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Message from the ACT Chairperson

It is our great pleasure to publish the Seventh Edition of the Tourism Newsletter
by the Asian Council on Tourism (ACT).

In this issue, we feature selected articles reprinted from the No. 2, 2011 issue
of the International Trade Forum, a publication of the International Trade Centre,
which focuses on the theme “Tourism and Least Developed Countries.”

I hope that you will find the contents of this issue interesting and informative,
and that future issues will continue to serve as an effective platform for an exchange
of ideas and information not only among ACT members but also among the industry
players in the Asia-Pacific region as a whole.

The importance of the tourism sector and its contribution to economic growth, employment and local
development has been re-affirmed several times. Moreover, the continuing globalization of markets has brought
about a new competitive environment that requires sustained competitiveness and cooperation among those engaged
in the tourism industry. We therefore encourage you to use the Asian Council on Tourism as an additional vehicle for
networking and collaboration with other CACCI members

Thank you, and we look forward to receiving your contributed articles for the next issues of our Newsletter.

Anura Lokuhetty
Chairperson, ACT
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Tourism as an economic tool:

Shaping strategic positioning to attract tourists
to least developed countries

Ronald Hepburn
Founder and Managing Director, Etoile Partners
July 01, 2011

Strategic positioning is the
first thing developing countries
should do when considering tourism
as an economic tool. It requires
the development of a carefully
constructed, unique proposition
that frames the attractions offered
to tourists from targeted sources,
communicating them in a convincing
and consistent manner. High-income
travellers offer particular advantages
to least developed countries (LDCs)
and a nuanced approach is required
to attract them and to meet their
needs.

In LDCs, tourism is often held
aloft as a quick fix for economic ills.
Bring in tourists with their dollars,
euros and yuan and you open a
channel, for you and your country, to
hard currency that could make a real
difference to the lives of millions of
people. The idea is valid. The Maldives
has shown what can be done to move
a population out of subsistence. The
trick is to commence investment in
tourism from the right place; in short,
to spend some time developing the
unique proposition that will bring the
right people to your country, the sort
of people who will spend money in the
local area and will not leave damaging
footprints on the landscape.

At the United Nations Fourth
Least Developed Countries Conference
(LDC-1V) in Istanbul last May, |
had the pleasure of speaking on
tourism strategies with an audience
of delegates at the World Export
Development Forum. The delegates
came from the world’s LDCs and |
was tasked with describing how they
can make the most of their tourism
opportunities to boost their countries’
economies out of poverty.

My work at Etoile is about helping
people, businesses and governments
position themselves on the world
stage in the most advantageous way
possible, given the resources they
have to hand. When my colleagues
and | look at a challenge, we spend
considerable time considering the
geopolitical context within which the
client is operating. This means looking
very carefully at five things:

1. Where they have come from —
the context, the journey or the
story of the journey that brings
them to the place they are in
today

2. Where they are now

Where they want to be

4. How they would measure
success if they got there — vital if
you want to know your budgets
are being properly spent

5. How we might help them
get there — the strategy and
campaign plan.

The goal is to find an unassailable
strategic positioning, the sort of
positioning that allows a country to
carve out a successful tourism niche
and bring the right sort of people to
the market in the right numbers. If a
country understands what its strategic
positioning is, then it can start to
communicate it to the world.

Some countries make the
mistake of setting out to right all the
inequalities of their history in setting
tourism policy, when they should in
fact concentrate on matching their best
tourism assets with the best tourists.
Economic success will surely follow.

Here are seven rules of thumb for
the aspiring tourism minister:

1. Get your strategic positioning
right. Do not try and be all things to all

w

people. People understand what they
get in Patagonia, Borneo, the Maldives
and South Africa. Each of these
countries has had to navigate difficult
histories, but they have focused clearly
on their strategic positioning to attract
the right tourists.

2. Choose your market carefully.
Who are you aiming to attract to your
country? If you are at the beginning
of your tourism journey it may be
appealing to aim for quantity, but
this carries risks. The mass market
has an appeal, but it requires huge
infrastructure investment early on
and often brings with it difficult
development choices.

3. Aim high. If your destination
has high-quality attractions — historic,
natural — then think very carefully
about how to position your tourism
market to appeal to the high-
quality, top dollar tourist. The high-
income traveller requires much less
infrastructure and will leave less of
a footprint on your landscape. He or
she will bring the most benefits for
the least investment and at the same
time will create centres of excellence
that you can use for training and
dissemination across your industry.

