rural ones, have focused their tourist attractions on a limited range of
activities, Four specialized tourism styles among US tourists to rural areas. People in each tourism style
enjoyed similar travel activities and shopping opportunities. They reacted in stmilar ways to words
describing craft themes and types of craft producers. They used similar criteria when they bought crafts. A
tourist might adopt more than one of these tourism styles depending on where she or he is traveling and
what's available.

Ethnic, Arts, and People tourists are actively involved in their tourism. They immerse themselves in the
community. For them, tourism is an opportunity for education and personal development. 1('s a time for
experiencing authenticity in a community and its way of life.

They visit ethnic communities; participate in community festivals; visit art galleries and museums; attend

cancerts and the theater; and interact with local residents. They buy crafis, local food products (not meals),
antiques; and books about the area they are visiting, They are attracted to timeless crafts such as ethnic
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cralts; folk art; designer crafts and traditional crafts of the region

Specifically they look for crafts that can be used in the home; jewelry; and crafts to add to their collections.
Their cntena for selecting crafis include appeahng color, design, and quality workmanship; items that are
unique and represent new ideas; and crafts made by well-known artisans who sign their work. The sources
they use for finding crafts include printed materials such as directories or maps of crafisperson’s studios,
brochures at museums and suggestions from local residents and shops. The places they shop for crafts
include art gallery or museum shops, antigue shops, booths at craft fairs, festivals, bazaars, and flea markets
and craftsperson’s studio or workshop. They prefer craft shopping in shops with rustic appearance, histonic
houses and with artisans demonstrating their work.

The history and parks tourists are introspective. They devote time to enjoying scenery, contemplating a
sense of place, reflecting on the past, and photographing the experience. They take time to plan thetr trnips.
They visit historic sites and homes, museums, recreated villages that depict a past way of life, gardens and
state/national parks. The products they buy include crafts, postcards, books about the area and its history,
local food products and items to add to their collections. They liKe crafts with regional, historic, ethnic,
nature and country themes. They look especially for crafts they can display in their

homes. Their ¢ritenia for selecting crafis include appealing color, design, and quality workmanship, clever
ideas, can display in the home, easy care, easy to pack and includes the name or theme related to site. The
sources they use for finding crafls include travel packets from state tourism bureaus prior to a tnp and
materials available at tounst sites. They shop for crafts at parks and tounst sites, theme parks, tourist visitor
centers, highway ot rest stops, craft shops and gift shops, craft fairs, festivals, bazaars, and flea markets,
crafisperson’s studio or workshop, and art gallery or museum shop ‘

Active Qutdoor tourists are outdoor enthusiasts who vigorously enjoy parks and nature areas, They buy T-
shirts and sweatshirts with a name or design related to the location, Crafts are not a major focus. When they
do select crafls they prefer products made from natural matenals such as grasses, comhusks, pinecones,
dried flowers, and stone.

Urban Entertainment tourists visit cities where they are constantly on the go, day and night. Social
interaction is important to these travellers. Many use packaged tours, These are young men and women
with higher incomes. They travel extensively in the U.S. They enthusiastically "Shop ‘'til they drop."” They
also attend professional sports events, visit recreational theme parks and go dancing and nightclubbing.
They look for products with the name or design representing their vacation location. They are attracted to
shops that are ¢crowded or have a modem appearance.

Successful craft producers promote themselves and their products by providing business cards and hang
tags, signing their work, using a logo, offering limited edition information, and providing wntten
biographtcal data

Tools and Techniques in Market Promotion of Rural Enterprise Package

Unlike many other industries, tourism services are intangible by nature. They are both physically and
mentally difficult for the customer to grasp, They represent immaterial value propositions by the tounsm
supplier to the customer; require the active participation of the customer; cannot be stored due to the
simultaneous production and consumption; and can only be judged after their

consumption, Tourism services are therefore characterized by an enormous lack of information and a large

amount of risk and uncertainty about their value, because the customer does not know what to really expect
at the time of purchase and makes a decision based on information received beforehand. This results in
high costs for customers as they search, obtain and verify information. Therefore, the tourism sector will
remain a forerunner in using the internet, because it is the primary means for customers to inform
themselves.
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Websites should be the number one marketing priority for any destination and professionals should be used
to develop keywords, sponsor matches or keyword listings to ensure the site comes up near the top of the
list in search engines. All marketing materials should be downloadable or available on the website; the site
should sell experiences, rather than places or organizations, and the pictures should be professional. A
destination website should serve as a front door for other community websites to help demonstrate the
authenticity of the place.

Various on-line promotional tools can be used to make websites more effective. Feedback forms show
clients that their opinions are of interest and helps build relationships with them. If customers are using a
feedback form to get answets to questions, then effort needs to be put in to developing a way to lead them
through the process of providing feedback and the process of contacting the website host for more
tnformation.

Bookmarking should always be encouraged and the website address should be consistent with the
marketing strategy. Fresh content is needed to encourage repeat visitors, A tip of the day or week, daily
give away/coupons/contests, booking incentives, and surveys can all be used as a way to provide new
content and generate repeat visitors,

Awards and testimonials provide credibility. Online chat provides a forum where customers can get
together and share experiences. Online chat allows direct access to customer opinions 1n order to gauge
trends and online tours allow particular products or services to be highlighted.

Virtual communities, which we now call social networks or — in a broader sense = social media, are
therefore of high interest for customers as well as suppliers, because they are tools that build trust in
information. Some destinations already have a presence on Facebook. Currently Facebook has more than
350 million active users with the average user having 130 friends (social network), spending 55 minutes per
day on the platform {(involvement), becoming a fan of 2 pages and member of 12 groups each month
(commitment). A Facebook presence can be set up for free in under 10 minutes.

The drawbacks of using social media are twofold. First of all fans are faster than brands. Destinations may
already have a Fanpage, that is not controlled by the destination management orgamization, but by some
fans. In this case, a strategy for social media cooperation is needed. It may not be a good idea to take back
the destinations domain. It may be better to get in touch with the founders and determine why they built the
Fanpage and how the destination can support them. They might be the destinations biggest fans and
therefore can be a great asset in promoting the destination.

The second drawback of using social media is based on the lack of awareness and incorrect perceptions
about the importance of social media. Social media is not just simply a promotion tool. Social media ts a
social online communication channel (SOCC): linking consumers and ordinary people who talk and who
listen to each other. The purpose of a SOCC 1s to bunld a relationship with these consumers and ordinary
people.

A social media vision is needed that outlines the organization’s future course, based on shared values.
Based on these values and vision, a social media strategy that outlines exactly where the organization (or
destination) stands, where it wants to go and how it will get there. This strategy will/must have an impact
on the organization's culture and structure. A “social media agent” who will be responsible for the
coordination your social media engagement and take care that employees and even community residents
will be open to a cooperative culture. A social media policy will need to be defined in order 10 reduce
uncertainty relative to social media activities. And, benchmarks or indicators will be needed to measure
progress toward the goals outlined in the strategy and provide information to calculate a social media retum
on investment.

Meobile-tourism is becoming increasingly more important, According to Facebook, more than 65 million of
the active users, about 20% of 1he total users, currently access Facebook through their mobile devices and
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those users are almost 50% more active on Facebook than non-mobiie users. Recent research found that
75.4% of the respondents to a survey among almost 4,000 soctal network vsers in Japan accessed social
network sites from their mobile phone and not from a computer.

The growing availability of useful mobile apps that make use of the GPS-chipsets is also coming into its
own. Three kinds of apps are importance to the travel and tourism industry:’

-travel information
-travel communication
~travel distribution

The three do not necessarily represent exclusive sets. In fact, they overlap and may overlap more in the
future, Travel information apps aim to help the user to get information on nearly everything in his or her
current location. Augmented reality apps like nearest wiki, acrossair or google goggles use the camera of
your mobile phone in connection with GPS and a compass in erder to supply information about that, what
can be seen through a camera-lens.

Travel communication apps supply more interactive informaiton. For example, gype radar provides
thousands of restaurant reviews. Apps like foursquare or gowalla allow users to “check-in” at venues and
eam some points, be awarded with badges, maybe get some freebies or just meet new people. flight track
helps users check into a flight and find out 1f flights have been canceled. ‘

Travel distribution apps are even more interactive. Users can book hotels with hrs, rent a car with isixt or
avis and book flights with [yfthansa launcher. In-app-purchase will become wide spread and make
payments as easy as reservations. Fantastic possibilities for new businesses in this area exist, with obstacles
being roaming-costs, Once mobile providers offer affordable data-plans, mobile businesses will explode.

Destination websites must be ready for mobile users. Customers will benefit from an app explicitly built for
mobiles like the iphone, blackberry or nexus one. Benefits could also accrue from cooperating with existing
apps like foursquare or qype radar or app-suppliers like HRS, The cost of dotng nothing may be high.

.
As social media use increases, ethnographic online research will become more important. Millions of
consumers interacting through various online communities and their associated cultures produce a great
source of knowledge. Access to this knowledge will be a challenge,

Destination management organizations will have to start coltecting and analyzing information online in
order to offer new, authentic knowledge and market intelligence in a timely manner to the hotels, restaurant,

and specialist stores that are clients, Gathering and managing knowledge in this field of interest is a great
way for destination management organizations, to add value lo their customers and to re-integrate into the

tourism value chain. Or at the very least, individual businesses must begin to undertake this activity
themselves.
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Tourism

‘Nos encontramaos...

El programa

Bienvenido con
chocolate

Siembra v cosecha
Fermentacion
secadora
Almuerzo

Tostar

“Choceelate artesanal

Vino y mermelada

Bienvenldo con
chocolate

Siembra y cosecha
Fermentacion
Secadora
Chocolate artesanal
Chocolate industrial
Almuerzo

Teatro

TE

¥

El ambiente de nosotros...




.. y de ellos

El precio

RD5 1.100 por persana, + RDS 1.100 por persona,

con almuerzo incluido con almuerzo incluido
¢ Buen precio? * JBuen precio?
|51 » |NO!

i Precios especiales? éPrecios especiales?
1511 « [SI]

Numero de personas por grupo

* Maximo 7 pax * Ne limite

La consequencia...

iY no puade rostrarnad s ni
rvolucyar & bbs visRtantss tampocol

Los visitantes quieren participar...

La comida de nosotros...
) Comida tipica




.. y de ellos

= {Grupg de cocineros? . |
+ ¢{Comida tipica? o

iRemodelar su nuta?

EL PRODUCTQ TURISTISCO QUE SE
VENDE SE LLAMA...

r

LA EXPERIENCIA DE...
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4. Coffee Tour

Exchange rate 1,300

Info: Costs: Usb TZS €
3-4 hours Tourguide 5 6,500 4
Half day activity Commun. Dev. Fund 3 3,900 2
Minimumn 2 pax Farmer 2 2,600 2
Maximum 6 pax/group Administration 4 5,200 3
KNCU {p.m.) 0 - 0

" 14 18,200 11

Price per pax 10 13,000 8

Income Distribution
Us$ Tourguides Farmers
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Income Distribution
Tourguides Farmers

16,900
32,500
22,100
31,200
40,300
40,300
49,400
58,500
67.600

76,700
85,800
85,800
94,500
104,000
113,100
122,200
131,300
131,300
140,400

130,000 _
143,000 _
156,000
169,000
162,000
195,000
208,000
221,000

" 234,000
247,000
260,000
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PASEOQO - pasao is 8 jomt tourtsm development program of Green Development Foundation, AgroFair Assistarice & Devekopment and Soidandad. The program is
nanced by DOEN Foundiation and 250,

ANNEX to FASE 1

Tourism development objectives ‘

To be successful tourism development has to combine and balance economic, environmental and
social-cultural issues. The objectives should be determined in close coordination with community
residents and their leaders. The objectives state what is expected to be achieved through tourism
development.

The main question for CONACADO/the Bloque: What does CONACADO/the Bloque expect to
achieveo by tourism development in its area?

Organizational issues
Tourism development has to be compatible with other economic activities which exist in the area or
have potential for development, for example agriculture, cacao farming, trade business.

The main question for CONACADOQ/the Bloque: Are there associates / members available who
can spend their {full) time on tourism development?

Related questions that have to be answered:
- How many people are available for tourism activities?

- How much time is available during the week?

- Who will be in charge of tourism development?

- Who will be the central person who can be contacted for everything?

- Who is going to organize additional activities (self-guided trails, guided tours, excursions)?

Economic issues ‘ |

Several tourism activities can be offered like for example a “Chocolate Tour”, a full-day programme by
which the tourists learn everything about the cacac producing process. Also other activities can be
offered, like renting bikes, guided walks into the surrounding natural areas or to the village. Tourists
are likely to spend money on accommodation and buying, products at the local grocery like water,
softdrinks, snacks, etc.

The main question for CONACADO/the Bloque: How is CONACADO/the Bloque going to deal
with the projected financial revenues?

Related questions that have to be answered:

- Who will be in charge of ¢collecting the revenues from actlivities?

- What will be the projected division of income between the members, CONACADQ, others?
- What about issues of tax paying, operating licenses”?

Environmental issues

The overall environmental quality of the area can be an important supplementary aitraction for the
tourists. Environmental quality elements include levels of air, water and noise pollution, cleanliness of
the environment, attractiveness, and maintenance of the buitdings, cleanliness of toilets, control of
crime and other elements. Most tourist groups will be 20 people on average.

On average a tourist staying overnight on a campsite uses 100 liter_water per ovemight stay. This
means there has to at least 2000 liters of water per group per overnight stay.

Tourists also use energy (electricity). On average this will be approx. 1.5 kWh per overnight stay. This
means the visitors will consume approx. 20 kWh per group per overnight stay.

And last but not least the tourists will atso produce solid waste during there stay. This will be approx.
0.8 kq per overnight stay. This means the visitors will produce about 10 kg of waste per group per

overnight stay.
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The main gquestion for CONACADO/the Bloque: How is CONACADO/the Bloque going to face
environmental issues like waste, water, energy.

Related questions that have to be answered:

- Will there be enough water?

- "How to handle the wastewater?

- Will there be enough electricity?

-  Who is in charge of paying the bills for water and electricity?

- What to do in case of a power cut?

- How to handle the amount waste? (f.e. separation of organic waste?)

Social-cultural issues
Quality tourism results in a high level of tourist satisfaction and, at the same time, protects the social

environment and culture of an area. Short visits by tourist groups should be carefully controlled so as
not disrupt village life. However, the tourists will affect in one way or the other the local culture by their
behaviour, the way they dress, etc. Good contact with the tour leaders {that are in charge of the tounst

groups) will be essential to discuss how {0 meet the expectations of the local people and how to
respect the local culture.

On the other hand, the community is responsible for meeting the expectations of the visitors. One
important aspect in this case is the assurance that the tourism site meets safety standards. In practice:
there should be no begging (by children), no approaching by drunk people, protection against robbery,
theft, etc.

Also facilities like toilets have to meet certain health, sanitation and hygiene standards. Furthermore
the local tour guides should be properly trained and.-examination and licensing procedures will be

applied to tour guides.

The main question for CONACADO/the Bloque: What are the important factors of tourist safety
and security that should be considered in your area?

’
Related questions that have to be answered:
- What general safety precautions are going to be taken?

- Who will be in charge of informing the tourists / tourleader about local expectations etc.?
- Who will educate the local people on how to behave towards the visitors?

© 2005 — Harro Boekhold, CONTOUR Projects Ltd.




Global Tourism Dynarmics,
Concepts and Principles of Tourism
and Community-Based Rural Tourism

APQ, 1617 August 2070, Colombo, 5rf Lanka
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“Change nascome to Ameria-

“I'm asking you to believe.

Mot just in my abifity to bring abowt
radl changa in Washingtaon...

I'm saking you to baliew In ynum"

T BARACK DBAMA

E U.5. President
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“The Future of Qur Globe

(7 Tk

= Climate change

» Food shortages

= Water shortage

» Infectious diseases

» Natural disasters

« Extrems poverty

» Inequity of education
» Terrorism

» Elc.

The number of

tourists is 922
millions in 2008.

* Europe has the

19
4.1
1.2
0.1
340

' TourtsfFarowtShare
—
o7 o8 {04707 0

ERE e wog

highest number of
tourists, but having
the lowest growth
rate.

» Asia and Pacificis
ranked no. 2 for
market share.

« America will be less
visited.

