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THIRD UNWTO ASIA/PACIFIC EXECUTIVE TRAINING PROGRAM ON 

TOURISM POLICY AND STRATEGY 

15-20 JUNE 2009, LANGKAWI, MALAYSIA 

 

The Third UNWTO Asia/Pacific Executive Training Program on Tourism Policy and 

Strategy was organised by United Nations World Tourism Organisation (UNWTO) 

in collaboration with the Government of the Republic of Korea as the main sponsor 

of the event and the Government of Malaysia as the host country. It was attended by 

24 participants from 17 member states. 

The training program was held on the beautiful island of Langkawi which was recently 

recognised by UNESCO as a Geopark in 2007, to join the other 52 geoparks 

worldwide. The training was held at the Andaman Hotel, which was built in the heart 

of the rainforest, blending luxury with nature with minimal felling of trees, leaving the 

wild profusion of the tropical forests with its flora and fauna intact. This was indeed 

an ideal location to discuss on issues relating to tourism policies, destination branding 

and marketing as well as biodiversity and participatory tourism development. 

In his opening remarks, Mr. Geoffrey Lipman, Assistant Secretary General of 

UNWTO, said that he was impressed with Langkawi and its emphasis on 

preservation, conservation, and sustainability. The global financial crisis has alerted 

governments on the importance of helping the SMEs to survive this period of 

economic recession and the creation and retention of jobs for the people.  

In welcoming the participants, Malaysia’s Minister of Tourism, Dato’ Seri Ng Yen 

Yen, spoke on how Langkawi had been transformed from a backwater in 1985 into 

an international tourist destination, thanks to the vision of Tun Mahathir, who was 

then Malaysia’s Prime Minister. Malaysia’s tourism development was guided by the 

Tourism Masterplan and the Ecotourism Masterplan, which stated that no more than 

50% of the land should be cleared for development. Malaysia was embarking on the 

formulation of a new Ecotourism Masterplan for 2011-2020. The focus on 

ecotourism as a major tourism product was important as our responsibility to the 

world and for the protection of Mother Nature. Her vision was for every resident in 

Langkawi to be committed to tourism, which was to be achieved through increased 

training and raising the awareness among the local residents. Travelling and tourism 

should leave minimal footprint, without causing the flora and fauna as well as animals 

to go extinct. In fact, tourism held the best promise in ensuring the preservation of 

the environment. In addition, there was scope for increased regional cooperation, 
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and one example was the recent initiative of linking the three UNESCO listed 

heritage cities of Borodbudur, Melaka, and Penang into a package. 

“Opportunity Management under the Current Economic Turmoil” by Mr. 

Geoffrey Lipman, Assistant Secretary General of UNWTO 

 “Travelling” is a much bigger idea than “tourism” since it goes beyond the 

concept of leisure travel.  

 The World Economic Forum (WEF) talks about “sustainable mobility”. 

 Domestic travel is often over looked because of the paucity of data. However, 

domestic travel can sometimes be four to ten times larger than international 

travel for a country.  

 The increase of the global population from the current 6 billion to 9 billion by 

2050 will place pressure on global resources from the production of food and 

natural resources to water. 

 Although travel is responsible for 5% of green house gas emission, it also 

contributes 5-10% to the economy and between 100-200 million jobs. 

Deforestation and cities are responsible for a larger percentage of green 

house gas emission than travel.  

 The Green Economy has received increased attention as shown by the focus 

given by the recent meeting of G20 countries, which account for 80% of global 

GDP. 

 The prospects of including Langkawi and Bali into the Earth Lung project, in 

addition of Sri Lanka and Egypt.  

 In the Road Map for Recovery, travel and tourism should provide a stimulus 

to the Green Economy. 

“China’s Recent Policies Confronting the Current Global Financial Crisis” 

by Mr. Michael Jianshe Wang, Deputy Director of Asia, Oceania & Africa 

Division, CNTA, China 

 In 2008, China had 53 million inbound tourists, 1.7 billion domestic tourists, 

and 45.8 million outbound tourists. China is rapidly becoming the world’s 

largest tourism market. 
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 The financial crisis and the fiscal stimulus have given a strong impetus for the 

development of tourism in China. 

 An important step is the creation of confidence for the tourism players to 

cope with the difficulties of adjusting, restructuring and upgrading of the 

tourism industry. 

 China’s fiscal stimulus of 4 trillion yuan (USD586 billion) has given a boost to 

tourism, which received over 1 billion yuan for investments into tourism 

infrastructure. 

 There was a campaign of 100 Cities Tourism Promotion Week, while 186 

cities are involved in mounting publicity for domestic tourism. As a result, 

domestic travel saw an increase of 15.6% during 1 May holiday season. 

 Some other policies include mounting a global promotional plan, strengthening 

national tourism routes, and implementing the National Citizen Travel and 

Leisure Plan with paid holidays for citizens. 

 The Chinese Government is willing to work with other countries to face the 

financial crisis. 

“Maldives’ Recent Policies to Overcome the Economic Crisis” by Mr. 