4. Be unique. The high-quality
traveller will be more likely to seek
out a new and unique destination. You
cannot just offer the same experience
as your neighbours. You have to




find key points of difference. What
combination of characteristics makes
your destination different?

5. Think carefully about your
brand. Remember you do not have
control of your brand; you merely have
the opportunity to give it a context.
This is a fundamental truth that many
ignore. Your brand is not your logo, it is
your reputation. Remember that your
reputation is in the hands of others,
but you can influence it.

6. Communicate your strategic
positioning, loud and clear.
Communicate mostly to the people
you want to attract and influence.
Use the right tools to attract your
audience and remember that your
audience, especially if it is of high
quality, will have many sources of
information about you. Some will be
helpful to your cause, others will not.
You have to spend time using the sort
of communications media that your
target is reading, to make sure the
balance of opinion, on the Internet,
in magazines, is in your favour and is
repeating the sort of messages that
support your positioning.

7. Security, security, security. The
modern traveller can cope with certain
levels of insecurity, but as you will
have seen in Egypt recently, changes in
perceived security levels have dramatic
and rapid changes in travellers’
behaviour. They need to feel safe.

Clearly, the tourism body that is
already doing all these things is a class
above the rest; but it has plenty of
other things to do as well: making sure
that there are direct flights from target
markets for instance; encouraging
high-value travel organizations to
open the market through partnerships
and incentives; segmenting the
market to seasons; to mention just
a few avenues. But if you first truly
understand your proposition — your
strategic position in the global tourism
market — then there is a good chance
that the travellers you are hoping to
attract will be able to appreciate it too
... and they will want to come. &

FICCI-Yes Bank Aims fo Make India
a Year-Round Tourism Desfination

A joint study conducted by the
Federation of Indian Chambers of
Commerce and Industry (FICCI) and
YES Bank has outlined a 10-point road
map to make India a 365-dayu tourism
destination.

@ca

The study calls for:

1. Strategically marketing alternative tourism products in various
states of the country to boost local tourism;

2. Availability of travel websites in foreign and native languages
and online booking facilitiesto enable greater tourism flows;

3. Creating good quality accommodation not only in the five star
categories but acros all categories and across all states;

4. Developing tourism circuits on a hub and spoke model;

5. Enhancing quality of physical infrastructure (air connectivity) to
attract greater international tourists;

6. Augmenting the existing road and railways infrastructures,
specifically for products such as eco and rural tourism, adventure
tourism and heritage tourism where usually the final destination is away
from the initial port of entry;

7. Increasing government spending on tourism infrastructure in
order to reduce the average trip travel spend by a tourist in India;

8. Tourism infrastructure development through public-private
partnership, especially in the regions which are lagging behind in terms
of tourism development in the country to narrow the great regional
disparity in the development level;

9. Enhancing the productivity of the workforce employed in the
tourism sector through partnership between industry, academia and
government; and

10. Proper collection and analysis of statistical data by state
governments to enable the latter to review their tourism policy and future
steps that need to be taken to promote the tourim industry.




Community-based & pro-poor tourism:

Two contemporary approaches to poverty reduction in developing
and least developed countries

Saskia Marx, Associate Business Development & Programme Support Adviser, ITC

The travel and tourism industry is the world’s largest and fastest growing industry, with an average growth rate of 7% in the
past decade. If forecasts prove correct, tourism’s contribution to the global economy will rise to USS 2 trillion by 2020 with 1.6
billion international tourists worldwide according to the United Nations World Tourism Organization (UNWTO).

Tourism drives development and acts as a driving force for social and economic expansion, especially in developing and
least developed countries where it has shown encouraging results. Yet inappropriate tourism practices have damaged the
environment, local cultures, landscapes and natural resources.

In response to the widely reported negative effects of mass tourism in the 1980s, sustainable tourism became the new
mantra for development focusing on ‘tourism which leads to management of all resources in such a way that economic, social
and aesthetic needs can be fulfilled while maintaining cultural integrity, essential ecological processes, biological diversity and
life support systems,” as defined in 1988 by UNWTO. This notion became universal in 1996, when UNWTO, the World Travel &
Tourism Council and the Earth Council outlined an Agenda 21 for the tourism and travel industry. Agenda 21 is a comprehensive
plan of action to be used globally, nationally and locally by organizations of the United Nations system, governments and major
groups in every area in which humans impact on the environment.

Poverty reduction and environmental concerns were at the heart of the tourism development debate, placing strong
emphasis on the involvement of local communities in tourism planning and development processes. Based on the notions of
local participation, empowerment and conservation, several alternative forms of tourism emerged, such as community-based
tourism (CBT), ecotourism and rural tourism.