« The Middle East

I will have the best

chance for tourism

industry in the

future,

Tourism and

Experienceé

Hospitality

Industry/

_ Industry

Experience
Economy

The industry ax & whola now
heeds 0 dasign. devalop, _
returbish and vperals 5 new
ganaration of fourizsm
dastinations that have &
minimal ecologicat beatprint
and which also support and
amrangthen tha commenitias
In which Ihey operate,

.If you fiﬂﬂ * know where T
you are going, you will not
l“‘--.‘kf]ﬂw when y_ﬂ'ﬂ.gfgr there!
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Crftféal Changes of Global

Tourism .
Aging =ssmmd Haolth and |_
Society | Wellness
Climate |

| 1. Growth in Tourist Numbers

s

» WTO predicts 1.5 billicn airling
frips will ba made by the year
2020.

+ 265 Million Chinese couples
aged between 40 and 64 with
no dependent children keen to
raved abroad.

» Middle class in BRIC countries
are more o ravel.

f | * Toursts will have 10 book months or years in advancs ta wvisit destinalions.,

-l:ul.nlneswi have tc implement annual guotas.
« Altractions will face serve enwirnnmanial damage.

6 Trends that will transform tourism |
and service indUStWMﬁ;:;,‘m
1w '

s w2

Growth in tourist numbers a0 7 ."?.i’

Climate Change 1 “ K
Resource shortages

Staying at home

Time versus money

Nostalgia “

L " " " T T

~Baby Boomers
and People with Disability

» |n Japan, 8500, happy
birthday at an age of 60

« Around the globe, there
arg 400 millions of people
with disability.

Baby Boomers
and People with Disability

« In 2020, Baby Boomers: 700 Millions

« In 2006-2026, American baby boomers: 77
millions and 8,000 will have birthday parties
at an age of 60 per day.

"

Some destinations would be

ungder water while some will
ba too hot to visit.

Ski resort would vanish.

Sealed climate-prool holiday domes.
Indoor areas oflar tha sama benefits of the outdoors

il
L=
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3. Resource shortages

Expensive fuel for aero planes.

Long-haul flight will become an
expensive luxury anjoyed by
the rich.

Hotel will come under pressure
o reduce their carbon
footprinls and conserve vial
resources such as water.

5. Time versus money

'+ The Time-Rich and the Money-
Poor will enjoy low cost journey.,
« The Time-Pocr and the Money-
‘ Rich will enjoy instant luxury and
relaxation, .
« We will see backpacker and low L
F cost airlines sitling alongside '
orivate jets,

Lisaedaraiy-

-
e
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Anticipated Tourist Consumption Pattern

in the Future
By Dr. Ted Cinibamreong

* People tend to travel in a shorter period of time.
+ Peopk tend to travel more individuaily and in a small group.

» People tend to prefer “more authenticity™ being close to the
nature and local people- just to avoid the mundane routines,

* People tend to pay less for their travels.

« People-provided services 1end 1o be 8 must.

+ Peopk tend to spend more time to prepare for their journey.

+ People tend to enjoy activities at the site more than the sile itself.

4, Staying at home

= If fying from one places to anothar
becomes oo expansive, {no-time-

at home,
» Travel and tourism will be close 1o home,
« Holiday in virtual worlds on the intemet.
= Transform homes and gardens Into
minialure resorts and entertainment
complex..
- Buslness teleconfarancing will become
popular.

consuming or ta stressiul, people will stay

« Globalization makes alf things -
. the same. .

= Qld things will coma back,

Al businesses offar
opportunities to go back mto
the past will dramalically grow.  § ¥




DEFINITION OF
“TOURISM?"”

* “The business of providin %

services for people on holidays”
Collins Cobuild English
ictionary)

* “The act of traveling for pleasure,
the developed industry providing
services and the opportunity for
people to escape from their normal
envireonment and their mundane
routine” (Coltman, 1988)

* “Tourism is an activity in which
tourists travel to, and stay at,
destinations” {Trawr el an Tﬂunsm,
1994) ,

Why developers love tourism ?

- {+ Quick money

» Based on what the destinations have/ Low
financial investment (invest a ot for
rasources)

1 Customers coma to the product, less
logistics expenses

« Negative impacts are time-consuming.

« And they think easy to manage because

they believe if they do some other things
] okay, tourism is going t¢ be good.
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Different Views on Tourism for Develupers |

g - - Mgy —
*% Tourism as an Economic Development Tnc:l""h

1
""I -Ipu;_m as a Tool for Poverty elumunatqu.. ""

)
+ Tourism as a ToorTor Ewurunmentai
Conservation

» Tourism as a Tool for Paople
Understanding and Peace

+ Tourism as a Tool for People
Empowerment

Tourism is like an Iceberg

Tourism

Poiperel N o et ik Tl i, Ryt




The Tourism & Hospitality Network:
Lodging Industry Component
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The Tourism & Hospitality Network:
Transportation Industry Component

The Hospitality & Tourism Network:
Merchandise Component
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The Tourism & Hospitality Network;
Food & Beverage Industry Component

The Tournism & Hospitality Network:

Recreation, Spors, & Entertminment Component
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Tourism Serwces

1. Social Changes

+ Urbanization 3

+ Earlier Retirement I Q&P '
* More Natural Conservation . o i

More Concern about Health j;

Tourism Structure

N\ Demand
\_——Supply
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2. Eﬁunnmm Fa('.lnrs

Increase of Income \
FHG8 Countries (Germany, Canada, I8 ¥ 7,4
France, Italy, Japan, UK., USA., 1™
Russia)

B4 Asian Tigers (South Korea,
Hong Kong, Singapore, Taiwan)
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- International Trade Agreement 1 £3;
S General Agreement on Trade ’\ﬁ N
in Services (GATS) a0
= Europe Commission (EC)

«~ North America Free Trade
Agreement (NAFTA-Mexico,
Canada, USA.)

= Free Trade Agreement

4. Government Roles and
Polilical Stabillty

+ Anmouncement of Dangerous
Jones (Gulf War)

* Increase of Tourism-Related
Taxes

* Demonstrations (Tiananmen

Square Conflicts, September
11th)

3. Technological i}evelupmﬂnt and
Advancemeni

New Means of Transportation (Jet Aircrai,
High Speed Trains)

Mew Tourist Atiractions (London Eves, Twin
Tower, etc.)

System of Information Technology (SIT)
(Teleconferencing, videotext, video
brochures, airline electronic ticketing, smart
card, digital tclephone network) “

"Tourismt is like a tiger with two tails,
On the one hand it offers massive
employment and boosts the economy. On
the other hand, if not conirolled, it can steal
away from the inhabitants of a country most
of what makes their country wor th living in

and worth vistting."
Sir Lawrenice Van der Post

TN [

|“ Tourism is one of the
world's largest industries
and one of its fastest
growing economic sectors.
it has moltitude of impacts,
both positive and negative,
on people lives and on the
environment”

The tnibed Watioms

«  Alr Pollution and Noise

« Solid Waste and Littering

{* Sewage

» -Loss of Blological Diversity

« Deplotion of tha Ozone Layer




- Commodification
- Standardization
- Loss of Authermticity
{Staged Authenticity, Pseudo
Event, Airport Art)
- Culture Clashes
- Prostitution and Sex Tnurism
- Demonsiration Effect
- Increasing crime rate
- Child Lubor

ol @iﬁf

Thematic Tourism
on the Move

Farm and Rural (Local) Tourism

3, Boapoc Tigncis of v |

» Leakage (Export Leakage _
and Import Leakage) z
+ Increass in prices 1:.5 @
ok $ug f

» Seasonal Character of [\{

* Infrastructure Cost @

* Economic Dependence of -~ .~ 0

the Local Community on @
. ' !

Tourism

Jobs/Employment

5, g)
o/

Wellness Tourism

“
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[POprulture Tourism

r ; . EPguay "Fasnwgy S qriny

‘Gaming Tourism

Good Bye Vegas-Hello Macan

Why many names for tourism?

To creata tha magnet to attract the visitors
according to their different consumer
behaviors.

» To do the destinatien marketing

« Howaever, they will visit to the same
destination.

« Once arriving the tourism sites, they see
the same tourism products at the same
settings.

Barrier Free Tourism

A

11
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Interestmg Target Markets
in the Future
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Luxurious Green Trip (Organic | w. .
Food, Slow Food, Holistic, L
Alternative Health, Yoga,

Meditation, Green Destination,

Spa, Detox, Spiritual Recreation)

Senior
Traveler

(Baby
Boomers)

12




Baby-Boomers News

BOOMING MARKETPLACE:
13 Truths About Baby Boomer Travel

|. Boomers consider travel 2 necessity, not a luxury.
2. Boomers have traveled more than their predecessors.
3. Boomers see themselves as forever young,.

4. Boomers want to have fun.

Baby-Boomers News

BOOMING MARKETPLACE:
13 Truths About Baby Boomer Travel

immediate  gratification

5.  Boomers  demand

(satisfaction).
6. Boomers are not passive,
7. Boomers think they are speclal.

E. Boomers like creature comiorts.

9. Boomers are time free.

By Kim Ross 3uduin

Baby-Boomers News

"BOOMING MARKETPLACE:
13 Truths About Baby Boomer Travel

10. Boomers will pay for luxury, expertise and
convenience,

| 1. Boomers are skeptical ol institutions and
individuals. | |

12. Boomers like to associate with people like
themselves.

By Kim Ross 3ududin

13. Boomers are not homogenous.,

| Customized Personalized Trips

Honeymooner, (Shopaholic,
Business Traveler, Art &
Gallery Hoppe, Golf Lover)

Family Type

Babymoorn

. Y Pis A S

13




| Communit }'-Based Sustainable Rural Tourism: ]

Its Classification
Tourism by Products *~ ™ || Tourism by Objectives of
" m'[nurisrn D‘E\"#I mﬁ“l
«  Cullurgl Folirsm
;j . 5 ﬂ,urism . EI.IEI.H.IHBHE TOI.I.'I'I

» /Rural Tuunslt‘ ommuni t}' ‘KH'“

Lrban Tou nsm

—Sustainable-Rural-Tol ris'
sm by Areas’Setting Tounsm as Management

Mechanism

= Hural Touris .
» Urban Tourism « Community-Based Toorigm

|
Community-Based | "RURAL TOURISM
Sustainable Rural Tl::-urisrn!F

Rural tourism is engaped in by tourists (¥R
secking rural peace; 1t is away from the |3

The tourism offers tourism prndgqts {(Culture, mainstréam, away from areas of |}
Nature, Homestay, etc.) for visttors at the mt;ﬂhlvﬂ Eumm activit m“ :5 fﬁgagfiﬂ %
. . o 1N DY VISilors w 0 WIS LnleTact WL | I
rural settings, is m'anaged by communities the rural _environment and the host b
(everyone), and is for sustainable rural community, in & nuT,amsgfulr and
: - | auvlhenbic way. il 15 descniphon, §
development (balancing between social, rural tourism covers a wide rage of||
I ; economic, and environmental Efoducts and activities. It is sometimes | P 3= ",
emed to  as agro-tourism,” farm B % SSsogme

develnpment)

toUFSm, O green loursm ::lependm on |
the activities the rural communitics have g
for tourists. .

Therdchal {Ted) Choibamroong
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B {English),
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Trends, opportunities anc
challenges for rural tourism
* development in Asia

APQ, 1017 August 210, Codomnbg, Sri Lanks

Therdchai (Ted)} Chpibamresng, FRD_, M. Soc. Sc. (THsL), BA.

R Dhrector,
The Thailand Tourism Development Rezearch Inslitute (TRI)
Titeilvinhal by il Aol bilaF]y Ml B T Th ibioked Rdisi itk Fried {TEF]

'Asla and Pacific will be playing an important role In global
tourlsm and Its tourlam market share ‘
will be increasing 8-7 % in 2020,

o (199522, 2020)
S, |
. I
Furops I
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Source: Warld Toursm Organization (WTG) ' ' 3

Therdchal (Ted) Choibamroong
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~ Nice to see you all !

2009 Tourism in Asia

- .|n the North East Asia, arnivals rose only
2% in the last three months of the year but
the total for the year was still down 3%.

« In South Asia, they were up 6% in Quarter
4 and the total for the year was -3%.

«.|In Oceania, arrivals in Quarter 4 increased
3% but overall declined 2%.

+ Fell by nearly 7% in the first half of 2009,
stabilized in the third quarter and rose by
5% in the last quarter. Overall fallen by 2%
in 2009.

+ South East Asia has done best by a wide
margin with an amazing increase 11%,
bringing the total for the year marginaily

~into positive territory {(+0.4%).

—— ———

2010 Positive Growth Expected for Tourism
in Asia due to Promotional Efforts
by Asian Governments i

China is staging Shanghai Expo 2010 from May
through October and the 16" Asian Games in
Guangzhou.

The Macao government tourism office is very
optimistic about the resumption of the Special
Administrative Region’s extraordinary growth,
mentioning as positive factors the government's
measures, a range of new hotels and products and
the dynamics of multi-destination travel in the
Paarl River Delta region {Hong Kong, Guangdong
and Macao). o
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» India is holding the Commonwealth Games in Delhi

= India introduced visa on arrival scheme for

+ In Slnr?a . the Marina Bay Sands and Sentosa
orid

* In Sri Lanka, Ministry of Tourism has plans for re-

in Qctober and is investing in non-traditional, high
value products, including fuxury trains in
partnership with Thomas Cook and Cox&Kings,
new rural and cutdocor pregrammes, medical and
welliness facilitias and branded hotel packages for
business and travellers,

Singapore, Finland, New Zealand and Luxemburg.

Reso

integrated casino resorts opaned
early in 2010.

opening and developing the northern and eastern
Po::mnces to taurism {some areas have bean close
30 years)

T

All Torizn Product-Markcicd Straicgies | 1 emmnd-iinecd Tourtsm Marketing Sratcgies

2. Mudem

Tourism
{Massf
All Tl'n:l, Markers)

1. Conventional
Tourism

{ Tourisen i Economdc

Developmicnt)

o,

4. Post Modem

3. Alternative

Tourism Tounsm
(Specilic Target! (Morc Concem
High Quality) ot Envitetiment)

2-1 years ago & years ago

From Fast to Slow
Tourism in Asia

« Nepal is making great progress in

becoming a preferred destination in East
Asian Markets (China, Japan, Singapore,
‘Korea, Thailand) with appropriate air links
to regional airports including low cost

aiflines.

« Expected growth in tourism includes
Taiwan, Thailand, Indonesia, Malaysia, the

-Philippines, Laos and Cambodia.

(UNWTO World Tourism Barometer, Voluma 8, 2010}

- - d

Product-Dased Asian Tourism Development
and its_negative impacts
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Tourist Behavior Trends
in Asia

+ Health concern
%+ Demand higher service
quality _
< Close to nature, identity
and uniqueness
*+ Health, spa and long
stay tourism will be in
demand.

—_

Globalization makes the world ]

the same and high-tech.

meiuu L

flickr

mespane.nnm.

 plnca i friiah

New emerging markets will
demand more and more.

—

Anijones who Rnows the
Adifferences will have a
great chance to be the
winaner in the tourism

indus try.

Nostalgia and
Differe
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Now and then, aill countries in Asia will

compete with each other by using their
own cuftures, not industries anymore and

where the tourists can find authentic
cultures is at rural settings where Asian
pec:pfe are dmng gncuftura activities.

Let's see

how some Lpcal Thais do for their

rurl tourism development |

‘Local wisdom and cultures
for competitions

= Asia is home to 0% of the world's population, with only 36% of
tha world's freshwater rescurces; majority of the global population
without access to improved sanitation lives in this region

+ Asia has reversed the rate of forest loss from loss of 1.3 million
.|nectares per year in the 19303, 10 a net pain of more than 600 000
'|hectares per yoar between 2000 and 2005, yel the region has the
lowast amount per capita (0.2 hectares) of foresl in tha world

~ Agriculiure is the mainstay of Asian sconormeas; it conslitutes a
high portion of land usage in warm and humid areas of Asia,
majority of Asia’s poor peaple depend directly or indirectly on
agrculture for thew livelihoods
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Development is “construction™, not fit with the nature

t,. I'

No knowledge on facility
Jdevelopment

*ad  No research on tourist behavior
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Garge along the heach

No Zoning for Tourism Activities

Do and Don't avaslable bul ineflective snforcement

Tourism Carrying Capacily Concept in mind
but hard to pul it inte practice
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Infrastructure comes first, environment comues kal
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The imitation of temples {wat) in a hotel
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_ Commercialization of Buddhism
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The problems are rooted from the
weak local communities particularly
local governmental organizations that

the destinations.
The root of the problem is that they

lack knowledge on how to develop
tourism,

‘have full responsibility to take care of

Chia ng_ ::—llimwfh——q. P L3 Ot el 11 mirmrmnty
e
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" JOURISM PLANNING
5 AND POLICY
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_ . [ ]
gWWhy, is totir
T e ttar

TRATEGIC

. T - A e

+ To offer a baseline for the continuous monitoring of
the progress of tourism development and keeping it
on track

» To draw diffcrent parts of the tourism organisation
together in common purpose

« To provide a mantfesto (policy) for tourism

» ‘To help ensure effeetive, coordinated action to reach
the agreed goals

Otk mod Mormson, 19897 Long, 19, WTLL 194%0)

I‘r B :;:‘ .' .