Yazeed Mohamed, Deputy Director General, Ministry of Tourism, Arts 

and Culture, Maldives 

 Tourism constitutes 27.2% of Maldives’ GDP and 70% of its total employment. 

As a result of the financial crisis affecting its principal source markets in 

Europe, tourism arrivals fell by 10.3% in the first quarter of 2009. 

Cancellations rose by 20% in January 2009 compared with December 2008. 

New investments into resorts had stalled, many resorts faced cash flow 

difficulties, and tax receipts are in arrears. 

 To minimise the decline in tourist arrivals, the Maldives government 

collaborates with the private sector to undertake joint marketing and road 

shows to Russia, China and Scandinavia, since these are markets that are not 

seriously affected by the crisis. The government has also provided financial 

relief by introducing a stimulus package in January 2009 and extending the 

lease rent of resorts under construction for 2009 to 2010. 
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“Malaysia’s Recent Policies Confronting the Current Economic Turmoil,” 

by Mr. Mohd Halimi Ibrahim, Director of Policy, Planning & International 

affairs Division, Ministry of Tourism, Malaysia 

 Malaysia’s tourist arrivals grew by 5.1% from 20.9 million in 2007 to 22 million 

in 2008. Despite experiencing economic slowdown, Malaysia still experienced 

a positive growth rate of 2.2% during the first quarter of 2009. 

 To minimise the negative impact from economic slowdown, strategic alliance 

and smart partnership were forged between the government and the private 

sector. Cooperation with stakeholders was enhanced and relationship with 

the media strengthened. 

 Some measures to increase repeat tourists were encouraging the tourists to 

discover new products or destinations, revitalise existing products, and 

organising new events. In addition, Tourism Malaysia undertook tactical 

campaigns for niche products and target specific market segments to increase 

tourist yield. 

Group Discussion: Latest tourism policies and strategies in confronting 

the effect of the economic crisis on your tourism industry. 

 The economic crisis affected countries differently. During the first part 2009, 

Laos and Cambodia experienced slight decrease in tourist arrivals, Malaysia a 

slight increase of 2.2%, while the arrivals in Indonesia, Brunei and the 

Philippines were apparently not affected. In fact, tourism in the Philippines 

grew at a rapid growth of 30% despite the recession in its key European 

markets. 

 While the Republic of Korea’s outbound market saw a decline of 55% in 2008, 

its inbound market rose 10% as a result of the depreciation of the won which 

boosted package travel among Japanese tourists.   

 Most countries intensified promotional and marketing activities, particularly 

focussing on source markets that were not badly affected by the crisis. In the 

area of finance, some countries provided credit for SME business and tour 

operators as well as helped airlines with the reduction of airport parking 

charges. Under marketing and promotion, some strategies were adopted to 

encourage domestic tourism and medium-haul tourism, support tour 

operators, and diversify tourism destinations.  
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 In addition, countries such as Vietnam and Laos reduced the price of package 

tours and bid for big events, including the World Ecotourism Conference in 

July.  

 Cambodia adopted a new tagline, “Kingdom of Wonder,” and focussed on 

ecotourism and culture, while enhancing its infrastructure, such as the new 

regional airport serving Sihanoukeville.  

 Malaysia undertook tactical campaign and went into niche products such as 

ecotourism, education tourism, homestay and shopping. The tourism sector 

received USD65 million for product development and USD20 million for 

capacity building under the Second Stimulus package.  

 Countries adopted various liberalisation and facilitation program to encourage 

travel and investment. The Philippines had passed a Bill to encourage 

investments in tourism, Indonesia simplified the registration of tourism 

businesses, and Laos waived visa requirements for friendly countries. Both 

Brunei and Cambodia had made progress in the establishment of their tourism 

promotion board. 

Keynote presentation on “Strategies for successful Destination Marketing: 

The Case of Malaysia” by Datuk Dr. Victor Wee, Chairman of the 

Tourism Board, Malaysia 

 The Malaysia Truly Asia campaign was launched in 1999 following the East 

Asian Financial Crisis that caused a contraction in most of the Malaysia’s 

economic sectors. Tourism was seen as the most promising prospect of 

generating economic growth, income and employment. As a result of the 

campaign, tourist arrivals rose from 5.5 million in 1998 to over 22.0 million in 

2008. Tourism revenue rose from RM8 billion to RM49 billion1 during the 

same period.  

 In 2007, Malaysia launched the Visit Malaysia Year 2007 (VMY) campaign to 

“Celebrate 50 Years of Nationhood.” The theme of the campaign was “One 

Golden Celebration”. Fifty major events and hundreds of smaller events were 

organised. 

 The organisation of VMY received support at the highest level and activities 

were coordinated at national, state and local levels by different government 

agencies and the private sector. The Ministry of Tourism worked with 

                                                           
1 The current exchange rate for Ringgit Malaysia (RM) is RM3.50 to USD1.00. 
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government departments, industry players, stakeholders and people to ensure 

success of the campaign. A strong promotional campaign at the national and 

international levels was undertaken, with engagement with the press and mass 

media to increase VMY publicity. 