Throughout the years, a number of CBT projects have been implemented in developing countries, but their success has not
been widely monitored. Questions remain regarding the actual involvement and participation of the vulnerable and generally
poor communities in these initiatives. In many cases CBT projects have failed to deliver financial viability due to lack of trade-off
between costs and revenues, commercially unsustainable products, and weak market linkages, hence weak market demand.

In the 1990s attention was given to
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people to participate more effectively in the
product development process. In straightforward Assessmant of tourism potential on the community
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enhancing links between tourism businesses and poor people to contribute to poverty reduction (see www.propoortourism.org.uk).

Pro-poor tourism sees the sector holistically, as a system. It stimulates economic vertical linkages within a sub-sector
(accommodation, food, excursions, handicrafts, etc.) but also with horizontal linkages with other sectors (formal and informal)
to impact a larger group of people. As a result the level of empowerment is richer in this inclusive approach because not only is
there greater density of links but there is also a greater range of actors involved.

Along the lines of this evolving thinking and taking into consideration tourism’s growth rate, a number of organizations
(including multilateral, bilateral, non-governmental and research) are re-evaluating their approach to tourism development.
According to a 2008 report for ITC by J. Mitchell and C. Ashley on ‘Communities Benefiting from Tourism’ (in Strategic review of
the Export-led Poverty Reduction Programme), tourism initiatives tend to focus more and more on reducing tourism leakages,
thereby boosting market access for the poor, often in relation to mainstream tourism. These leakages, on average, see some
55% of tourism expenditure remaining outside the destination country.

Yet, depending on the location and the tourism infrastructure, the community-based model should still be considered as
an approach that can deliver livelihood benefits. Although there are marked differences between the two concepts, they are
not mutually exclusive in their implementation.

For more information please see: Scaglione, M., S. Marx, & C. Johnson. (2011). ‘Tourism and Poverty Alleviation Approaches: A
case study comparison.” in Keller, P. & T. Bieger (Eds.), ‘Tourism Development after the Crises. Global Imbalances — Poverty Alleviation’
(Vol. 5, pp. 207-226). Berlin: Erich Schmidt Verlag GmbH&Co. &






Blueprit for new tourfsme A parmersiip mocde]

Olivia Ruggles-Brise
Director, Policy & Research, World Travel & Tourism Council

In its blueprint for new tourism, the World Travel & Tourism
Council promotes the importance of partnerships for sustainable
tourism development.

With global travel and tourism forecast to grow at a rate of 4%
per year over the next 10 years it is not surprising that governments
in many least developed countries (LDCs) have identified tourism as a
strategic priority for growing their economies. The question is, however,
how to ensure that the benefits of travel and tourism filter down
through all levels of the economy so that people can build sustainable
livelihoods?

At a macro level, it is important that governments recognize that
a successful tourism industry relies on private enterprise, and reflect
this in their policy-making. At ground level, however, a thriving tourism
industry that has real benefits to local communities depends on
successful businesses — many of which are small- and medium-sized
enterprises — providing employment and stimulating the local supply
chain.

But it should not be a question of ‘them and us’. The best
examples of successful tourism development are where government,
local authorities, non-governmental organizations (NGOs) and local
businesses work actively in partnership together.

In its 2003 Blueprint for New Tourism, the World Travel & Tourism
Council (WTTC) set out a vision for travel and tourism that looks
beyond short-term considerations, focusing on benefits not only for
those who travel, but for people in the communities they visit, and for
their respective natural, social and cultural environments. It recognizes
that the long-term success of tourism is directly linked to the positive
involvement of local communities in destinations. The Blueprint
promotes travel and tourism as a partnership, fusing the efforts of both
the public and private sectors, delivering results that match the needs
of economies, local and regional authorities and local communities with
those of business, based on:

1. Governments recognizing travel and tourism as a top priority;

2. Business balancing economics with people, culture and
environment; and

3. A shared pursuit of long-term growth and prosperity.

In this context the opportunities for small businesses in developing
countries are significant. They tend to be driven by local entrepreneurs
and respond to localized demand. They are close to the communities
and environments that benefit from tourism. And importantly, they
can respond directly to growing consumer demand for authenticity.
But they too need to realize the importance of working in collaboration
with each other and with local government and third-sector agencies.
Strong networks of businesses — accommodation providers, food and
drink providers, handicraft sellers, visitor attractions, land managers —
all working to a common goal — will offer a better quality experience, and
ultimately a more sustainable product.