Ted choibamroong

Docus of Philesoplry (PhE¥) in Tourism Pleaning aad Masa gemest).
Unrversty of Quoiblard. Amigalip, 200D

Masiex of Social Science (M 30C 5C) (DISTTNCTION)

tn Townm Policy and Management, Universty of Birmimghem.
United Kingpdam, 1997

Certificste m Korcan Languape sad Culture, Yonsei Linnoergity,
Seoul, Soulh Kores. 1995

BPachelor af dns (BA.) in English

Thammapul Lhiversity, Thailand, 1994,

mall : therdchalfitiresearch.org ,.abtcittressarch.org
2y B bitp - Mvewrw tiressarc hoorg www .o th

Why 1s tourism planning important?

sty W ey raepa rpdiiem siErr

+ To maximise the tourism . .
benefits and minimise the | * JOuRISM PLANNING

| - . . .
| tourism negative impacts | sz AlC 59—3-- -

: 4 et

te To identify alternative
approaches for tourism . iy
development, marketing e
and tourism-related
organisation

- To maintain the
destination's uniqueness
as a quahty product

It is believed that...

If we have effective tourism planning,

“sustainable tourism development
would happen” to your country.




Sustainable Tourism

“Sustatnable Tourism and Pro-Poor Tourism™

-

“Sustainable Development’” was
created at UN. Conference
1992 &1 Rio De Janciro, Brazil

Pre-Poor Tourism was oreaded al the
UN. Conference e years afler in
2002 in Johannesburg. South

including “Sustainable Africa. The output of the
Tourism™. The concept m conferénce emphasized on how
Agends 21 pu an emphasis on global cilizens can have betier

living standard (four key life
supported facters) and therelore,
fourisn 18 regarded a3 & means
for poverty reduction. How 1o use
tourismm to create e money 1o
kocal people for the better Tning,
It is & paradigm shifl....... {back)

power decentralization, people
partigipalign, lransparency and
human-centered developimeni.
At that vime, we agreed (hat
using economic growth-led
deve lopment has harmed the I

carth and creaie lots of
negative impacts.

@inahlu Tnu@

RN

Cultural Tourism "~ Education

\ T/

Community-Basad Tourlsm
.. {Mechanlsm /Approach)

Sustainable Tourism Development

“sustamnable tourism aims to minimise
environmental and cultural damage, optinuse
visitor satisfaction and maximise long term
economi¢ growth for the region, 1t is a way of
obtaining a balance between the growth
potential of tourism and the conservation
needs of the environment™

Brammvel] ond Lanp, 19492

Farm Tourksm
@nahla Tuu@

Urbaey' Riursd
Tourtam

Educxhion
Tourkam
Spa and Health
Tourlam

el

Community-Based Tourism
{Mechanlsm/Everyone Approach)

ow everyane in the community can manage
! the tourism industry sustainable?

By Implemanting a sustainabla tourism approach
Which has 10 principles ag well as public participation,
Powar decentralization, transparency




“"Community” here should not be
only referred to the very villagers
but all pariies in the community.

Some would claim that if villagers are "
getting stronger, they can manage
the tourism industry well. It is not

quire correct. For some aspects
such as tourism marketing
management or financial

management in tourism and so on,
the villagers cannot do so. They
need to rely on other groups of
people,

1. Using resources
sustali_i[ably

2. Reducing over-consumption
and waste

3. Maintaining diversity

4, Integrating tourism into
planning

5. Supporting local economies

6. Involving local
communities . i
7. Consulling stakeholders powwrws
and the public e T
8. Tralning staff

9. Marketing tourism
respolnsllily .

10. Undertaking research

IR DR AN VN OT RN

The Magic Pentagon for
Sustainable Tourism Development

Bowron; Mallor, B, {1954), The Theoory Falh b Swuglabisabls
Towriam Dvelopserd, Jousnal of Suslaimainlr Touriem,
val. 2(1)

Ervinim ir FHow ik
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Agenda 21 and Guiding Principles for
Sustainable Tourism Development

In response to the Agenda 21, in 1996, three international
arganisalicns

« The World Tourism and Tourism Council (WTTC),
= the World Tourism Organisation {(WTQ) and

* the Earth Coundil joined together to launch an action
plan entitled "Agenda 21 for the Travel and Tounsm
Industry: Towards Environmentally Sustainable
Development”, a sectoral sustainable development
programme based on the Farth Summit results.

Agenda 21 and Guiding Principles for
Sustainable Tourism Development

The agenda 21 for the travel and tourism industry
document contains priority areas for action with defined
ohjectives and suggested steps to be taken to achieve
them.

The document emphasises the imponance of
parinerships among all lourism-related stakebolders. Tt
also analyses (he strategic and economic importance of
travel and wurism and demonsirales the enormous
benefits in nuking the industry sustainable.




Guiding Principles for Sustainable
Tourism Development
Travel and tourism should assist people in

leading healthy and productive lives in
harmony with the nature.

Travel and tourism should contribute to the
conservation, protection and restoration of

the earth's ecosystem.

Travel and tourism should be based on
sustainable patterns of production and
consumption.

Guiding Principles for Sustainable
Tourism Development

= Travel and tounism, peace, development and
environmental pretection are inter-
dependent,

» Protcctionism in trade in travel and tourism

should be stopped (Mcre Free Trade).

* Environmental protection concept should
have in the tourism development process.

uniniinl.

Guiding Principles for Sustainable
Tourism Development

Tounsm development 1ssues should be handled
with the participation of alf concerned citizens,
with planning decisions given to slakeholders at
local level. N

All countries should warn one another for
natural disasters that could affect tourists or

tourism areas.

Travel and tourism should use its capacity to
create employment for women and indigenous

Guiding Principles for Sustainable
Tourism Development

« Tourism devclopment should recognise and
support the identity, culture and interests of

indigenous pegples.

+ [International laws protecting the environment
should be respected by the travel and tourism

industry.

Priority Areas for Action of Government,
National Tourism Authorities and Trade

Organisations

= Assessing the capacity of the existing regulatory,

economic and volunfary framework 1o bring aboul
sustainable tourism

= Assessing the economic, social, cultural and

envirommental implications on ihe organisation's
aperations '

»  Training people and providing educaticn and

raising public awareness about tourism

«  Planning for susiainable tounism development

Priority Areas for Action of Goevernment, National

Teurism Authorities and Trade Organisations

= L 1
»  Pacilitating exchange of information, skills and technology,
relating to sustainable tourism between development and
developing countries

«  Providing for the parficipution of ali sectors of society
«  Designing new tounsm products with sustainablity

«  Measuring progress in achieving sustainable development at
bocal bevel
»  Enhancing parmerships for sustainable tourism development




Prioritv Areas for Travel and

Tourism Companies

* Waste minimisation, reuse and recycling

* Energy efficiency, conservation and
management

+  Management of fresh water resources
«  Waste water management
* Hazardous substances

Prioritv Areas for Travel and
Tourism Companies

» Transportation
* Land-use planning and management !

* Involving staff, customers, communities in
environmental issucs

* Design for sustainabihity {

«  Parinerships for sustainable tourism
development

. il

Tourism Development
Planning Processes

BN

/“_-if you don’t know whete
you're going, you don’t
know when you get there™

Step One : Tourism Analysis,
Tourism Product Survey,

| L W ] nl

Step Two: Tourism Product Positioning
\—aurvewm—m:nu'lmammg—"—
Step Three; Strategic Tourism Development

Step Four: Formulation of Tourism

DR R(Mar ARBATIER Per

= —
Step Six: Tourism Plan Evaluation and




7 As for Tourism Product Analysis

+ Attractions |

» Accommodations

* Accessibility

. Authenticit}' (food, product, songs & dances,
others)

+ Amenities

« Activities
» Acceptance (Communities)

Tourism |] Tourism Whole
Compone | | Products Tourism
System
ats” [  Svste
+ Arcommodations v Erobourism K v'Tourism
+ Attractiony ¥ Apro tourizm Genevating, Region
v Arcessibilities * Conmmnuaty Tourism (TGR)
+ Travel Faciliating ¥ Coluwal Tourism + Transil Foulcs
Providen "M Made Tourism (TR)
+ Towrism Pobicy + Pewidny Events v Tourism
Makers v MICE Destinaicon Region
*7 As + Souvenir (TDR}
L ¥ Accommodation ¥ Supporting
¥ Transportalicn Factors for Growth
: ' Tounam

Tourism Development and Management Plans

L) l ¥
} L

Tourism
Product | Tourism
Development | /- Marketing
and Bafance and Related /| Development
Management \J Plan

Flan

«| = Tourism Facility Mansgemeni

-§ * Toutistm SalEly/Security Mangl

Rural Tourism Development
A

Tourlsm Destinatlon Management
i ! '
Drclslon Making Proceas fur Tourlsm of Stakehokders

Nnt*Welcnme Welcum:
)
Framework for Tourism Development and Management
4 } |
Tourism || Tourism Whole
Componen || Products| Tourism
ts System ™

—

How to Develop and Manage the
Rural Tourism to be
“Sustainable” Using Tourism
Development Plans as a Means ?

4
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1|I:'|II Ty
TR
¥

Tourism Product
Development and
Management

1 «Price

1 *Place

* Positioning

* Product {1 ost)
N+ Prormonon

" Pu-chulnpr

* Partnenhip

* Towrism 1mpect Managerenl
= Touriem Yizitor Mansgement

= Tourism Carryng Cupucity Mangh SustaInakble

Touriam
* Towrkm Lundacupe M unagement
* Toursm Zoning Managemost :
« Toarisr R Track Managermenl

Tourim Autbeutcity Masgemen ['“5in] , -] ;Pricipation
» Toursm Service Mmagemeii kaging

* Towrsw Information’ |aierpretation - g pv] * People {Hot)
Masaprmen| = o *Peniod

+ Towricm Activity Managemeni .| =Palitics

= Public Chpiniion

1 Process of Service
vl * Phatical Bvidence
{ Hoar)

= Townsm Laws Munapement
= Tewriem Education M mape ment

= Togriam HR Manugetreni
» Tourism Ot ganizanion Munagemenl  [ro el e 5

W
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Some Tourism Destination

Management Techniques

L

What is “Tourist Destination™ ?

------------------------------------------------------

Directed

Goals with [< |$niDEveImeent
Plans i I T

IFridMHMYIAH+MHIFFYr=

All tourism destination management

techniques need fo be practiced at the
same time as we know that to develop
the tourism sites successfully, we need

to use @ holistic approach.

( Cultural ) Tourtsm Product
Information/Interpretation Management

Process

1. ldentify cultural resistance
Covert resistance (rude/ammogance)

+  Hiding

»  Fencing
Ritual {reinvented}

«  Organized Protest
Aggression (verbally abused)

2. Make the list of the tourism
products available at the site

3. Identify types of cultural tourists
» Culturally motivated tourists

» Culturally inspired tourists

. Culturaily attracted tourists




3. Implementation of Interpretation
techniques to each type of visitors

* Location-Based Technique (Back/Front)

* Info. Provider-Bascd Technique
(Raw/Cooked)

* Info. Receiver-Based Technique
(Hot/Cold)

Tourism Activity Management

Tourism Carrying Capacity
Management

« Classify the tourists according to their consumer behavlor

(Identily tourist typology that come ta the site)

*+ Find the possible activitles by survey
« Conslder if they Gt whth the envlranment

* |l they {it, consider if they harm the environment

+ Sclect the oney which provide least negative impacts {Not
needed to satisly all visitors® demand)

» Zone the appropriate areas for each activity

* Set rubes and regulations on doing those activities (the Do
=nd Don't)

* Provide information/knowledge to the visitors

+ The number of visitors that the sile can
acecommodate/carry, calculating with the available
areas (excluding mountains/strict conservative areas})
that the visitors can access. I within | square
kilometer can contain 100 persons (with accepled and
able-to-control negative impacts) and the available
area i5s 500 square Xitlometers, it means that the site
can accommdale 50,000 persons.

» Have lu ihink about environmental/econormmc/social
carrying capacity done by EIA/SIA as well.

How to control the number of
visitors?

"

« Close the destinations so that they have a

recovery period

= Limit transportations

« Limit accommodations

» Increase the entrance fee
* Pravide knowledge/cducation

* . Do the public retation activities

Tourism Zoning Management

» Survey to gel information from both host and guest
« Identify purposes of area usages of the site
+ Check how many zones would be available

+ Allocate zones with environmentally-friendly
concepls

+ No Access Zone féﬂmi Access Zone /Full Access
Zoneg

 Be sure that some zones {e.g. conservation zone,
residential zone etc.) must be allocated.

Tourism Authenticity Management

How to increase the sense of place
Setting-Owverall Picture of the Site, the
Location

Materials-Things to be used for site
decorations and construction

Workmanship-Role of People at the site (Dress
traditionally, Speak dialects, Local Guides)




Tourism Landscape Management

« 1t is the process of making the destination have
no visual pollution.

« Make the destination fit with the scene/
gnvironment

« Make it unique and show charming identities

* Think about public/open spaces, landmark,
street furmiture, etc.

« Use the local plantsitrees

Tourism Facility Management

* Check the visitor profile and consumer
bchavior

» Check what facilities should be provided (This
depends on the to-be-sold products. If the
tourism product 1s brand-imaged as a quiet
resort, TV. or Karacke should not be provided.)

» Allocate facihities with an environmentally-
friendiy concept

S —

Tourism Route/Track Management -

Check how many modes of transportation available to
the destinations

Check its effectiveness and quality

For the racksfroutes in the destinauon, design them
nod 10 harm the environment

Make sure that along the ways, encugh
interesting/various things to see and 1o do

Along the ways the sign/informanon board should be
available.

The langnage and information used should be easy to
undersiand.

Set up the information center for route cnquinies with
casy-to-remember telephone number.

bl |

Environmental Management for
Tourism Business

« The business and industry's current patlerns of
consumption and production are not sustainable.
They create impacts that threaten the health and well
being of all communilics and nations

« A sustainable developnient concept is widely
discussed as a solution for the said circumstance.

1 -

Tourism Service Management

* Tourism products are not the only products themselves but

their delivery processes to guests,
» Design the delivery processes with charm and gimmick
(Product [Differentiation).

« Consider if the servite to be provided is appropriate with the
product branding image.

» Pay high attention 1o stalT quality for service provision

» Training staff

» To get "sustainable tounism™ and to be able 1o high quality
visitors, no need 10 serve all things requested by visitors.

= In busincss opcration perspectives, it is found
that environment concemns are spread over all
business organizations as can be seen from
approaches in business operations such as
green and societal marketing as well as
environmentally friendiy business products
and programs, E

« Doing so is still problematic.




-Sustainable Development and To make business sustainable, all

Business Ethics - agencies should do the followings:
« "sustainable development is positive change 1) Pradent use of the carth's resources within the limits of the
that does not undermine the ecological and plancl’s carrying capacity . _—

. . S g . .. 2) Devolution of IDE—dcrwn decision-making responsibilities and
social system upon which communities and capabilities to a broader range of the destination's stakeholders
sociely are dEpEH{fEHI. fis EHCEES.S‘fo 33 The nbat:mu:pt {decrease) of Ifnvtrty and gender inequalitics, -
1 ion reauires inteerated poli ' and respect lor fundamental hzman nghts
‘ pff{ﬁe‘ﬂfﬂ! o E_?ijl' €s . E po .“:}I 4) Enhancement of quality of hife through mproved health care,
Pn‘.rﬂﬂ.f”ﬂg ﬂﬂd Sﬂ'ﬂlﬂl’ fEﬂﬂimgpm{l‘Ess; its shelier, nutntion, and access o education and 1ncome-
political viability depends on the full support s g’-‘r:m“"; 51“11_1;_ tivercity and T _—

: : | t rt syslems for a
of the people it a_{?écfs {hrﬁ_'ugff Hi'fi'lr | }“Mm}’ habitats "'"’.'j‘“ y and file sippart sysiems for
governments, their social institutions and their &) Preservation of indigenous knowledge and ways of iving and

respect for the spintual and cultural traditions of different

private activities”

peoples.

L}

L a

Sustainable Tourism Development
P » Canadian Universities Consortium (1999) says

must create balance among: | that the tourism industry must be profitable

1) Economic: production of goods and services and environmentally sustainable if it is to
provide long term benefits.

2) Environmental: conservation and prudent
management of natural resources » Therefore, it is found that many tourism and

hospitality organizations have employed
business and marketing ethic approaches such
as green and socicty marketing concepts,
aimed at reaching sustainability.