 As a result of VMY campaign, Malaysia’s tourist arrivals increased from 17.5 

million in 2006 to 20.9 million tourists in 2007, exceeding the target of 20.1 

million. Tourist revenue rose by over RM10 billion, from RM36.3 billion to 

RM46.7 billion during the same period. As a result of the momentum 

generated, tourist arrivals climbed to 22.0 million and generated RM49.5 

billion revenue in 2008. 

 The planning, preparations and coordinated execution contributed to the 

success of the campaign. Major efforts were made to develop and upgrade 

tourism products and facilities, enhance tourist service quality, and undertake 

special programs to address weaknesses and build on strengths. There was 

also close collaboration between the Ministry of Tourism with other 

government agencies, NGOs and the private sector, and licensing was used as 

a tool to upgrade the industry.  

 In the inter-agency collaboration, the Ministry of Tourism worked with other 

government ministries and agencies to facilitate the growth of the tourism 

industry. The Ministry of Tourism also worked closely with NGOs and the 

private sector to develop policies, remove impediments to growth of the 

industry, and undertake joint promotional programmes. 

Group discussion: What are the key processes and strategic measures 

involved in preparing a successful Visit Year campaign for your country? 

 China does not have a long-term campaign at the national level but has very 

active involvement of the provincial and local governments in promoting their 

tourist attractions and destinations in the domestic and international markets. 

 The group that helped to formulate Visit Sri Lanka 2012 went through the 

methodology of establishing the objectives, targets, branding strategies, 

identification of target markets and tourism products, as well as proposed 

some activities and the required budget for the successful implementation of 

the campaign. 

 As for Visit Vietnam Year, the group suggested that the tag line, “Vietnam—

the Hidden Charm” should be retained. The campaign will organise events 
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that highlight the hidden charms of Vietnam. The key success factors will be 

the identification of the right products, markets and marketing tools. 

“Biodiversity and Participatory Tourism Development” by Mr. Jurgen 

Nauber of UNWTO Bonn Office and Mr. Ary Suhandi, INDECON, 

Indonesia 

 The UNWTO Consulting Unit on Biodiversity and Tourism for Tsunami 

Affected Countries was established in Bonn in 2006. It undertook two pilot 

projects in Pangandaran, Indonesia and Phang Nga Province, Thailand. 

 Biodiversity could provide the motivation to visit a region, supplies 

environmental services and minimise the risks of flooding and the adverse 

impact of tsunami in the case of mangrove areas. The tourism product 

development in Thailand includes a nature study trail, kayaking in the 

mangrove forests and setting up activity and visitor centres.  

 The Bonn office also looks at the sustainability energy efficiency program 

which is aimed at reducing the amount of green house gases emitted by the 

tourism sector. 

 The program at Pangandaran, Indonesia had adopted the UNEP 

recommendations for executing the environment program in terms of the 

eight steps towards a tourism management plan. It was able to obtain 

community involvement in establishing the vision, goals, and work plan for 

participatory tourism development as well as project implementation in this 

tsunami affected area.  

“Best Practices of Sustainable Tourism Development in Timor Leste 

(Atauro Island)” by Mr. Jose Filipe Dias Quintas, Director of Tourism 

National Directorate, Ministry of Tourism, Commerce and Industry, 

Timor Leste 

 Nature and cultural tourism are identified as the priority sector for 

development in Timor Leste as a way of diversifying the economy which is 

based on oil and gas, agriculture and fisheries.  

 Atauro is a small island 25 km north of Dili with a population of 8000 people 

and tourist attractions that include beaches, mountains, local lifestyles, marine 

biodiversity and diving. The promotion of eco-based tourism is suitable to 

protect the natural resources on the island as well as develop the local 

economy. 
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 Tourism development in Atauro emphasises on respect for local culture, the 

use of local resources and the involvement of the local communities. The local 

councils give opportunity for the local people to development tourist facilities 

and priority of local products. 

Group Discussion: What role does Biodiversity Oriented Participatory 

Tourism (BOPT) play in your national tourism policy? Which 

opportunities and limitations of BOPT do you see for your country and for 

the Asian region? 

 Participants saw the need to maintain biodiversity for sustainable use of 

resources and using biodiversity as tourist attraction. The rural economy 

could be developed through community-based programs and green growth 

should be seen as a way of creating balanced tourism development. 

 Among the challenges faced are the irresponsible exploitation of the 

environment, the lack of awareness among operators and the local people, the 

lack of rules, regulations and enforcement, and the lack of coordination 

between stakeholders in determining the type of development. 

 The participants put forward some recommendations for bio-diversity 

oriented participatory tourism. They include careful planning with emphasis on 

biodiversity, constant monitoring and enforcement by the government and the 

private sector, increased awareness through education and campaigns to 

stakeholders. The stakeholder inclusive approach should be adopted in 

tourism consultation and development. 

 For their action plan, NTOs should incorporate BOPT in their National 

Tourism Policy, as well as set milestones and targets to implement BOPT in 

tourism areas. NTOs should meet on a regular basis to discuss their progress 

and challenges in the implementation of BOPT. 

 

Prepared by Datuk Dr. Victor Wee 

 

 