For more information visit: www.wttc.org/eng/About WTTC/Bluepr
int_for_New_Tourism/. &

Case study: Budongo Ecotourism
Development Project in Uganda

In northwestern Uganda, the
Budongo Ecotourism Development
Project has demonstrated the kind of
successful public-private partnership
that could well be replicated in other
LDCs. Recently shortlisted for WTTC's
Tourism for Tomorrow Awards (www.
tourismfortomorrow.com), this ecolodge in
the heart of the forest reserve is successfully
managing to integrate conservation,
community development and tourism with
tangible benefits to the area in which it sits.

The tourism operation provides
an excellent experience that attracts
visitors year after year and is financially
viable, which in turn ensures that the
conservation principles upon which it is
founded are being achieved. At the same
time, members of the local community
generate the income necessary to survive,
either by working directly for the lodge as
guides, chefs or housekeepers, as farmers
providing food and other supplies, or as
part of a co operatives providing services
such as laundry.

At the heart of this success is the
partnership between an NGO (the Jane
Goodall Institute, which oversees the
conservation efforts), a private company
(Great Lakes Safari, which manages the
lodge), and the government (through the
National Park Authority), which leverages
the expertise and responsibilities of each
organization.

In Uganda, the Jane Goodall Institute

is overseeing the conservation efforts of

the Budongo Ecotourism Development
Project. © WTTC




Expanding opportunities - Reducing poverty
in developing countries through tourism

Fabrice Leclercq, Senior Trade Promotion Adivser
and Anne E. Buchner, Poverty Reduction Programme, ITC

The World Travel & Tourism
Council predicts that the travel
and tourism industry will be one of
the world’s fastest growing sectors
between 2011 and 2021, creating
about 66 million jobs and accounting
for 9.6% of GDP (up from 9.1%).

According to the World Tourism
Organization (UNWTO), international
tourist arrivals in developing countries
are increasing and tourism is gaining
importance as a driver of development,
exports and jobs. Tourists increasingly
look for cultural and natural attractions
in rural areas, thereby increasing
the scope for poverty reduction in
developing countries due to their
comparative advantage. The fact that
two-thirds of the people suffering
from extreme poverty live in rural
areas reinforces the pro-poor potential
according to the Rural Poverty Report
2011 by the International Fund for
Agricultural Development. Tourism
is labour intensive and presents
employment opportunities for even
low-skilled people. Considering the
need for training and capacity building
through domestic suppliers, and
in cooperation with international
and regional providers, tourism
offers superior poverty reduction
opportunities. In addition, UNWTO
argues that more women and young
people, who are proportionally more
disadvantaged, find jobs within
tourism. The figure below shows
the tourism value chain along which
employment can be generated, directly
and indirectly.

At the same time, tourism does
not represent a trouble-free means of
economic development. The tourism
sector is competitive and vulnerable
to natural disasters and political
instability; and poor communities do
not automatically benefit from tourism
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as there are high ‘economic leakage’
rates as key industry players often
prefer imported supplies and services.
To turn leakages into linkages, it
is essential to consider different levels
of intervention, namely producers, key
buyers, support institutions and national
policymakers. Equally, it is crucial
that developing countries establish a
‘coherent policy framework, [develop]
effective and efficient institutions and
[stimulate] a proactive private sector
in order to exploit their comparative
advantage in tourism. In addition,
a national tourism development
strategy must inevitably address issues
that extend beyond the sector and
establish cross-sector linkages,” says
a 2011 United Nations Development
Programme discussion paper on
‘Tourism and Poverty Reduction
Strategies in the Integrated Framework
for Least Developed Countries.” A lack
of suitable infrastructure and weak
institutions need to be addressed, along
with security and political stability, to
increase a country’s attractiveness to
investors and tourists.
Unfortunately tourism has
not been given sufficient priority
in international development
cooperation. Due to its huge pro-poor
potential it should be accorded more
attention by national and international

policymakers. The International Trade
Centre (ITC) began implementing
inclusive tourism projects in 2003 with
the aim of integrating local producers,
for example of agricultural or handicraft
products, into promising tourism value
chains, strengthening entrepreneurial
capacities and generating employment.

For example, ITC launched an
inclusive tourism project on Brazil’s
Coconut Coast in 2003. This project
embraces capacity building activities
in organic agriculture, arts and crafts,
the hotel business, computer science,
English, environmental education,
design, and apiculture, in collaboration
with specialized partners. Furthermore,
an organic waste processing plant was
installed, providing balanced fertilizer
at subsidized rates to 300 farmers.