3) Social: the maintenance and enhancement of
quality of life.

What is “Green Marketing” ? - What is “Societal Marketing”?
» Green marketing is a set of beliefand a. + All organizations should determine the needs,

concomitant lifestyle that stresses the wants, and interests of target markets and

importance of respect for the earth and all its deliver the desired satisfactions more

inhabitants, using onty what resources are effectively and efficiently than competitors in

necessary and appropriate, acknowledging the a way thal maintains or iImproves the

rights of all forms of life, and recognizing that consumer's and socicty's well being (Kotler,

all that exists is part of one interconnected 1999},

whole (KKeancdy et al, 1994).




: Examples of Green/Societal
Marketing

+ Cigarettes and liquor should not be sold to children.

* Hotel chains should establish no smoking floars and
1o smoking sections in their restaurants.

v F‘a.irl{nes should make all international flights smoke-
ree.
* Restaurants should know how to serve alcohol
responsively.
* Fast-food restaurant should pursue more
environmentally sound packaging and produce foods
with more nuintional value.

Green Leaf Eco-Rating Program:
An Example in Hospitality Industry

* The program is mainly to encourage and
improve the efficiency of hotels and related
businesscs in the tourism industry to respond
to environmental development and protection.

{The program sets the criteria to evaluate at what
level the hotels are environmentally friendly)

* Energy and water conservation
« Waste Management
* Water Management

Reuse
Recycle
Replace

Another Example: [SO 14000
(International Standardization Organization)

» The main reason is to reduce/climinate negative impacts 1o
E:II\":ITUT!ITIIEHI.

Why is [S0 14000 more practiced?
« |} 1o increase use of voluniary standards

= 2) reduce multiplicity and duplication such as ihe number of
environmental audis

= 3) de facio (policy) requirement

= 4) government adoption

= 5) satisfy stakeholder interests

= &) lower insurance rates and beller access o capilal
+ 73 imteral benefils»

A —

How well tourism and hospitality are
performing in the quest for

sustainability?

« There are more and more tourism and
hospitality-related organizations concerning
about how to take care of environment and use
it sustainably

(Ciulla, 1998).

What are the impediments to
achieving sustainability?

Lack of Support from Related Agencies
Lack of Understanding in "Sustainability
Concept”

Lack of Know How and Knowledge

]

Lack of "Quality” Manpower

» Lack of Financial Support and Effective
Financial Management

11
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How to improve environmental performance
and contribute to successful business

operation?

To simplify

= They have 1o change practices in their workplace.

+ Attitudes loward environmental practices of all
employees should be positive.

= Environmentally friendly activities should provide

t. profits to organizations when employing sustainable
concepl (Kirk, 1997).

Implementing sustainable concept requires the
wilfingrniess and positive attitude of all people

1 involved.

When the human resources are ready,

~ environmentally friendly practices will be effectively

implemented.

|» Finally, when environmentally friendly programs
. work functicnally, they can reduce waste from

production processcs, save energy and finally save
production costs and provide more profits.

Summary

= At present all business organizations are more
environmentally concerned.

« Being more environmentally fnendly has been
considered business ethics via societal marketing,
aimed at reaching sustainability.

+ It is really a transilional period for all business
organizations particutarly in the tounsm and
hospitality industry to move toward sustainable
development.

There are at least five impedimenis obsiructing the
reach of sustainability. Those are lack of support
from rclated agencies, lack of understanding in

“. "sustainability concept”, lack of know how and

knowledge, lack of "quality” manpower and lack of
financial support and efTeclive financial management,

[t is also found that besides implementing
environmentally friendly practices, the business

. organizations should create positive attitudes towards
o environmental praclices to all people and emnployees

so that the practices can be implemented successfully

nagement:
L .¥, S TR -

el
) X ]
i . T

and finally more profitability can be gained.

we all wonk the cliewts to ke lopol as
that Eﬂn make our tourtsm and
husPEtnLi.tU DUSLILESSES SUPVLVE.
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15 Ps for Successful Tourism

Marketing
[|* Price |s Positicning
»  Place * Participation
: Product 't I+ Partnership
*  Promotion 1= Package/Program
. People e Period/Timing
E Psychology * Process
= Politics « Physical Evidence
+ Public Opinion s Perception

Service Quality i Sy )

II- Access . Rﬂllﬂblllty
« Communication ||* Responsiveness
» Competence » Security
l- CDUHES}' . Tﬂﬁglblllty
+ Credibility * Knowing
© Customers

Tourism Market Development

A = Awareness
| =  Interest
D = Decision
A = Action

‘ ®  Tourism Marketing Activities

Jourism Industry

L :E__H il Dgf"til? 'I.rll-}:,érg
» Advertising™ .":l_" ess / Writer ™
- Public Relation --Ngwﬂllﬁthenra{'#ﬁfteeﬁrg

==

. Marketing ActivitiﬁTrEdghEaI;r{v!a? ﬁ'l E?
« Information Dlstrlbutl_j Ié’ Call Center
» Sale Aids ProducfiGREH %E'Pf? gggj

e —

e
Collateral, Giveaway

Destination Benchmarking and Branding

Destination Image (In the customers” nuind}

Destination Branding (Marketing Stratcgies)

1T

Tourism Produci Positioning

T

Destination Benchmarking

=S

SWOT Analysis & Select Targeted Customers

k4

<= O il™=N

Many -Say that the psychbfﬂgica! war for tourism
customoers in tomorrow's destination marketplace will
be fought not over price, accommodations,
infrastructure, transporitation and facilities
but over spirits, héarts and minds.

ff‘/"—_—'——-—\\

‘rom Hi-Tech

~ (Tourism Products) _ ( Emotional Fower)
w ' { What to sense)
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| Does this statement really work in ASEAN

tourism marketing
{Moving from “Hi Tech to Hi Touch")?

Are we doing nght for tourism image
positioning via the shown strap lines?

General Analysis of the Strap Lines of ASEAN Countries _

ASEAN Couniries Strap Lines that Project Images
1 Brunel: The grees denrt of Bornes’ A Kisgdom of
Brunet Usexpected Trensures
Cambodia Cambodin: Hooe of World Heritage
Indonesia Indonesia: The UNMImaic bn Diversisy
Laos Lues: Jewed of the Mikong
Malaysia Malaysia: Tealy Asa
M}.ranmar Th: Gnldrn Lund! M\r:ljul Mxanmar
The Philippines Wow the Fhlllppim
Singﬂ_mrt Ullq'ﬂhr Sisgapore
Thailand | A-::ﬁl: Thaadand
Vietnam Vicinam: The Hidden Charm

Cuuniries Sirup Llnes . Analyuis
Arunc Brured: Toe praen beart of Very good thal scveriier thel (ol Balgvetc prosdect
Bomes' A Kinpdom of And p the gy Lo, ovifeois: Ut probiems of
L'rexpecied Tressurs ol ot o8 2 OC N
Cambwilla Camihoxbin Flome of W orld Viry goad el sell the moss mgeet proghecs,
1iriiagm cnpheszing sid REmag 0 ™ Angicr Wal™ Efincine
3 exkGhon Makan g prooess. for possninl viske's
|F Lang bewel althe Mckong | Though using "Mekong Hiver™, nend lo compete with
miher prammrion Ihe River paasing b
Muinyuin Malaysle Truly Ang Clearer inapeE e (G inagine w " ASLA" Inage of
Asu in more powerlul thae (hal of Malaysia
Myan mar The Crubdeti 1.aml Actvertiza the omln producl du whsl b pee and vinit.
Mdvrtien] it Convey th st o “urshapovesed™ wrad *unsouc had™ I
Indenesa oy The 1 Ttivm n
Divenury Caoeey ~“Hi Toock™ {Emofion) bul sat Iosne -
Pailipgimes Wow th PRil[rencs what to sow {w hat iy mimied Lo 3ell) -
Slagupars Unsiquety Scngepory Haed v make a-decimion 50, iollow-up acovitics
—— Arcazing Thalisnd in givieg i abow produceid estinations need
o be effectively underiaken. :
Yieinam Viethatts The 1hiden ¢ 'haem
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Classification of Characterisiics Used for Creating
§ Destination Images in ASEAN Countries viu Strap Lines
Unigue Features Emotional Relationship .
I {Functional Charactenistics) (Psychological
« Brwoel: The Green Heart of Characteristics)
Borney ((eography)
» Cambodia: Hlome of Werld *  ludunesin: The Ultimage in
Herilage (Magneric Product) IMversicy
*  Laos! Jewel of the Mekong (Hiver) *«  Wow the Fhiippines
* Malaysds: Truly Asls (Continend) »  Uniqoely Simgapore
* Tt Golden Land! Mystieal +  Amaring Thaland
Myamuar (TemplesFagedas) - Victnam: The Hidden Charm

mﬂf - Top 3 Aspects in the Minds of 110 Non-ASEAN
Coumry mervioey Tourisis After Traveling in ASEAN Countries
Brunsi 7 Friendl ness {FC) Salety (PO Develuped (FL)
Cambodia 11 Frienudticges | MO Heritage (FCVDrvebaping |FC)
Indonesia 12 Exchrmest {0V Molars-Culimrs (FUNFrionio (0}
Lacd a Sew-paced (PCYPriamilic (PO (FC)
Minlaymia i5 Fxdirosst (O Frissdines [FOY Multicultersd (FO)
M}rm 11 ) Relbpioun (FCY Friendlines (PCY Culturs (FC)
Philippines : Friendliness (PCY Americanized (FCV Natury |FO)
Einwnrg 10 Fusi (FC Tt (PCY Matticoliws (IFC)
Thailand 15 Priceimcn. {FOACwhiwry {FOpQuaility of Sarvice (IN0)
Vietnam i Fricwdibasss (PCY Nl {MOWCwliung (FO)
PC wPerebolopieal Characierinics FLC wm busciicaal Characlerisllcy

Psychological/emotional characteristic (PC) of
Destinations (Fricndliness, Safety, Quality of
Service, Fame, etc.) were mentioned first by non

ASEAN visitors after their visits in ASEAN
cuuntrics_.

+ Functional charactcnistics are thought of first
before the visits.

» Emotional/psychological characteristics are first
mentioned after their visits. .

aonh Tounsts Before Visiting the ASEAN Countries
Baunei T : Wenlth {IFC)
Cambodia 9 Anker Wt (FO)
Indonesia 7 Ball (FCY
Laos | Landlacked CountryCuliure |FC)
Malaysia 12 ' Asia (F )
Myanmar ) - Galabtw, yvredapen Pagade) Dudisomvered (FO)
Flulmppines 14 - Beowchvrs/Ixkendly N0y
Singapore 12 Maadern Clir (FO)
Thailand 15 Tha! CultursNuturs (PC)
Viemam 11 o Yielnam War {FC)
-+ T |l .
FC =Puyehobepieal { s st ericibes FC = P tloaall Tarsot erketics

Functional characteristics are first and most
mentioned before traveling with ASEAN.

Functional characteristic (FC) of destinations
(Unique Features, Transportation, Pnce Level,
Accommedations) 15 g key factor to influence the
decision making process to travel to ASEAN
among non ASEAN visitors who have never been
to ASEAN (New Target Markets). |

What to see is a powerful factor to attract potential

visitors who have never been to destinations.

= What can we conclude?

¥z

Af targeting at new markets, functional characteristics
(What tc sell-1lcritage, Culture, Nature, etc.) should be
ptesented clearly and directly in the strap lines. Easier 10
attract and convince the decision making process. Once,
they amive, other products will be proposed for more
spending,

R .
L -

For repeated visitors, emotional/ psychological
characteristics {What to sense: Wow, Amazing, Unique,
etc.) should be used in the strap lines to recall the
feeling the visilors have previously expenenced.

i I
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It is like lﬂve Smrﬁ’ How about the strap lines of ASEAN countries? | §
o : Are they targeting at what target markcts?
Cloynlries Tary ﬂi‘q rhery Sirap Lines
Brunet New Markein Brood: The greea heart of Borseo! & Kingdom of
A I, , : Limst gproted Trexymrts
When you fall in love with | When you are interested in Combodia § NewMarkes Cambodia: Home of World Herleage
| someone, you would first a destination, ils physit:al I ndonesia Repested YisWors Indomesin: The UNimate n Diversity
I- be H“]'ECTE'[' h}"' hiSﬂ'lEl‘ appearance ﬁl‘.ﬁﬂ.ll‘iﬂm Lane MNew Moarkets Laoa: Jewed of 1he M rkong
i ]Jh}"'.iitﬂl appearance. Once pmduﬂs) will first Malayeiu New Markets Mulavein: Traly Auln
. . d : ] o *vanmar New Marksin The Galden Land' Mystienl Myanmar
you gel married and are CI}I'IWHL'I'E YOUr« EI:ISIU'I] , TV . YT r—e—
impressed with your making process to visit but i A e
ih 11 stll once after visiting, feel s pro T i e |'
sweetheart, you will st : > _ * Thailamd | Repeated Vistor T T——
wanl to E{J-I'IIII'IIIE jfﬂl.ll' H'IIJ'I'ESS&'! W'll.,h "‘_’ you WI“ Vietnam Repeated Yimtors Vieiwwm: The Hidden Charm
relationship with him/her. visil that destination again. — -~ et P g e _
| Mrlly e TRl W T i - T = i Hay ol ]
- T ' "~ Recommendations on how attract
potcntial tourism target markets via strap lines?
. I. ASEAN countries should use both functional and psychological
ShOH !d we h ave bath f HRction ﬂ! characteristics of Lthe destinations in the strap lines 10 altract both
new markets and repeated visitors.
| and emotional characteristics in 2. ASEAN countries can employ functional characteristics of the
! ) b h destinations. Advertise the most magnetic one “t:: gmﬂnﬂ: the
decision making process. Once they amve lo estmaton,
the strap lines to attract bot n making mmgmm kel s
l!!nm: first, then urge to buy something ¢ ¥ RIVINgE more
mar kEfS ? mﬁjmmtmn] e lﬂ_

3. ASEAN countries can use emotional charactenistics in the smrap
lines o anract repeated visitors but need o effectively make
them a means to transfer the wnformation of/experiences of the
destination w the new visilors. Marketing bodies need w be able
to recall past experiences of the old visitors by providing the
infermation of both new & old tourism products effectively.

"~ What should “Tourism Image J
Positioning of ASEAN " be ?7

ASEAN: Cultural DI mfgftg
[ with Warm Hﬁspitﬁiftg

Wenre waiting fa;_v £
1;-. '3‘ fﬁ ee Hﬂiﬂff:se” 1
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Why?

Both functional {Culture) and emotional characteristics
(Warm Hospitality ) are used for ASEAN to attract both

new and repeated visitors.

The biggest markel 1s baby boomers who get old now/
global popuiation structure is governed by the ekierly. So,
cultute should be considered the main tounsm product of
ASEAN, signifies “nostalgia”.

Female visitors will be more. They tend to be inlerested in
other cultures. '

West meets East.

Warm hospitality signifies “Hutnan Value/Hi Touch™. This
15 the most important product differentiation mentioned by
all visitors after visiting ASEAN. They said that ASEAN
peoples are very fricndly. (Software vs Tardware )

DN—<[k= O W3

P i L

Concluding Remarks

ASEAN does not have the hest biggest diamond but many wonderful
small pearls. So, to compcte with other regions, we have to string all
those pearls to be the most precious necktace with the greatest
emerald pendant we have and name it as
"ASEAN Tourism Pearl Necklace™, having the strap line:
“Cultural Diversity with Warm Hospitality™.

i
Eo'%f‘

Pearls are ASEAN tourism atractions pariicularly culturalherilage
destinations and the emerald pendant is huyman value-hi-touch: our
warm hospitality. o

LS o)

What to understand first?

Managemenl
{Goesl)

Mainstream > Economic Developmeni
Tounsm _

__-=:"-_——_—____'_:—=-—_
Diflerent

ommunity-
Based Rural
Tourism

Lesrning Process,
Better Understanding Managemen|

of cach ¢iher

=

] 1 Warm
o Hospitality
of ASEAN

How to Develop and Manage
Community-Based Rural Tourism
for Sustainability in Asia;
The Tentative Processes?

