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The Views On Tourism Project

Voluntary initative since 2008
A Vision
I Encourage an active sustainable
tourism movement in Bangladesh
I All players can make an impact!

A Online blog
I Tourism knowledge and inspiration

I National, regional and international
resources

I This presentation is available
www.viewsontourism.info

A Online group

I Tourism network and discussion
forum for People interested ina
sustainable tourism development in
Bangaldesh

I LinkedIn an international
professional network

www.viewontourism.info/about/

Knowledge and inspiration to the Bangladeshi tourism sector. This blog is

Categories: Best practice Cooperation and network Customer opinio
Market knowledge Performance and management Policy Sale and

Planning a tourism web-page

As for all business' it is important for a tourism company, organisation or
communicate information efficiently with national and international tourisn|
customers. A web-page should be a natural part of this communication a
appropriated focus. At the same time it is important to keep the cost of IT
at a minimum

This article will go through the following themes related to the constructiof
page: Domain, Host, Design, Content and Management

Domain

A domain can be bought online on sites like
Domain

Buy domains

Register

Prices do not vary a lot among suppliers, but the prices depend largely o
and the popularity of last letters of the future web-address (e.g. .com is
than _info)

To ensure that readers can find your business, it is recommendable to b




Agenda

World best practice and theory ¥! ' '

A Understanding tourism
challenges o

A Sustainable tourism A ’
I Practices and lessons

A Bangladesh

I Status and sustainable touris
potential

I How to develop national
tourism through knowledge
and network

A Summing up
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Understanding tourism demand
Without tourists no tourism!
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World tourism demand since 1950

Pushfactor ¢ why leave home? Regional outbound anno 2008

A Economic factors
T More wealth

A Social factors
T More time

A Demographic changes

I Family size, population
Increase, urbanisation,
Increased life expectancy

A Technological factors
I Transportation

A Political factors
I Freedom of mobility

A Western Europe Dominates
Tourism Flow Outbound

A Strong Outbound Flow from
AsiaPacific

A Economic Stability in
Eastern Europe Favors
Outbound Flows

A Wealthy North Americans:
Passionate Travelers

Source: Euromonitor International's
OTouri sm FI|I oiwgo rOudtdb c
(2008)



World tourism destinations

Pullfactor ¢ where to go? International arivals 2008

A Accessibility to markets A France 79.3 milion

A Affordability A USA 58.0

A Availability of attractions A Spain 57.3

A Availability of services A China 53.0

A Cultural links A ltaly 42.7

A Geographical proximity to A United Kingdom 30.1
markets A Ukraine 25.4

A Peace and stability A Turkey 25.0

A Positive market image A Germany 24.9

A Protourism policies A Mexico 22.6

Source: UNWTO



Understanding travel motivation

v.

A Physical motivators

I Refreshment of body and mind,;
health, sport and pleasure.

A Cultural motivators

I Desire to see and know more abg
other cultures

A Interpersonal motivators

I Meet new people, visit friends or
relatives 5

A Status and prestige motivators = --z.
I Personal development or educatl

Theory: MclIntosh, Goeldner and Ritchie (1995)



Source: Weaver & Lawton (2002)
Dominant western Green paradigm
environmental paradigm

Humans are Humans

separate from nature are part of nature

superior to nature and nature aresqual
Reality Reality is

Isobjective subjective

can becompartmentalised integrated andholistic
The future igredictable The future iunpredictable
The universe hagsrder The universe ishaotic
The importance ofationality andreason The importance ointuition
Hierarchicalstructures Consensubhased structures
Competitive structures Cooperative structures
Emphasis on thendividual Emphasis on theommunal
Facilitation througlcapitalism Facilitation througlsocialism
Linearprogressand growth Maintenance of &teady state
Usehard tecnology Usesoft tecnology

Patriarchaland male Matriarchal andfemale
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The new traveler stereotype

Green consumer A Searches for authentic and
Knowledgeable about meaningful experiences
environmental issues A Searches for physical and
Conscious of social justice mentally challenging experiences
concerns A Wishes to have a positive impact
Motivated by a desire for self on the destination

fulfilment and |eaming Source: Weaver & Lawton (2002)

More independeniminded and one

quality conscious

Carefully assesses tourism \ublle

products in advance e

Preferes flexible and spontaneous

itineraries

Sensitive to local cultures
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Changed world demand for nature

Historical tourism development

A 1980s increased tourism
demand for more nature
based travel adventures

A 1994: 4660 % international
tourists (528.4 million) were
nature tourists

A Now: Naturebased tourism
IS one of the fastest growing
sectors of the world's
largest industry




More than a niche market!