Today, 70% of the 3,000
beneficiaries of the project have
found employment (mostly in nine 5
star partner hotels) and the monthly
income of 390 local women artisans
has risen from USS 40 to USS$ 250. The
proportion of the population earning
less than one minimum salary has
decreased from 40% to 28%.

The success of this and similar
projects confirms the fact that tourism
represents an important opportunity
for developing countries in their fight
against poverty. &



Collaboration Tourism: Tourism development in least developed

Tobias Schiedermair, Associate Expert, Office of the Executive Director, ITC
July o1, 2011

Least developed countries (LDCs) continue to play only a minor role in global tourism, receiving a mere 1% of
the world’s travel exports. LDCs’ tourism earnings have risen from US$ 3 billion in 2000 to over US$ 10 billion in
2010, increasing an impressive 14% per year on average. Tourism in LDCs has also been less severely affected by
the 2008-2009 global crisis than non-service exports, with numbers bouncing back to above pre-crisis figures in
2010.

Despite varying economic reliance on tourism earnings
and diverse levels of tourism industry sophistication,
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According to the paper, some 90% of LDCs consider tourism development a prlorlty to achieve growth
and poverty reduction. LDCs rank transport, tourism-related infrastructure, the investment climate and small
and medium enterprise development as the most important tourism-related support areas. Other key areas,
such as safety and medical issues, hospitality standards, and the preservation of cultural heritage, receive the
least attention. This situation notwithstanding, today most LDCs adopt a holistic view when planning tourism
development.

In addition, most priority actions on tourism development in LDCs seem to lean towards improving the
policy framework for tourism and less towards strengthening institutional structures. This policy bias reflects the
importance that LDC policymakers and tourism stakeholders
attach to areas such as tourism policy mainstreaming,

The work of the UN Steering Committee on Tourism|
Development (SCTD)

The SCTD was launched at the fourth United Nations
Least Developed Country Conference (LDC-IV) in
Istanbul in May 2011. The SCTD partner agencies
(UNWTO, ILO, ITC, UNCTAD, UNDP, UNEP,
UNESCO, UNIDO, and the WTO) will provide
policymakers in LDCs and developing countries with an|

overview and description of the specific tourism support

services that the agencies aim to deliver in a coordinated,

complementary and country-driven fashion. SCTD’
s portfolio of services is organized around four pillars|

(good governance and sustainability, investment, poverty|
reduction and business linkages and human resources
development) and will be published in mid-2011. As a first
follow-up activity to LDC-IV, SCTD will host a three-day
consultation workshop on tourism project development
with LDCs in September 2011

facilitating air access, or developing inclusive tourism
strategies. Strengthening the private sector through more
direct support at the enterprise level was equally perceived as
being of high importance for LDCs.

Even though key challenges to developing the tourism
sector have been identified with the help of the DTIS, many
development partners have in the past paid little attention
to tourism as a potential driver of economic growth and
poverty reduction in LDCs. As a result, LDCs were left with
difficult policy choices. The SCTD was created to tackle these
impediments and to improve access to strong institutional
partners and technical expertise in the field of tourism.
This multi-agency partnership assists LDCs holistically,
covering the various aspects of tourism development as well
as building local capacity at the policy, institutional and
enterprise level. With good economic prospects for tourism in
many LDCs and new support partnerships in place, LDCs and
their population will soon be in a better position to capitalize
on the opportunities offered by international tourism. &






The rapidly evolving green growth
paradigm shift that all nations are
embracing at a policy level, with the
buy-in of industry and civil society,
provides an unparalleled opportunity
to leverage the massive socio-
economic power of travelism (travel
and tourism) to benefit humanity and
the planet.

We are at a tipping point where
the past four decades of climate and
poverty concern — the Stockholm
Environment Conference, the Rio Earth
Summit, the Kyoto Climate Summit,
the Millennium Development Goals
and the like — must give way to shared
solutions. What is needed now is
vision, innovative thinking and courage
by policymakers — public, private and
civil society — to recognize the potential
and create new, inclusive frameworks
to make it happen.

Green growth is not a simple
concept. For the world’s least
developed countries (LDCs), and
Africa specifically, the global green
growth agenda could bring huge
potential dividends — with inclusion as

a key element, renewable
energy as a point of focus,
technology and capacity
support as givens and
transformation financing
pivotal. Brazil, the Russian
Federation, India, China and
South Africa (the BRICS)
will lead the reshaping of
the international order — 2012
particularly China with its
huge tourism flows and LDC-
aligned strategic geo-policy
(see Figure 1).