Communlty-Based Rural Tourism Development and Planning

i
Destinations: Communities in Kural Areas
}

Public Participation In Declsion Making Processes for Belng a Destination

} A

No, we hate tourism. Yes, we welcome tourism

igH

How 1o develop [or Sustainable CBRT ?

lﬁﬂy

| 4 |
Tourism || Tourism Whole |
Componen || Products Tourism
s Systam
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Tourism Tourism Whole Tourism

Components Products Svstem
v Accommodation ¥ Leotourie v Starting Foint
* Destlntion v Agredoarism v Rest Area
*" Tramportation + Homestay * Flirual Destination
*Towrlarm Services *(Cubtaral Tourism
¥ Local Organization ¥ Manmade Tourism

¥ Local Souvenirs

Communities concem
owned by Managed by About these?
Comnmunitics? Communitics? \\

Elﬂrlnn-huhun How 10 make them How to make the

| Mfllmlgmwnl \l ; l/

Sustainable Cnmmunity_-i!_lsrd Rural
Tourism Management

{ }
N
_:-'I"'-“‘ Balante ll-i-i-ll r
] |
Tourism /] ]
- Responsible
Products and Marketing

Site . Related and Balance

e, —_—

Tourism Product /I H“P“l?"hlt |
Development and llhnu & Colluboraied Tourism
Mansgement i’ Marketing
*Tourism Resource'Product Manage [0t o FIMEANIR- * Price
* Tooriam Impact Managenwnt - sPlace
=Towrsm Veiny Mamgomcol » Positioni
= Tourism Carying Capacity Maagt, | Sustainable CRR i [ﬁﬂll}
= Toarem Facility Managemene Tourzmn .p ot i
*Tourism Leadecane Mansgrmeni Y, Development e Pevchal ::
* Tounism Zening Munagement Fycholngy
» Tourism RouteTrack Managemeni * FEI"-"_H:HI'I[P
» Tourist Aatheniichty Managrme * Participation
= Towism Savice Maagomai - * Packaging
= Tomriem | dormebon’ Inteyprecation = Peaple {Host) .
Mamgement o * Period
'TMF“ m M.ﬂlm‘ - '-Fﬂ'] il-'i':s E
[ yourssm Lin Mansgemen « Public Opinion
» Tourism Educulion Manage . ,
= Tourism Sa fety/Sevurity Mangl - -m EEF Sﬁ‘"’
*Tourism HR Maoageswnt m vidence
= Touram Orpenkeaton Mamernem 0 ] {Host)

Make it Balance betwesn the Host mnd the Guest by Environmomally Friondly hpprm:hl

_—=_ _b_
Towrism ACcomETodations «Price : Viajer
Facility (Homestey. |, oplace Target Markat
Managemenlt Resons, + Product { Host)
Hotels) * Promation
*Psychology
» Parmership
Tourism Locat Food :iﬁm ;m Marketing
Service Local Product T .+ people {Homt) Positioning
Management Souvenirs *Periad
*Polmca
*Public
. Opiniogn
: Package Tour | *Process of
Tourism T | Serve
Activity Bivelin { »Physical Mimor
Management wYEE Evidence (Hos) | | Tarzet Macket

PROPOSED MODEL
for Community-Based Rural Tounsm
Development for Sustainability:
Learning from the Case of Thailand

.

1. Rural development perspectives need to be
altcred from re-engincering the structure of
governmental administration n}ganizatinns ata
local level to strengthening the local

communilics and community structure directly.
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2. Keep in mind that only self-reliant/ strong
communities ar¢ most suitable for community-

based rural tourism development and promotion.

3. Decision making processes should then be
provided whether the cumm;unity 1s willing to
cmploy tourism as a means for rural

development. [

4. Rural tourism development mechanisms such

as rural tourism committees need to be set up,
make 1t functional and are accepted by zll
tourism-related stakeholders in the area.

5. Having functional mechanisms, the rura)
tourism development committees and members
need to build collaborative networks as success in
rurai tourism development recquires knowledge
and know how from all tounsm stakcholders.

6. The community needs (research) to survey and
analyze the potential, strength, weakness,
opportunity, treats of the area, need and want of -
the community as well as the guests. After that
they neced to select community tourism products
that can be offered to the visitors with little/no
negative impacts. '

-

7. Destination benchmarking then needs
to be practiced and its result will help
guideline on what the destination
positioning should be.

19




e B i

8. Rura! tourism product positioning then needs to
be set up according to the community identity,
‘community strength and selective target markets.

10. Strategic rural tourism development plan and -
yearly action plan must be implemented with a -
participatory approach. Calling for participation

from all stakeholders needs to be carcfully
practiced in order to increase the sense of
belonging of the area.

ra .

Once local communities can manage their own greas

to have the balance between the host (Destination
Management) and the guest (Marketing
Management), it is believed that rural tourism
enterprises which are considered one of the
stakeholders in the community witl be able to run
their own businesses sustainably and this will be the
real way that creates economic opportunities as well
as sustainable development in rural areus.

9. A strategic sustainable rural tourism
development plan and an action plan need to
be drafied and formulated, employing a multi-
partite participatory approach.

LI

| 11. Follow-up activitics 1o monitor and evaluate the

plans need to be undertaken to ensure if the plans

work well, fit the changing tourism situation and
provides the best outputs and outcomes. '

" ey

41+ Therdchai (Ted) Choibamroong

FLD. # Towrinm Mansley ardd Manaprmesl,
Univarskdy o Luecrisiarid, Awslraiig

M. 5o, S (TNelincilen] in Taurism Falicy smd Marmgrmerid,
- L'niversliy of Brmingham, Urddd

i o g 7
Thamemen Ush cruity, Thallwsd
T

Swi Ul Aok e
Thuilesd Towrdsm lnrajeprgam Kol inaiiwts (TRL
A1 PirynTiea! Bul bing, {H e 52600, Plepn Tk Busal,
Fivamuii Flyn i) gl b e, S i borw § Thedrit, T 1S, T i Band
Tk (+iekj THO- 11295 Fan =i} CLE AL, ileintie, § bl 101054

(P il framarh vy

Don’t forget to keep tn touch !
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Tourism Mechanism:
Who, Who and Who will
do for sustainable rural

tourism planning,
development and
management?

APQ, 10-1T August 2010, Colombo, Sri Lanka

Chirecior,

Therdchal (Ted) Chnlbamroong, Fh.D., M. Soe, Sc. (Dist. ), BA.

The Thailand Touriam Developrment Research Institute {1R1}
mn-hu Rmimnrcs Pl [ Imcher Syl unn of The ErTiea oF S Pri et bl alster, Tim Rayal Thas doversmani

Stakeholder Theory:
Effective Concept
for Advanced
Strategic Rural
Tourism Planning

Stakeholder Them‘y \

e The word “stakeholder” was first used in a
memorandum at the Stanford Research
Institute in 1963

* Began to be regarded as necessary in
strategic planning and management in late

1970s and early 1980s.

* Useful on how organization consider
themselves and tgke action to fit themselves
with external environment.

Definition of Stakeholders

* (roups of pcople to whom the management
nceds to be responsive to

« (Oroups whose conflicting demand need to be
balance

* Any group or individual who can affect or 1s
affected by the achievement of the
organization objectives.

Categorizing Stakeholders

There are two types of stakeholders:

1. Primary Stakeholder: Those without their
continuing support the organization/activities
cannot survive.

2. Secondary Stakeholder: Those who influcnce
or affect, or are influenced and affecied by
the orgamization but not engaged directly
with the organization.

Identifying Stakeholders

Who are the “voiceless” for whom special efforts may have 1o be
made?

Whe are the representalives of those likely to be affected?
Who is responsible for what is intended? a
Who is likely to moebilize for or against what is intended?
Who can make what is inlended more effective through their
participation or less effective by their non participation?
Who can contribule {inancial and technical respurces?
Whose bebavior has 1o change for the effort 10 succeed?

it
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Tourism Atiracion
Slakeholders

Transportation

Accommodation
Stakehoigers
Vory Local
Travel Organ|zar Tourism Stakeholders Communities
Stakeholders

Governmenl
international Funding Tourism Polcy
Agencies Makers

NGOS! Civil Society
Groups

= Tourism Stakeholders

- Residants of the “host™ destinacion
< Locali municipal/regionst/ provincial/national governments
- Localfregional/nationad enviranmental graups
- Lacal visitorsiescursionista
« Rerote visltors/tourists
-+ Touriam ndoustry S8ctors:
« Arrommodalion |
Altractions
Aihigptiire and sutdoor recreation
Erstertdinrngnt
Eveirls
= Foul SPrvices
+ Tomprism wsitor services
= Trarmiportation
« Trawe! tade
- Destination managenen arganization {DMO}
« Cuirure/heritage groups
4 Sacial/healthfeducation groups

Groebdner & Bitehie 2008 404

»

Stakeholders Participation |
Stakeholdars . | | Rolas
Govemment Provide conducive policy snvironmenl, publle
(national kocal) infrasiructure, regulatory framework and
standards, inCenthvss. trawning {(esp. enlerpnae
#nd Lriss managarsnl),
Farmers Undertake Iraming, adopl iInnowvalions in
e !nn'nng
Schools Incuicale posilive values emong the young,
provide training,
Taur Oparators Help in promaotion, provide information on
products requined by the rarkel,
Villas B rthowily Fachilate esiablishment of commumity
prganization, ensune securily of the vlage
Civil Society Urganizing and training
‘L

Stakeholders Participation

Village Tourism Committee,Thailand
abbot

farmers

teachers police

Gov, officer




Tourism Stakeholder As A Means LT

for A Participatory Approach:
__Why?

* To inform the public
« To gain public support

« To get ideas from the public on how to
improve a development

* To share responsibility with the public

+ To hand over responsibility to the public | ¥ :

* To build a sense of belonging

L ]

To improve the quality of project decisions
To mimmize the projcct cost

To improve public relations

To reduce risk of project being delayed

To increase good will with the local
community

To maintain credibility

To build collaboration and consensus

of tourism stakeho
vt i B

Lessons Leamed

.ota
-

Assisting Stakeholder: Non-Governmental
Organization (NGO Responsible Eeological Sociul
Tours Projects {(REST)

Start Up Activity: Marine Resources Conservation (To
ban comercial fishing wawlers)

Strenglhs: Community Commltee, Have clear
chjectives and regulations for visitors, stcpping on
island fee for conservation, Traveler's Destination
Award (National Geographic), Strong Community Ties.

Problems: Benefit Sharing among Communities,
Cooperaticn with Local Governments




‘MHE Kam Pong, Chiang Mai (North)

A e, g DT i e A

IR . . — .

Lessons Learned

.

1

» Assisting Stakeholder: Independent Organizations under
Supervision of the Government, The Thailand Research
FFund {(TRI)

.+ Start Up Aclivity: Undertaking research on community
development

= Strengths: Self Assessment 'rocess, Learning

| Community, Homestay Program, Community Tourism
Development Plan

* Problems; Misconception about CBRT, Benefit Sharing
among Communiti¢s, Rather Depending on Community

|| Tourism, Collaboration with other Stakeholders

- T— - S——

" Lessons Learmned

g Assisting Stakeholder: Non-Governmental

Organizations (NGO), the Project of Recovery of Life
and Culture (PRLC), Responsible Ecological Social
Tours Projects (REST)

Start Up Activity: Cemmunity Development for Better
Quality of life of Karen people, Environmental
Conservalion

Strengths: Developing 2 land classification system to
prevenl deforestation and degradation of watersheds
Problems: Sustainable Tourism Management,
Communications, Tounsm Negative Impact ,
Knowledge for Sustainable Tourism Marketing, Benefit
Sharing




Plai Pong Pang, Samut Songkram

o (Central Part)

A", % ,

4
*~ [essons Learned

" e |

 Assisting Stukchelder: Local Government: Tambon
(Sub-District) Administration Organization, leading by
Kamnan (Tambon Chief)

+ Start Up Activity: Homestay Tourism

» Strengths: Tourism Products and Activities, Location
near BKK, Commanity Networks

« Problems: Actions Influenced by Local Polibecal Power,
Benefit sharing among the [ocal communtties,

Environmental Problems, Cultural Problems, Unstable
Communitics, Community Conflicts

Ban Busai Homesaty, Nakhorn

Ratchasima (Northeastern Part)

[ - L

Lessons Leamed

Assisting Stakeholder: The Government-Run
Suranaree University of Technology (SUT)
Start Up Activily: Conservation of Moon River

Strengths: Tourism Marketing
(www.wangnumkheo.com), Commmunity Ties,
Community Participation, Management System,
Homestay Standard Award by Ministry of Tounsm and
Sports

Problems: Specific Knowledge for Further Development
such as accounling, guest service quality, safety
management, intemational languages




Tips for Community Involvement

» Select self-reliant community where
income from tourism is just a by-product.

» Don't talk about money that tourism will
bring.

» Do the rapport first {make yourself go very
well with community) for building trust.

+ Building up a tourism mechanism with 1

targeted stakeholder.

Targeted Stakcholders: A Solution
{Equal Social and Financial Status )

il S A ———

Therdchai (Ted) Choibamroong
P A
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BANGLADESH

A Brief Profile:-

After a mine month long war for freedom, Bangladesh emerged as an independent
nation in 1971. Bangladesh lies in Southem Asia between India and Myanmar and
borders the Bay of Bengal, The county has 147570 Square kilometers, The land
boundaries total 4,2246 kilometers, most of which borders India except for 193
kilometers on the southeast next to Myanmar. The population of Bangladesh was
estimate at 150 million in 2006 with more than twelve million living in the capital
city of Dhaka. The second largest city 1s Chittagong, the country’s leading port,
with about two million inhabitants. The economy is largely agricultural, with the
cultivation of rice the single most important agncaltural activity. The principal
cash crop is jute, Tea, grown in the northeast around Sylhet, is the third most
valuable crop. Fresh and marine fisheries are important.

COMMUNITY, RURAL TOURISM AND AGROTOURISM IN BANGLADESH

Except for the Chittagong Hill tracts (CHT), the rest of the country 1s homogenous
In its landscape, language and culture. The CHT is unique in its topography, land
based resource potential, ethnographic composition and socio-political history.
Located in the southeastern part of the country and sharing borders with India and
Myanmar.

?.

Community Tourism in Bangladesh:

The community Tourism in Bangladesh in most famous in Chittagong Hill tracts
Districts; Rangamati, Khagrachari & Banderban.There are thirteen indigenous
people lived in Hill Tract region are Chakma, Marma, Tripura, Tanchanga, Laushai,

Chak, Bom, Khumi, Morug (Mro), Khyang, Pangkhoa and Khuk. Their Life and
culture 1s more colorful.

Traditional Jhumming:

Traditional Jhumming in the CHT is practied on a part of a 3-4 acres of land at hill
slopes, which is typically covered with shrubs and trees of different types. The
cutting, cleaning and burning of the vegetation, except large trees, are land suitable
for Jhum cultivation. No ploughing, spading or other form of tilling is used n the
preparation of traditional Jhum land. Holes are made on the ground at regular
interval and mixed seeds, such as rice, cotton pulses, oilseeds, and vegetables are
sown there. These crops are grown, matured and harvested at different time periods
of the year. Traditionally, after harvesting of crops, the land would be left fallow
for 3-4 years which is called the Jhum cycle, which facilitated natural regeneration
of biomass on the cleared hill slopes. Under such circumstances, Jhum cultivation
need not be detrimental to soil fertility, although most trees in the Jhum plot are

2



eventually cut down. The yield from such fields sustainably support traditional
livelihood.

It is important to note that in the past the traditional Jhumming system was in
harmony with the nature and was environmentally sustainable and regenerative.
Traditional Jhumias claim that they would ideally prefer small patches of suitable
land, most preferably bamboo forests for Jhum cultivation. They usually do not cut
tall trees in the Jhum field.

But if it 15 necessary to cut any of such trees, they only cut them at about one metre
above the ground level and allow the stump to grow again. Traditionally,
Jhumming had been prohibited on or near the river banks and the flow of the
natural water courses had never been be stopped or diverted due to Jhum
cultivation. In the past, Jhumming was only confined to the middle slope of hills,
leaving hill tops and lower slopes under vegetation. Moreover, due to the long
Jhum cycle, the threat of loss to biodiversity was minimal and Jhum can be
regarded as a form of “Managed forest” from of agriculture.

Jhum Culivation 1s the maine and traditional profession of the indigenous people.
More than 2.5 lac family depend on Jhum cultivation, the total cultivation area 1s
7.000 squre km in Chittagong hill tract district. The cultivated corps are T.Aman
Rice, Boro Rice, Turmaric, Zinger Mixed vegetable, Maize, Sugarcane, Pineapple,
Orange, LLemon and Banana etc.

Productivity of Jhum Cu__ltivgtiun:

The Productivity of Jhum Cultivation is different of the hill area. It 1s depended on
rainfall, weather, communication and the ratio of the htlly people.

Problem of Jhum Marketing:

(1) Depend on economy of the country
(2) Depend on weather

(3) No Govt. supervision

(4) Seasonal farming

(5) High risk farming

(6) Depend on lady worker

(7) Communication problem

(8) Marketing problem.