A Environmentally minded
travelers

i AQI I NR GamsBQ SO
i Nature- the reson to go!

I Nature professionals or people
with serious interests

A Q{ 2 FtoQrisis O 2

I Nature important, but not main
holiday motivation or activity




Understanding tourism sector

Most important supporters of tourism demand and supply

A Attractions A Tour operators/planers
I Often motivation for visit I Almost exclusively product
A Accommodation packaging and distribution

I High influence on tourism
demand and hence sector
succes and failure

T Most visible suksector

A Transportation

I Most important element in

destination development , .
: AadAf GALX S {a9Q:2

A Public sector and policy e e o e

| Cru0|§ll m.anagement I Different agendas, resources
organisations and focus on tourism



Tourism development is complex!

A Tourism often praised as an
effective development tool,
especially in rural areas and
the developing world

A Positive and negative
destination impact on:
I Environment
I Society and culture
I Economy
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Tribal people in Bandarban
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Outs

A Economy
.

Positive tourism impact
The Power of Travel

How Travel Dollars Support America

Wages Salanes Profits, Taxes

Y Local Goods
I ' ‘ %&Scrwcus
g sg%
/‘#
gakery
B8a

Source;:6 Why Tourism Mattersoé campali

A Somety / Culture

ide Goods

"?
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Direct / indirect revenue for
country, community and private
sector

A Nature

Protect environment and preserve
nature

f,g o (e T ﬁ
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Preserving local culture and
heritage

Social wellbeing and stability

Promotion of crossultural
understanding



A Economy
I Increased local living cost
I External money flow

A Nature

I High pressure on
environment ressources

I Disturb fauna and flora

A Society / Culture

T Lost of cultural values and
traditions

T Prostitution and crime




Destination |mpat from tourlsm

A Most vulnerable destinations
I less developed areas
I rapid tourism development B i e
A Tourism in developing world i s
i Industry focus often inbound L
tourism (expect high income)
I Inbound tourism

A Few in numbers

A Potential negative social
implications when huge
cultural gab

I New discussion: Lorgrm
social and economic benefit
best from national tourism?




Sustainable tourlsm IS the solutlon‘

A One definitiond ¢ 2 dzNJ ¢
that meets the needsf
present touristand host
regionswhile protecting % )
and enhancing opportunity ¢ B&™
for the futuree source: unwro . G

A A tourism value

A Development: Balancing the
needs of tourists and
destination

A New tourism management:
cooperation government,
tourism sector anall
stakeholders




Sustainable
tourism values
and prlnC|p|eS Economic goals

Economically viable industry

Economically viable businesses

Economic benefits to locals and other

stakeholders

Environment Community
economy based
integration economics
Environment and Social goals
ressource goals Participation
Maintain or expand biodiversity Conservation Planning
Minimal resource degradation With Education
Resource benefits Equity Health
Acceptance of resource values Employment

Matching of supply and demand
Intergenerational equity
Adaptive design

Source: Hall (1998)

Community benefits
Visitor satisfaction



Best case: Bhutan natlonal strateg

A National tourism status:

I Successful poverty alleviation
through tourism development

A Core development values:
I Brutto National Happiness
I Pro-poor tourism development
I Longterm sustainability
I Restricted level of tourist act|V|ty

A Management: Department of Tourism Coordination
I Tourism advisor since 2002: SNV (Dutch NGO)

I Department of Tourism, Regional Trade and Industry Office,
Association of Tour Operators, Nature Conservation Division



Ecotourism- a subcategory

A One definition
i 90202 dzNFodnbleA &
travel to natural areas that
covers the environment and
sustainghe well beingof
localpeople

(Epler Wood, 1996)

A Goal

I Ecotourism can become an
Important tool to preserve
and develop remote areas




[ characteristics of ectmurism

A Involves travel to natural destinations

A Minimizes impact

A Supports human rights and
democratic movements

A Respects local culture

A Provides financial benefits and
empowerment for local people

A Builds environmental awareness

A Provides direct financial benefits for
conservation

Source: The International Ecotourism Society (TIES)