There is a key role for
travelism — the combined
impact of the whole travel
and tourism supply and
demand chains and not
just the sub-sector silos
(transport, accommodation,
hospitality/events and
travel services). However,
much of the potential lies
hidden. If its role can be recognized
and incorporated into mainstream
green growth politico-economic
decision-making, it can have

Figure 1
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significant positive socio-economic
benefits. This is particularly the case
for the world’s poorest countries
generally and Africa specifically,
where it is a universal services
exporter, a producer of wealth,
jobs and investment, a catalyst for
other economic activity (agriculture,
infrastructure, manufacturing
and communications) and a force
for development that increases
understanding between people.
Leveraging this value will need radical
new thinking and, more importantly,
action.

e Travelism must be
mainstreamed by all in green growth
strategies in the next five years.

e |t must be recognized and
supported as a responsible sector
that will meet and exceed evolving
government carbon targets, including
for the pivotal air transport sector.

e LDCs require more air services.
In some densely populated markets

Continued on page 11



Tourism & travel
....from page 10

like Europe, North America and China,
substitution of transport modes based
on carbon footprints may be feasible.
However, LDCs lack alternative options
and depend on aviation for sustainable
future growth and emergence from
poverty.

e Tapping the growing
BRICS markets will be
important. Chinese outbound
business is forecast to be the
largest international market in
the world. One great upside
of Chinese investment in
Africa is that travelism will
be an integral part of growth
and development requiring
more air services, support
infrastructure, products and
quality delivery. Chinese
travellers are discerning and
will be looking for the same
standards in airports and
ground services they find in
Asia.

e There is a vast array
of micro strategies that will
need to be deployed in the
short, medium and long term
to respond coherently to
the economic, poverty and carbon
timescales. Activating regional and
locally focused collaboration will be
required to stimulate ‘bottom of the
pyramid’ (BOP) market activity across
the travelism value chain.

Through these actions, the
public/private sector balance in
infrastructure and delivery of services
will shift. Governments will have
less money and the private sector
will have to be convinced to fill the
gap. Progress already made with
the adoption of corporate social
responsibility standards will help
in the conversion. Relationships
between public and private interests
need to be fair and balanced, avoiding
discriminatory taxes and stimulating
seamless, secure travel.

New style public-private
partnerships dealing with
infrastructure, agriculture,

Ll
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communications, renewable energies
and micro-credit are required so that
travelism can play an important role in
climate and poverty transformation,
as well as share directly in the funding
support, technology-related matters
like climate-proofed buildings, rural
restructure and green education
systems.
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Two core principles should inform
green growth initiatives. Quadruple
bottom line sustainability, with
climate the new, game changing one,
integrated with social, environmental
and economic balance. And smart
travel — clean, green, ethical at all
levels of the price/product spectrum
and incorporating local community
interests.

Last, but by no means least,
change is required in all levels of
education to produce a green travelism
workforce, including the entrepreneurs
who make up so much of the informal
sector. At present travelism education
is quite inadequate.

Few policymakers understand
the true impact and importance of
the sector. Educating future leaders
requires new forms of collaborative,
web-centric, interactive, dynamic
relationships. Multi-stakeholder
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collaboration, with local communities
at the core and civil society at the
table, will have greater credibility and
sustainability.

Finally, innovation is required
to attract essential investment.
Competition is getting tougher
as austerity pressures increase
and as public scrutiny of financial
transactions intensifies. The
following considerations apply
to both public and private
investors, as well as international
and regional development
banks:

e Travelism needs to be
looked at more holistically across
the value chain. For example a
well planned airport or port is an
investment base for road, rail,
air or cruises and all the related
communications technology
support systems.

e The industry is a major
source of job creation and
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: a catalyst for green growth,
Cathoend . .
reeliers opening up access to massive
by 2cm0 financial resources for the

required infrastructure, human
capital, technology and finance
while spreading benefits across
communities.

¢ Investment funds are available
in the BRICS, particularly China and
South Africa.

e Trans-border, regional and sub-
regional coalitions can be targeted
as the basis of both investment and
projects. Development banks are
already active.

There are massive new
opportunities. The timing is right
for travelism to emerge as a key
sector in the coming green growth
transformation, driving the change
to low-carbon lifestyles and helping
LDCs burst out of their historic
poverty shackles. &
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