Agrotourism in Bangladesh
Fishing in Kaptai / Rangamati Lake:

The kaptai artificial lake is established in 1962. Bangladesh fishenies development
corporation operated fish cultivation in the lake in 1964. There 1s hues tourism
potentiality of the lake and ﬁshmg,

Area of the lake : 725 Sqr. km.
Fish cultivated area : 58300 hector 1n all season
68300 hector in rainy season
Depth of the lake : 9 meter
_Highest depth : 36 meter
'Fish marketing ; 700 metric ton
Fish verity ; 66
Fisher man & family .
Fisher man & family depended on fishing: 7000 -
Revenue eamed by Govt. per year Tk.5.00 core.
Total revenue from the lake Tk.50.00 core.
Sunderban:

The Sunderbans: The single largest mangrove forest and the abode of the
Royal Bengal Tiger. Consummately located about 320 km. south-west of Dhaka
and spread over and area of about 6000 sq. km. of deltaic swamps along the coastal
belt of Khulna, is the single largest mangrove forest on the earth, the Sunderbans-
the home of the Royal Bengal Tiger.

The World Heritage Site, declared by the UNESCO, the Sunderbans is a
immaculate place for eco-tourism. Main tourist spots inside the Sunderbans include
Hiron Point (Nilkama), Katka and Tin kona Island to view tigers, deer, monkey,
crocodiles birds and natural beauty. Herds of spotted deer are often found to graze
here. Another major attraction inside the Sunderbans is Dublachar (island), mainly
a fishermen’s village.

National park Chandra & Shalna Gazipur is located 35 km noth of capital city
Dhaka. Five lac hectors of land covered with cultivated and natural forest. The
main spices of trees are shal, segun, gamari, garjan and shil etc. It is most famous
tourist place for foreign tourist.

Guava garden'in Barisal is located in Sharupkati upzilla and a part of Jhalokati
District. It is western part of Barisal and Jhalokati District. Around ten lac hectors
of land were cultivated different spices of guava. Millions tons of guava gained
from the thousand garden. The guava are marketed local and other parts of
Bangladesh It is a most potential tourist place for local and foreign tourist. The
main problem of the place is communication and unflourish as a tourist place.




REPUBLIC OF THE FiJI ISLANDS

4 Training Course on Planning and Management of
j Community based Rural Tourism and Agro Tourism
Enterprise

Colomhba, 5ri Lanka

Salote Boila

Training and Productivity Authority
of Fiji
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‘Country in Brief
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Community Based Tourism in Fiji
Government Policies and Action
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Fiji consists of over 330 islands in the
southwest Pacific Ocean.

About 110 of these islands are i nhabited.
The two largest : i
Viti Levu {4,109 sg mi; 10,642 sqkm)

Vanua Levu (2,242 sq mi; 5,807 sq km).
The other major islands are
1.Taveuni

2.Kadavu
3.0Ovalau

- The government’s overall guiding policy document is the
Fiji Tourism Development 1998 — 2005 which gave an
important role to eco tourism in terms of environmental
protection and rurai job creation.

" (n 1999 the government approved the Eco Tourism and
Viilage Based Tourism Policy and Strategy Tor Fiji. This
woukd have add dehn ition 1o implementing the activities
and characteristics considered to he eco tourism
VEATUFES.

» This include : small scale, iow capital ventures that ted
tourists experience nature and indigenous culture
owned by local people; activities based in the wilage or
imvolving transportation by fand or sea.

» This would be categorized by land based a ctivities,
waster based activities or accommadgdation.

* This led te the growth of backpacker oparations in the
Yasawa Islands.
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--4!- Cﬂmmunitv Based Rural Tou |
Concept for Fiji |

Im 2000 the government introduced a program called

« By 2003 there wem gver 170 ecobased projects
[ accornmodation, activities, tours) in Fii majority of
indigengus Fijian owned. _

* These #00 grant is arrently wnder review due to
the falled projects [ 60% of these projects were
deemed as failed due to the fact there business is
not operating any maore)

= In late 2007 till present the IHROP { Integrated
Human Rescurce Development Program sections of
the Ministry of National Planning startex
implementing funding for community based rural
tourlsm products

* The IHRDP would only fund projects, built roads,
fund training or workshops, facilitate capital
infrastructure basically build capacity if this projects
or tourism activity would lead employment directly
to village and also provide a source of income for
the local communities.

Promotion” it

*  Thi stretegy wis developed for the developmin
resaurces development, employment for rurl

* |m 20 the govearnment approvad the implementatlon of Eco
Tourism Grant schemers encouroge Flilen paticipation and used
ar g sirategy for rural devebpment

=  The am of thiz was creating projects and employment through
sco tourism yeriure. The projec! wa established to xsssd mome |
than 100 small locally owned tourism bus/mes

»  Annual grant of FID3300,000 was allocated and administarad by
tha Departmant of Tourism.

» By 2003 there ware 170 eco tour/naure based pr:dl.l:ts n Figh.
« By 2005 the governmant had allocated 5500,000 for this grants.

Bouma National Park

Bouma National heritage park Is located in TI'H'ELI isI ned ,
Aji's third largest island
1t is onee of the few islands in Fiji that flora and fauna has been

refatively free of impacts of invesive speches such as
mongogse. Taveuni has 87% of its land covered In tropical

as the “Garde

N

L e ELE T T R T 11 Y v e

W

rainforest

Taveuni island sits on top of a shleld volcana which 150
volcanic cones dot the ifand with 85 much az 10 metres of
rainfall falts annyally on the island. '

Apart from the flors, most of Taveuni attractions Tie
underneath = Rainbow Reef and Vuna Reef famous for diving
and snorkeling { Fiji is known oF the soft coral capitol of the
workd)

Taveuni skso is home to Taveun| betthe, orange dove and kuls
parrot b

The Island also have rich soil content which |3 used for
url-r:u_ ltural cropping and farming
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Bouma National Heritage Park

+ The NZODA Fiji Eco Tourism Programme started in the
1980¢ ux an inwestigation of the remaining important
natural forest sreas in Fiji.

«  NZODA has since become a majar tupporter of eco tourism
developmeant activitles in Fiji

+ In 1998 NZCDA plioted two projects ; Koroyanitu National
Hertage Park near Lautoka and Bouna Nationsl Heritage
Fark on Taveuni.

+ Tha sim was to provide communitias with projact with the
means to protect natural environment within the national
heritage park while achieving sustainable livelihooods
bazed on natural resources and cultural heritage

* Tha villages chooss aco taurism as income generating
activity with a community based project to be establishad
In each village

The aim of the establishment of the park wos

1.

Ta protect and conserve the tropical rainforest of
Bourna

To establish & forast based recreation and tourism as a
way of generating income for the four villages that are
landowning units of Bouma

Faciltate and sirengthen capatity building in the project
communities {villages} in order to sustaln project
activities, especially eco tourism managem ent,
entarprise managemant, natural conservation, cultural
protection and community self devel opment

. Facilitate development and consalidation of linkages

from communities to organizations at all levels

Fours village in the ¥anua Bouma which consist of Vidawa,

Korovou, Lavena and Waitabu are the villages which is
wnder the Bouma Ma tional Heritage Park.

% Tourlsts who visit the park are guests from houtique hotels

and resorts in Taveuni. Average visit would be 4 people
per day




Product Development

Unigue eco tourlsm products were developed for four
villages which was part of the park,

Tavora Fdl;-‘u’hltnr yi3it 3 water ale Tor ketsure and i |5 the most wel J
"

aitabiished and popular aco Lourlem aciivity. Mansgsd by Korovau Villeg

Vidaws Rainforast Wka — 3 hike which can be 3 hourt to § hourt guided
forest hike, Adcde u little bit of hirbary ard brddng In FljL M anaged by

Lvers Comts! Wialle- teard ol schivity. Thet sctivity invalugs boat side)/
Wieh Mlong & oot S0 watprfalls. From these hunds snd hyndraisiog. activity the
sammunby bulkt n hodigpe which sncludes soormemodetiin . bMaragerd by Linwrsk
Wilags e .

Waltabu MMasing Park

Viddnws Vilinga

A —

;ﬂ' Pricing is actually determined
=77 by the supplier. They woul d
state the price to the Park |
Managers and the park would ¥
determine the price
according to the supplier
/market preferences.

=4 Price entry to Tavoro Falls is
% FID512.00 per person
i

. Price for Lavena coastal walk is
FID512.00 and Sea Kayaking
is F1DS45.000

pronnides & quided herheling 1our of the macrdna
e, Waklabu Mavine Pari. Thay vard 10 ek baenbeoo rafte sles x5
part of tha sctiyity, This park is mansged by Waltabo Yillage.

Building the community

» Projects of this park has focused on building capacity

and enterprise management,

« Developed communities’ capacity to manage their

eco tourlsm activities as enterprise which would
increase in direct employment and income.

» Strengthen social cohesion and mproved the well

being of the individuals and the communities as a
whole,

+  Eco tourism has provided a new $tream of income

apart from farming and an added incentive to stay in
the village and manage their own enterprises,

» This alsa has led to increased awareness of

conservation and environmental protection.




Development impacts

This project has a major impact on the natural
envirgnment by establishing protected areas.

There is no a wider sense of stronger cammitment
to the sustainability

* These forests are inhabltants for Fiji's rare
endemic birds like the orange dovetait, fern tail,
yellow Fiji parrot and varlous plants and species

= More focus on community living which has also
contributed to farming for agricultural export
[ daloftare} and yagona) which as been adopted
by young adult male as their main source of  ~
employment apart from guiding tourists, -,

il

* Economic and financial impact can be
considered successful

+ The aim was for crea ting self sustaining
community based tourism and this has ._ e
led to the eco tourlsm ac tivities support i coemy
other related development activities | * g

s " -_ " Tour Gulding Trakring
* Operating an eco tourism enterprise il - - [mﬂmhn
within a community has crafted new g vyl _ciiviec
roles and women are now actively - -
managing projects
= Technical assistance through training
workshops, local and overseas research p
and consultant groups for birding, (b vo buid » primary sehasl - St
conservation, marine and agriculture Lavers Village o

Key Issues : Challenges

* Lack of business expertise { skills, knowledge ) of
husiness enterprises.

= Mechanisms and polices set up by the government
to establish linkages between communities and
hoteliers { WEAK monitoring skills}

» Adjusting to global trends and market preferences
is quite difficult as bBusiness is community based
decision making

= Pricing is determined by the hotels and resorts |

« Community [nterests conflicts business interesty

= Marketing of their preducts on a global scale and
within the destination, The projects depends on
government assistance to fund marketing through
o il : E e website , brochures , government marketing arm
| Buil foept paths —Vidawa Viinge and hotels and resorts for product awareness,

o —




Cperating eco tourism has created new roles and
challenged existing roles. Women have galned
soclally which in spome ways has ¢conflicted in Fijian
household.,

Social development process has created both
cohesion and conflict and this has been a challenge
to traditlonal village based decisicn making and
dispute settiement -

Some areas has been marked as Marine Protected
Areas for tourists recreation which has derived
villages fram tradtional fishing grounds.

Participatory community development and
managing change in communities have been
difficult to achieve as eco tourism brings new
concepts, practices and influences to rural
communities which [s quite difficult as canflict
arises in terms of landownership, fishing rights.

Challenges

* Monitoring system by government agencies and
the national trust Is lacking due to lack of human
capital and monetary assistance ( Thus it regusires
close monitoring and continugus efforts to
.mitigate the negative irmpacts )

* Lack of technical assistance towards the projects
like product diversification to agro tourism as
Taveuni is an island for agricultural farming and
other regions of Fiji

* Poor decign and inadequate managememt of eco
tourism activities and related infrastructure. One
example is non compliance with design and
building guidelines, Another example is the
absence of proper environmental impacts
assessrment and benchmarking

What is Fiji Currently Doing ?

i» the Tourksm Master Plon 2007 = 2016

* Ecotourism a5 3 product which the eountry must further
develop

« Racognize Taveuni as a major destination for eco tourism

«  LUse community b sed tourtsm a3 a regional prosperity
and poverty alleviation _

* Tourism to be sesn as and designed wherevet possible to
Increase dermand for local sgricultural products which
would lead to more farming activities

Apart from the Master Plan government has decentralized
governrment departments for efficiency in service and
syslem processing.

Tha IHRDOP which is the major agency for CBRT and Agro
Tourism offices heve been centralized to key regions for
manitoring and product development.

Government introducing taxes which and
trade policies which encourage local
farming and discourage importation of
goods and food items

In the master plan there is strategy to
encourage for Brand Fiji in terms of food,
design and arts and farm Fiji

Has developed a acereditation for Fiji —
Green Fiji {This standard is set 10
banchmarking quality criteria set by the
government to lift of quality of standards in
accommaodation sector especially smaller
properties and activities

Recently just held Farmer 'showcase
around Fiji { July 2010}, Awards and cash
prizes were given to winners an mcentives
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BAIF DEVELOPMENT RESEARCH
FOUNDATION PUNE
INDIA

CENTER FOR INNOVATIVE
LIVELIHOOD GENERATION FOR
RURAL COMMUNITIES THROUGH
PROVISION OF HOSPITALITY
SERVICES

PILOT TESTING OF NEW APPROACH
AT THREE SITES IN TWO STATES OF
INDIA

Chjectve

To create the opportunities for generation of altornate

livelihood for the local individuals &groups in their
own setting by way of provision of services to visitors

and tourists and to build the capacities of these service
providers te enable them to provide paid services to

tourists fvisitors'

Tha support I8 providad In two ways

1] Hardwars aclivity support -for Infrastruciurg, rennovations, Wndeeapa
chanpes, material support #1e.

2] software activity support <handhoiding for formation and capacity bullding
of groups, iIndividuwusl service phoviders and lowdism commitises 8 viallps
bevel - >

The support Is also required for Innovativa promotion of Canter's activities
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WORK ACHIEVED;-

THREE SITES HAVE BEEN IDENTIFIED FOR
PILOT TESTING OF APPROAGH

THESE ARE TOURISTS DESTINATIONS [N BAIF'S
OPERATIONAL AREAS

NUMBER OF SERVICES REQUIRED BY
TOURISTS AND CAN BE PROVIDED BY LOCAL
PEOPLE LISTED
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Following gervice groups have been igantified

+Food service group | T women

+2 man)

«Homa stay facilities- ) families

+Guice service 23 “Nisarg Mira”-8 “Nisarg Mitra™ are involved
«Dance group

« Kathakarl,[ Story tellar) YDakbhakti 4

« Tarpanich— Dholrach -H}

+ Bulbock cart traveling sarvice 2 Tamliles

+«Papar Mache & Bamboo articles- 7-8 individuias

Vegetable culthation promotion of kiichen Garden?-8 lamilies
«Local vakdu= 1 Family

+Focod karvices 13 membars

+Folk Dance group 9 membars
«Tribal culture cisplay 3 marntior

«Agriculture demonsiration plot 3 membars

13

NAHARI
Indigenous cuisine corner

Aim to promotec unconventional food
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Muin Highlights

* Villags leved tourism commiting has been formed B & represen Lalive orpan ieation
of all service groyiders

+ Tha cammunity in KHichagads decided to name [t a1 Kalmendsy| paryatan sava
Samil

a There srg 10tal 35 muprnlesrs W simili @t ewhar srd 17 peemibars ot Kirsricha . Thi
Cheirmen B Secrit oy hiresr bewn nominated . The fecript book & prepared In the
nstria af mmiti L * '

+ Rulas & Regulatiens for commlttee's working haa been Formed

» Samitl has s Bank Account . The members conldbute 109 of thair earningi (n
oo kitty of the Satl 1or Huture expensei ubdsr tourksm

+ Tolal nuraber of townst roes Aug 09 o march-J010 s 1637 ot Jawhas and total
113 rmarnbars vidited 1her sHe &1 Kawachs

+ Groan Incetmr of lﬂ:ﬂl_l'ﬂ-lil paryatan save sarrid]l 66545/ rom Aug-08 to March-
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Thank You !

FOR CONTACT -

BAIF DEVELCPMENT RESEARCH
FOUNDATION

PUNE- MAHARASHTRA-INDIA
www.baif. org.in
0091-20-25231661/09822843108

rajeshreejoshi@baif.org.i
rsjacoounli@yahoo.com
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TRAINING COURSE
PLANNING AND MANAGEMENT OF COMMUNITYBASED
RURAL TOURISMAND AGROTOURISMENTERPRISE
10-17 Auygmtt 2090 — Coeaniben, Sedwicn

Rural Community Based Tourism Project

in Lam Dong Province

Le Quang Thong
Nong Lam University - Ho Chi Minh Ciry - Viemam

General Development of Eotourism or Rural

Community_Based Tourism

The development of Faoed
Commeunity Based Towriowm i
expected a8 imnative to
achicve both goals of
resource consecvation and

livelihood improvement for
the local prople.

Development of rural community based

This summary and discussion
paper presents the mest
common problems found
from the above project’s
unplementanen, with some

| y suggestons reganding 1o

management ¢ f rural

commutity based tousistm in

Lam Dong Provinee as well

as for other simiag arcas.

-

Introduction the project site

r

+ Locallon

= Lam Dong Province, Cenmml
Highland

« C'ommnunities: 0¥ Chois and N'Se,
buffer zone nearby the Nalional Park
Bidup-NuiBa ' ' '

«Livelihoods

* Local people source of income:
ngricuture. Fored - Procion -Contract

= Culitvation of ml"l'cn,' vepetables,
fruity. labour-work-for-hire

* Mosi of houssholds are cthic
rmunority and poor

— e —

t Essential features of the project \

o Employment
» gl business, mote empoymmenl
» agriculture with higher value
» poti-agriculure activities

o Redwee deforeststion prenre
» time for business activitics s
Oty
+ gocial development and human
caphcity
» gocxd intoraction with tourists in
terrms of enyirownmen protection an<d

FEROUITE Conscyvalaon

ot Develop homestead garden

o Learn the caleure, tradison

o Practlce agricultural activitles

0 Understand rhe task of lncal people
0 Explere the advastage of ineal sitcs
0 Exchangs information, karn

indigenowm knowledpe

Uiyt
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The patk provides toutists

1

i = Natural beneflia
. * lanscape fi viewing
» indigeounous knowledge of

and pyral tourism gppeals

E# | « Comain scveral issues relaied 10

M radition, culture of kocal people
*Viewng landecape, vl o sebecied
farenr ween, Jeaen che bfe nf villagees,
expecially the ednie Minenty goups
bving n buffer rone srest umoanding
Bi Dup - Mius Ba Magonsl Perk

* Mmirmaze the negative impacts

{environmental and culhwral)

wW_noperannn berseen Kink prople
ind ®'1 o sed Chile ethnie gronps

» Ensure benefits flow ta mnmmli'dﬂ
and conmibute 10 aoservetion effors

Entrance fees or charges for
participanon o a farm activity

= ol precisc and mol beecd on
market price

« 1ol enough Lo encournge
divesified tourist program

v Nluctaic by seaton

Management and ownership of rural

toursm

» National park Bi Dup — Mui
Ba managernent Boand

* Local comrmunity

» Local private investor {iend o
InCcTease)

+ Dulsiders of community
» Benefit sharing approach

Issues and Problems:

Opportunity

« Advantage and Opportunity
* quitable with poverty reduction goal

= comparative ldmt;gg due 1z nch
forem, typecal |andacape and other
antural conditions

= syppons from logsl povernment

* high invesiment sttricted

* pew transponation infrestructure
developed
| * rich cultural values

Issues and Problems:
Chﬂ]]t‘I‘lgEE

- Constraints and difficulies
r pooT communilies
» ethnic minaity groups
» collaboratean with national park
managemenl force

+ knowledge and resporssbitity of
relevant orgenizations

« ek of lorest gecunty ferce
+ overioad of yourists in Da La Ciey

+ expetience, #xp. tha of local people




How to solve the pmblems

How to solve the problems

* Knowledge, awareness and
repeonsibilicy

* from tocal households

+ from bocal govémmont

* journs| regpect irmclition of
local people

= gnvitomemental care ad

Enhance human resource
capacity

Organize Education &
Training

[+ Assist the kocal community -

=~ Encourage and create
opporunities for beneficial |
interactions berween hoats
and guesis

14

THANK YOU
VERY MUCH
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BACKGROUND

tf*ﬂNam& uf Pru]ect Capacity development
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c;;:.(fnr r:nmrnumty based tourism organization
’?‘Nm Ha Village! Sapa District, Laocai

Il e [

% Biovince! V'etnam
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«aE \y’llaga in Sapa District, Lao cai Provinge
v ol

X #l IL. :

._.- ML

Mnuntamnus rural area in the North West of

"F

Vl&h‘lam

,,u'l-"

A 'H'IETHAH TDUIHST MAP

R T e m&!

. -V ictnam ___

MR ¢ Mainland Territory: 331.211.6

ekd. sq. km.

¥ & Population: 34,115.8 thousand
inhabitanls

< Natlonal Caglial: Ha Noi -

% (" hina horders it 1o the north,
Lacs and Cambodia to the west,
lhe East Sea to the east and the
Pacilic Ocean o the East and
South.

% Total length : 1.630km.

< The coastline: 3,260km long

© Climate: ropical monsoon

9 Administrative Units: 64
provinges and ¢ities.

.

' “ Contents % e
E, -
- ijar:t Background
4.. Fl"ﬂjﬂ't‘.‘l'. essontlal features

et
el

e

-I- A rrmrl.ﬂmu: dlstrll.':t uf Laocai
Pravince

% Sapa Distrlet is very well-Xnown
with Sapa Townlet, a keautiful
and romantic; resort

< 1,600m high above sea level

< 15-18°C

4 Climata of 4 seasons n a day:

<& 4 the moming ankd gfemoon; cool
like the wesiher of $pcng and
Blumn,

2 Al noon: sury and cloudiess 2
e wadalher of summer.

% InIhe avening : cold.

4 Tha best time to witness tha
scenic beauty of Sapa is in April
and May. fower booming.
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‘Ca l:lty development in community based
‘ tnunsm for ethnic minorities in Sapa District,
acrr;ai Province of Vistnam in order to create
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Rai isg awareness in conservation and
dexfelupment of tradition culture values

5o ,- AT

* improve managemant ability of tourism
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Project maii actlwt:es
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nt of Trade and Tourism and Sapa Tourism
a{[ﬂdhnh Centre;

ORT PMU at the vilage level
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' ;Lppnqﬁo pruw:le fresh water and
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Services Price

Home stay (sanitary services included,|$ 3 PPPN

meals excluded}

Meal % E per parsan per
meal

Tradilipnal Art Performance $15- 325a0na
hour performance

Handicrafl sales, seuvenir, Traditional |$ 8 - 10 a fraditional

aembroidery embroidered hand-
mada scarf

Hol waler bath service $ 0.5/ parson

Porier for tourists and fourguide . . ($7a day »

=
ERLE

-

T .. ET P
E2+§ 7 aday.

orter and:Tour Guide ™

ol

T
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.} Tl —
ﬁ};, Management Model 2’|
wi LT o - _
| "&.1! " r,{@\k\:\fg %-P ' ]
| kg Project management arganization
: LJ;% Sapa District People Auditor
] iu] Councli
. "' Il:_ Suparvision Evaluation
w15 A Project
3 N Managey
..-.i o .-
An;cnuntant Cashier & Admin. || Technical Technical
e Officer officer
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T jm_.._Management uff:em at district tevel and
‘f;u-* ' ﬁo:nmune level

A L—HLm:ai households

ﬂ-.'
B 1-# IR |
Ly r

;,,ﬂndlrect beneficiaries:

{ m?«" ﬁj-iaﬁéhnlds who live in the project area

‘i;lotels and Tourism companies
Dther related enterprises

sy ”?/ ~Tourists.

: #t %
g iﬁ%\’ %
i -,&wareness of the local community

|.. Ty

:@3:, nﬁi ?gr.l intervention of tour guides
‘ g I

;f‘k} \Il'iﬁ\n E.:E‘ﬁ:z:e supply chain is not
-:;L-jgig Col P ﬂ

MIr '“‘-r.l

:.‘irpﬁ an uallty of roads to the village and

%;% »/mcahnn services
LJ'# ‘“Limttatmn in skills of PMU members.

ACcountant Cashler
Flrl’nlm:nr.-
and Towirs
: Guida
B "
e
m———-y -\II
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B.P. Acharya & B K. Acharya
Mepai

Product Overview

* 3.8 3 km Area of Mustard Farm

« Buffer Zone, Chitwan National Park
* The Farm of tha Tharus

» Seasonal Farming {(Nov — Jan)

+ Tharu Welcome, Elephant Ride, Scenic
Pleasure, Farming Activities, Bee-Hives,
Mustard & Honey Production Process

» Souvenir Shop cum Mustard-Honey
Restaurant

L ol

Target Groups

+ Domestic: agrculture Students, and

Old people from Urban Areas of Nepal coming
1o the Natlonal Park for helidaying

* International: spi-over Tourists,

speclally Nature Lovers, Children and Qid

people who refrain 1o do the Jungla Activities
In tha National Park

Promotion

Websile {www_mustardride.com)
Travel Agents (TAAN) & Tour Operators
Educaticn Networking for Agro-students

Local Hotals, Restaurants, Pubs & Bars of Sauraha,
Chitwan

Brochures & Pamphlets

Organization: MERT

+ Mustard Elephant Rldn
Tour (MERT)
+ 3 Employees Manager

« Total Expendlture per
Annum : $8000 N

Manager - 31200

Asst. Mgr - 51004
Adminisiraior - $900

3 Elmphars with Mauthes - $4800
Adirwimigir xtive Minc Cogt -5 409

~

AderITiStrat
Mgy | Asainig )

v

Pricing

Per Pax - $ 5 {Includes 1.5 hre tour with slsphant ride
and walcome 4rmiks )

Mauthe $2/grp

Community |$1/pax
Dev Fund

Farmer's $50day
Union

MERT -

HICT 3.




Pricing...

+ Mert's Group Consisls — 4 Pax/trip
* Mert Accepts - Al least 2 Pax/irip

+ Earning:
Ermar Ewrnimps Exninge Ewrnings Ewr ningd Frufil of Mart
12 warcyrw) O plauigre| [ puiigrp |+l panipry) 5 P ax

[ TS Ing2= g2 (3 - . xIuia e 472 340 108 42 = 7MY
Cpirmgtally [ipw FFIRE ] dnfinc 10X =« 510 |1 30k s 50k | 550 = 51= 500
Fuxd

Farmew'y Lrnan Iz§s5= i5 =i 1r L4 = 34 injin 3} WinEe
MERT L =] » L 1= I ur . "

Transactions of MERT

Total Expenditure = $8000
Pax Needed = 1600
Groups Required = 400 (for Break Even)
Possible Trips in a Day = 3 Elaphants x 8 trips = 24 Trips
Availabla Trips in 3 Months = 24 x 80 =2160
Average Trips Handled by MERT = 550
Thus Earning of MERT: 550 x $20 = $11000
Profit of MERT: $11000 - $8000 = §3000
$3000-$1278 = §1724

Any Queries?




e CAamMmaliA

‘Training Course on Planning and management of
Community -based
Rural Tourism and Agro-tourism Enterprises
(10-17 August 2010, Sn Lanka)

Communily-F3ased Crotourism Sites in Cambodi

Community-based Ecotourism Development ;

The park has high po ential for Eco-tourism development
such as

unigueness of natural attractions,

= biodiversity of fauna and flora,

~unigqueness of cultural and attraction,

“tourist tradition and festival attractlon and appropriate area
for tourism activities

il

Community-based Tourism in Cambadia
‘M. | Proect Moo Praviecs We. | Frajest Mom Provinca
1 | ¥esk som Rstenakiri 10 - { Prek Tnown Kot
2 | Virachey Mavional Ratwnakici 11 {ChiPhat Koh Khog
3 Ml'.lnm Pluk Siem Reap 12 { Sewnka frey Kuk Kompong
' Tom
4 | Chambok Komporg Spey | 13 | Trapeang Roung Koh Kong
5 | Orusty Kenvdal Hung Treng 14 | Threar Bang Koh Kong
6 | Prash Romksl Siurgg Treng. |15 | Pailin Community Bassy | Padin
Tonariom .-
7 Prak Toal BaHombang 15 | Cevay Sy Trang
A | Keh Phdao Kratie 17 | Ang Trapeang Thmoy | Rertey ot Gy |
9 | Bantasy Chhmar Barkeyman Chey | 16 | Tt Bay Prash Vihasr |

Community-kased Ecotourism Development :
~ Virachet National Park
’ . ,.;'-"'F'--' )

Virachey Nation Park located in Ratanakiri Provice
(Northeast) is the largest and m ost remote national
park in Cambodia located at the borders of Vietham
and Lao PDR. The park contains mountains, forests,
grasslands and v alleys largely unexplored and
undisturbad by humans.

Land use

Core zone
Conservation zone
Sustainable use zone
Community zone

ol S




Issues and Problems

>  Waste disposal
» Carrying capacity
» Hunting animal

> Water pollution

Issues and Problems

> lllegal logging

> Clear up the forest for land b usiness

»Lack of community participate in the management
plan

Indicators for Community base d-Ecotourism in
Virachey National P ark

Environmental Impact Indicators
*Trai | Erosion Indicator
W astas treatmant-YNP activitias Indicator
*W ater pollution Indicator
*Bank eros ion Indicator
*W lldlife Indicator
* egetation Indicator
C arrying capacity indicator

Culture Impact Indicators
=C ommunity satisfaction Indicator
*C ammunity invelvernent indicator

Far -

Indicators for Community base d-Ecotourism in
Virachey National P ark

Social Impact Indicators

Visitor safety and security Indicator
Health Indicator

Visitor satisfaction Indicator

Visitor numbars and proflles Indicator
Littering Indicator (Waste Indicator)

» Training staff and village guide Indicator

Economic Impact Indicators
+ Community benefits Indicator
+ Revenye for VNP Indicator
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Rohian Wijek
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’3)  Three Fundamental Principles (o=

.‘.,-__..- S e—

One Tambon One Product i{

(OTO P) A4 e :
LA e 4 M = 4318
N : -
OTOP = S
Cwe Tambow Owe Prodect
|
The Strengthening of

Thailand’s Grassroots Econom
of the Royal Thai Government

(RTG)
@ OTOP Policy [T} @ Agency Integration"“National Agenda” f_ﬂié“

* Office of the Prime Minister

* Ministry of Finance

» Ministry of Interior {Community Development Dept.)
* Ministry of Agriculture and Cooperatives

= Ministry of Industry

» Ministry of Commerce

* Ministry of Public Health

*ﬂi %%;?éi@ﬁmﬁ g ,gﬁﬁ}%ﬂﬁégﬁ e
grassroots CConomy;

@Dve/opment Ofg%% gg;

"Tﬁﬁﬂ‘"""
e i

; @_fmpro Vement of, pe ple’
;g é?ﬁm? BRI (RS wé‘“ it Ewﬁf‘ﬁfﬁ"g gzg"

andard,ofiving, |

sona
al

>
Eg

I —— li” * Ministry of Foreign Affairs
- f. ' . » Tourism Authority of Thailand (TAT)
i ?“ gé? E V’taf’{@%%%? g{ %ﬁs?’%ﬁ e = = Ministry of Education |
E& /¢ g.iﬂ; pqﬁﬁmg%{%%énun% » Ministry of Sdence, Technology and Environment |
a Sense Of ' oc-a /f t}/‘ré "=':3 - :::ard of Investment, NECTEC
e
1]

‘_5 Categibries of OTOP Products CEmpiBn
“Classification Process”

1. Food

@ Types of One Tambon One Product f'_t:-j
(OTOP)

* Semces

* Local Culture/
Ways of Life

Artifacl:s and Souvenirs

by
5. Herbals that are not defined ( :@
as food or medicine




N

OTOP Product Champion (OPC) o)

e

The OTOP Classification

5-star product B
4-star product
3-star product
2-star product
1-star product

e

NG N I
incial Star OTOP (PSQ) |
E s 2 Tl R T e §

s

b ;
¥

iage Champion 2 |

Objectives of the Development ofthe
OTOP Tourism Village

To create an OTOP Tourism Village, which will be
another alternative to generate incomes to local
communities producing the OQTOP

To link community lifestyle and local wisdom with
tourism ; to generate incomes and create added
values to local communities

To provide tourists an opportunity to understand the
production process of the OTOP and its vdue

To upgrade tourist service and to increase
communications skills with foreign tourists; to
enhance professionalism in the production of
products and the provision of services, including
sanitation and standard of food and health

(Tea planters of the
northem hills
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© Existing social capitals— groups & local wisdom
@ Government’s Commitment - National Agenda
© People/ Community Participation

© Focused Policy on Grassroots Economy

© Agency Integration— Effectiveness

© Sufficient and Competent Government Field

Workers

The Success Factors {onee)

The Risk Factors

© Maintaining Standard & Quality

© Continuing Production for mass
order

© Competitive Advantage — Brand
& Image

© Entrepreneurship Development

© Knowledge Based Development
of Products

86




Leisure Agriculture Area

dAhEhke rruswrr e mmr e ey snws rarrrrrrad bdrrseebdbdbddes rrrr==r=r 4 FF A FIF IR F vt - - = =R R B

» [tis an area zoned by Country(C.O.A.)

» It is a concept and way to integrate local agriculturat
and other tourism resources,

Agro-tourism Development in Hu-Dong » for the purposes of developing leisure agriculture
Leisure Agriculture Area, R.O.C regionally,
lr-ﬂ:rw
g Fpng Tl

Asgistemi Frofesaor, Departrment of Inlemationsl Business Menagement,
Ching Yumn Universlty

..: Spaciafist, Departmest of Farmery' llﬂl;;:: Cownci of Agriculiurs, Execullvs Yuan,
1 [':;'“ e - 5 - T T T m s e
— - L
| o | Management of Fu-Dong Agriculture
gl e L R e i e i e A il ~ ﬂ,
N N Leisure Area- publm infrastmctinn o,
§ p . i . Bl %
Agriculural Positive é Specialist Teams
I Features mind of } (Consultants)
ol citizens P
Al ) veiopment plan |
I IEE:I T Counlry(C.O.A)
i Local Govemment i
Healthy (
! COMMUnIty- T —
! based U subsidy
organizton
| j
hard  soft

50-~300ha ZLocal Action Commities
| o

-

Ftwhr == m—m—m—m AP FEA NN R —— === —— & —_——— s e A A SRR A N LI LN AL AL N NN NN NN NS L ER

[ 3

Hu-Tong
Leisura Agricuiture Area |+ K5G8

Four
communifies

Hu-Tong V.

Kim Long V.

Lung Dong V.
Wu-Hu V.

67 Leisere agriculture areas In Loltal

Leisure Agricultugal Area SiWu, Miaoli County | Hu-Tong Leisure Agriculture Area




Agnculture
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» Pomelo )

maresssmbdressrrrer=rr-wrrharhddinkasdhadnitea—as

Sweet Potate

Longan {D¥mocarpus longan),
other Citrus fruits.
I 1
5 e . o _

Develop creative Food and Beverage

........................................................................................................................

‘Pomelo Meal : -
Pamelo Chicken -~ Pomelo
sausage - bone with Pomelo
source ~ Pomelo Source
‘Pomelo dessert
*Pomelo coffee cherry

Pomelo tea

raradhitd ENHEd rdw -

Pomelo Coffes elly

Pomelg chicken
D'—’f et

The main problems encountered by the Individual
Leisure Farms

smwmTEEmT - T e e T P T Y T o e e e R D T LR L

(1) Small economy of scale operation
| (2)Guests come uncertain

(3) Lack of Financial resources to hire staff

{(4) Lack of financial resources to improv e physical environme nt.
(5) Lack of skills in managing hospitality related Enterpris es.
(6) Lack ability of develop new products

2> Adopting the pomelo

P PR A W = T Y R -y ey LY LT L T N R I AN A LN IS NI NI NSNS NN EERE

Lrban peopla
US$100 to USS140/per year

—

Toruism Enterprises in Hu-Tong L.L.A.
Entaprigpes name Servica Acoomynodation |

1.2ecret Graden e, EEFOY o '

LYW ourg Lalura Farm . |, KR, Jf7 o

3 Cogniry | shurs Farm fE, X0, ER¥H ?

4.Wung havgle Femals Yard Agbugithivg " el o

3.Cvaloig Pand RER, S 25 n

4. %wu Rad Polits Preceiw Fettory A8, A, % n

T.Wu-Tong Farm [raw thie yaar) X AMRir .

;.;H::;u winpatainiy and frult "I .

9K Lo Mkl EM. MDY "

0. Pomry sral Buttarfly H FHEGEEN. RAES, BERER .

1. Harst Weck Hakiks Band NREARGEERE, Xid. FRUX -

12 3anc hivahu Resmrusm k. BER W

10.Takiun Farm restauran 2K, #HOK. BER .

14 Home of Rice . Rory

15.Chrng f-rang Bl D L f 4] -
msEmsEssEsesTEsTEEEEE R rms s msdkied e rr == —— == rabba kAR kA r——— —— —— LI TP Smam s i aman wlam s nmm- e T == e
> ™

1

Village Old House(Over 150 years)

FYF ] - LY T FY Esmsrarsrsress smew bddd - - CLELET DL LE DL DL,




*5till use the traditional ; pwg

4 -

———— A == F R AP

School Outdoor learning programs.
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*Cycling along the nverside and noe
field, Bicycle rental (usd V/per day)
*Trekking on the mountain
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%éfg_ (1) Lack of enough local Tourist attractions
(2) No clear brand position or targeted
market segment
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_.Management_of Fu-Tong L.A.A. .
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Local Action Commitiee fifteen executives :
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Ecology Tour for every month USD7/per day/per Child
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Customer Service -Vistor Center
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Staff problem
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« educating the Membership on the importance of |
establishing the Leisure Agriculture Area

#£1 * shifted to Agro-Tourism education, computer skills}
it World Wide Web and Internet,
marketing/promotion skills, and interpretation skill
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#:4 « focused on cultivating professional management of ,
enterprises.

The END

Problems encountered by the Management

(1}Lack of the recognition for Agriculture Leisure

(2) Too care even distribution of the budget across the four
communities and local Enterprises.

(3)Overreliance on lo cal government for organization and
management skills.

{4) Most members are older or farmer s who lack the education
in organizational, financial or technology skills, to manage
organizations.
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Country of Origin: Republic of China (R.O.C)
Agro-tourism Development in Hu-Dong Leisure Agriculture Area, R.O.C

1. Introduction to Leisure Agriculture Area in R.O.C

It is a concept and way to integrate local agricultural and infrastructure resources, for the purposes of promoting
agricultural leisure regionally. Area’s rich in plentiful agriculture production, local rural cultural, and beautiful
natural landscape, with the positive mind of local citizens, healthy organizations, local governments can‘submit a
development plan of this area to the Council of Agriculture (C.O.A).

After approval by C.O.A, this area will be zoned as a Leisure Agriculture Arca. (L.A.A)Local Action
Committee should be organized by local citizens and leisure enterprises and manage L.L.A. Specialist teams,
commissioned by C.O.A are responsible for evaluating the LL.A.A’s, assisting with suggestions and guiding the
local community, in the unique issues and challenges that each community will face as they move through the
development process. This mechanism of diagnosis, consultant, training, will identify the features of every leisure
agriculture area and allow more structured and efficient development. Based on the results and decisions, local
government will construct the necessary public facilities and enhance the quality of environment, through
infrastructure development.

Currently the R.O.C has 67 L.A.A’s, since the program was started in 2001. The Hu-Dong Leisure
Agriculture Area is located in Miaoli County, west side of Taiwan, was approved in 2002.

b

2. Features of the Hu-Dong Leisure Agriculture Area

2-1 Tourism Resources
Hu-Dong Leisure Agriculture Area is composed of four communities, Hu-Dong village, Kimlong village,
Longdong Village, and Wufu Village. The most important agriculture crop in the Hu-Dong L.A.A 1s
Pummelo (Citrus grandis L. Osbeck), a citrus fruit, producing 4000 tones annually. There are a number of
smaller crops including the Red Potatoes’, Rice, Longan (Dimocarpus longan), and other Citrus fruits.
Hu-Dong L.A.A. 1s rich in historical value including six Hakka housing constructed over 150 years ago,
traditional craft factories, including pottery with historical kiln’s and religious related festivals. In addition
the natural landscape of the Siwu River, traditional rice fields, Yotzu Mountain, and filled with a range of

fauna including 18 kinds of butterflies, birds such as the Hawk, create a tranquil, quiet, and rustic atmosphere.

It 1s highly suited for developing sustainable rural tourism.

Based on the agricultural, cultural, and natural resources mentioned above, the local government
successfully applied for Leisure Agricultural status in 2002. After this area was approved by C.O.A, local
government started using the subsidies from C.O.A to improve the village infrastructure, including improved

road signage, tourist viewing area’s. Local Action Committee with the support from local government,

created marketing/communications programs including maps, media promotion, local area branding, along
with training local Interpreters. A Visitor Center was created by local government and is managed by the
Local Action Community. The Hu-Dong Leisure Agriculture Area has gradually become a popular domestic

tourist destination.

2-2 Tourism Enterprises
There are eight Leisure Farms, six Restaurants, five Accommodations facilities, and three art related

Enterprises.
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Leisure Farms are focusing on promoting adopting Pummelo fruit to Urban tourists, are seeing
increased interest in the Pummelo fruits, with the average Pummelo Tree producing revenues of between
US$100 to US$140. Local Restaurants, the Leisure Farms also promote Pummelo based dishes and
foqutuffs such as Pummelo chicken, Pummelo sausage, Pummelo tea, and Pummelo coffee jelly. They are
also selling sweet potato related cookies. At this point in times there is limited Tourist Accommodation with
some Leisure Farms providing rooms with average nightly room rates between US$75~105.

Tourist activities are being provided by local enterprises such as cow herding, butterfly observation,
visiting rural houses, pottery making including kiln tours, and cycling. These activities are focused on
families with children and Elementary School Outdoor learning programs. The average income 18 around

US$7-10 per person per day.

3. Management of Hu-Dong Leisure Agriculture Area

3-1 Organization
Every Leisure Agriculture Area has to organize a Local Action Committee. The Local Action Committee of
Fu-dong Agriculture Leisure Area has sixty members and fifteen executives forming the Working Commuttee.
The entire Membership will hold an Annual General Meeting setting the agenda and budget for the following
year. The Working Committees meet once a month to determine the status of current projects. The budget of
these committees is a combination of Local membership fees, subsidies from local government, and
donations from local enterprises. It will also receive income from Local Tour Guides and B&B’s the next two
years.

The Working Committee is divided into five sections to manage allowing the delegation of tasks. These
are Project Management, Environment Protection, Marketing/Promotion Section, Design, and General

Affair’s section. Most important section among these five, 1s The Project Management section which 1s
responsible for planning and executing the annual project followed by The Marketing/Promotion section.

3-2 Marketing/Promotion Projects
3-2-1 Itinerary Planning
With local government support, the Working Commiittee plans three routes to connect Leisure Farms, scenic
viewing areas and other attractions that Tourists can choose. They are designated as a) Flower Observation
hiking route, b) Mountain Hiking Route, and Historic Hiking route. These route shows are documented and
display on the World Wide Web Homepage of Hu-Dong Leisure Agriculture Area, Local Government and
provided to the general Media including Newspapers for reporting.

While there are a number of organized Tours, Tourists are welcome to follow these Routes on guided

Tours but they have to organize their own transportation and meals.

3-2-2 Ecological Tours

In-conjunction with the Community College, twelve different ecological tours are planned each year
and are held once per month. The objective of these tours is to educate children and promote awareness ot
the Hu-Dong Leisure Agriculture Area. The participation is limited to the children accompanied by a parent.
The Parent is free but children pay US$7 per day including lunch.

3-2-3 Agricultural Product Promotional Events
Seasonal festivals are held for one or two days in this. The Pummelo flower festival is held in spring, rice

harvesting festival in summer, Pummelo harvest festival and sweet potato festival in winter. These are joint
efforts between the Hu-Dong L.A.A, Local Government, Farmers Co-operatives and Local Enterprises.
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3-3 Customer Service

3-3-1 Visitor Center
The Hu-Don Agricultural Leisure Area is located the entrance to the Area and provide information, gift

ordering services, bicycle rental, and maps. It is statfed with at least one person during normal working hours
and weekends, J

3-3-2 World Wide Web — Committee Homepage

The Working Committee asked and with help from the Community College, designs and manages the
website updating with new content and events are required.. There are events notifications, gift information,
history information, contact information, maps and other Tourist relevant information.

3-3-3 World Wide Web — Other

The Working Committee is encouraging Leisure Farms and Enterprises to create their own homepage or blog
presence. and there are providing assistance with training and computer related skills to educate the

Membership on the importance of building awareness on the World Wide Web.

3-4 Local Talent Development

The Working Committee provides training courses to the members every year. At first the focus was on
educating the Membership on the importance of establishing the Agriculturally Leisure Area. Overtime the
focus shifted to Agro-Tourism education, computer skills, World Wide Web and Internet

marketing/promotion skills, and interpretation skill. At present, training courses are focused on cultivating

professional management of enterprises.

4. Issues and Problem Encountered by Management

4-1 For Individual Leisure Farms
(1) Small economy of scale operation

(2) Lack of skills in managing hospitality related Enterprises.

(3) Lack of Financial resources to hire staff

(4) Lack of financial resources to improve physical environment.
(5) Guests come uncertain

(6) Lack ability of develop new products

F

4-2 For Hu-Dong Agricultural Leisure Area
(1) Lack of the recognition for the Hu-Dong Agriculture Leisure Area Committee
(2)Too care about even distribution of the budget across the four communities and local Enterprises.

(3) Overreliance on local government for organization and management skills.

(4) Most members are older or farmers who lack the education in organizational, financial or technology
skills, to manage organizations and enterprise with a more sophisticated approach.

(5) Lack of enough local Tourist attractions

(6) No clear brand position or targeted market segment

(7) Lack of financial resources
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*’Romantic Strawberry Tour

Da-Wu, Taiwan
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Brief descrition

« Only in Da-hu producing the strawberry wine
in Asia

* Only in Da-Hu where you can eat, drink and
buy strawyberry related meals and bever age.

* Onlyin Da-Hu where you can enjoy the
strawberry bath.
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Target of this tour

« Domestic excursionists

* Small Group

-Couples
-Families with children

Price

« NTD 800{USD25)/per pax
* Minimum of 8 pax
including

v guide

v transportation,

v lunch,

v bicycle rental,

v Strawberry Bath

v Free wine
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Promotion

+ Web Travel Agencies-Eztravel

* Over 2000 7-11 Convenient Stores
* Travel exhibitions

« Community HP

* Information Station in bus or train St?tiun |
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strawberry tour

Transport: Tour Gi Bicycle Bicycle meal Bath farm communty TA per pax Total
1pax 100 1500 50 200 100 1000 250 -2400 300 3200
2pax 200 1500 100 400 200 1000 250 -2050 1600 3650
3pax 300 1500 150 600 300 1000 250 -1700 2400 4100
4pax 400 1500 200 800 400 1000 250 -1350 3200 4550
Spax 500 1500 250 1000 500 1000 250 -1000 4000 5000
bpax 600 = 1500 300 1200 600 1000 250 -650) 4300 3450
Tpax_ 7001500 350 1400 700 1000 250 300 5600 5900
8paxi w800 15005 =4005% 1600 800 - 11000: = 250~ - 50 . 6400 6350
Opax 900 1500 450 1800 900 1000 250 400 7200 6800
10pax 1000 1500 500 2000 1000 1000 250 7150 8000 7250
1 1pax 1100 1500 350 2200 1100 1000 250 1100 8800 7700
12pax 1200 1500 600 2400 1200 1000 250 1450 9600 8150
13pax 1300 1500 650 2600 1300 1000 250 1800 10400 8600
l14pax 1400 1500 700 2800 1400 1000 250 2150 11200 9050
1 5pax 1500 1500 750 3000 1500 1000 250 2500 12000 9500
16pax 1600 1500 300 3200 1600 1000 250 2850 12800 9950
17pax 1700 1500 850 3400 1700 1000 250 3200 13600 10400
18pax 1800 1500 000 3600 1800 1000 250 3550 14400 10850
19pax 1900 1500 950 3800 1900 1000 250 3900 15200 11300
20pax 2000 1500 1000 4000 2000 1000 250 4250 16000 11750
21pax 2100 3000 1050 4200 2100 2000 500 1850 16800 14950
22pax 2200 3000 1100 4400 2200 2000 500 2200 17600 15400
23pax 2300 3000 1150 4600 2300 2000 500 2550 18400 15850
24pax 2400 3000 1200 4800 2400 2000 500 2000 19200 16300
25pax 2500 3000 1250 5000 2500 2000 500 3250 20000 16750
26pax 2600 3000 1300 5200 2600 2000 500 3600 20800 17200
2 Tpax 2700 3000 1350 5400 2700 2000 500 3950 21600 17650
28pax 2800 3000 1400 5600 2800 2000 500 4300 22400 18100
29pax 2900 3000 1450 35800 2900 2000 500 4650 23200 18550
30pax 3000 3000 1500 6000 3000 2000 500 5000 24000 19000
31pax 3100 3000 1550 6200 3100 2000 500 5350 24800 19450
32pax 3200 3000 1600 6400 3200 2000 500 5700 25600 19900
33pax 3300 3000 1650 6600 3300 2000 500 6050 26400 20350
34pax 3400 3000 1700 6800 3400 2000 500 6400 27200 20800
33pax 3500 3000 1750 7000 3300 2000 500 6750 238000 21250
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