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CONCLUSIONS of the 4th UNWTO ASIA/PACIFIC EXECUTIVE TRAINING 

PROGRAM ON TOURISM POLICY AND STRATEGY & TPO TOURISM SCHOOL 

14-18 April 2010, Gyeongju, Republic of Korea 

 

The Fourth UNWTO Asia/Pacific Executive Training Program on Tourism Policy 

and Strategy was organised by United Nations World Tourism Organisation 

(UNWTO) in collaboration with Tourism Promotion Organization for Asia-

Pacific Cities (TPO), the Government of the Republic of Korea as the main 

sponsor of the event, and the City of Gyeongju, Republic of Korea, as the host 

city. It was attended by 26 participants from 17 member states of UNWTO and 

6 member cities of TPO. 

The training program was held on the gorgeous city of Gyeongju. Gyeongju 

was the capital of the ancient kingdom of Silla which ruled most of the Korean 

Peninsula between the 7th and 9th centuries. A vast number of archaeological 

sites and cultural properties from this period remain in the city and some of its 

historical treasures are designated as World Heritage Sites by UNESCO, making 

Gyeongju one of the most popular tourist destinations in South Korea. The 

training was held at the beautiful Hyunday Hotel, which is located in the centre 

of Bonum Lake overlooking the lake and with an impressive view of thousands 

of cherry blossom trees blooming with their stunning pure white flowers.   

In the opening ceremony that took place on Wednesday, April 14th 2010, the 

participants were welcomed and congratulated by Mr. Hae-guk Hwang, Deputy 

Director for Asia and the Pacific UNWTO, by Mr. Lee Tae Hyun, Vice Mayor of 

Gyeongju, by Mr. Hwang Seong Un, Director of International Tourism 

Department Ministry of Culture, Sports and Tourism Republic of Korea, and by 

Mr. Ju Hwan Myong, Secretary General of the Tourism Promotion 

Organization. Finally Prof. Ramon Diaz-Bernardo, anchor UNWTO consultant 

for this meeting, introduced the topics to be discussed during the seminar and 

the speakers that would conduct the discussions.    

 

http://en.wikipedia.org/wiki/Silla
http://en.wikipedia.org/wiki/Korean_Peninsula
http://en.wikipedia.org/wiki/Korean_Peninsula
http://en.wikipedia.org/wiki/World_Heritage
http://en.wikipedia.org/wiki/UNESCO
http://en.wikipedia.org/wiki/Tourism_in_South_Korea
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Session 1 – Tourism and Poverty Reduction, by Madam Narzalina Zaldivar 
Lim, Former Secretary (Minister) of the Department of Tourism, Philippines. 
 
Key Learning Points: 

 Poverty is endemic (Southeast Asia poverty averages 10-30%). 

 The poor are often found near natural and cultural heritage landscapes 

of strong interest to tourists. 

 Tourism and poverty are often found together, tourism represents a 

major opportunity to reduce poverty. 

 UNWTO Sustainable Tourism Eliminating Poverty Program (STEP 

Program) has proved to be a very effective tool. 

 The Tourism Value Chain was analyzed in the case study of Luang 

Prabang – Laos. 

 The economic effect of tourism in the economy of the poor was 

presented in the case of Luang Prabang – Laos 

 Community Based Tourism and Ecotourism are two main components of 

the program, as explained in the case of Nam – Ha, Laos 

 Monitoring and evaluation of the projects is key to justify the investment 

and the support of national and international organizations.  

 One big issue is the sustainability of these projects over the long-term; 

they require constant monitoring and institutional support.  

 

Group Discussion and Report Back Session: 

 The participants expressed their agreement on the importance of 

tourism as a poverty reduction tool. 



3 

 

 Tourism revenue sharing among the community members and how 

money is managed should be fair and transparent for these projects to 

succeed. 

 Tourism can help reduce the difficulties of ethnic minorities, but there is 

always the issue of preserving lifestyle and natural environment. 

 We have to consider also the demand side, how to sell the destination is 

key, it has to be part of a tourist circuit to be sold by touroperators. 

 Effective monitoring is also important in order to convince the 

institutions to support these projects. 

 Showing the positive effects of tourism to the community is also 

essential to convince the poor communities to adopt tourism as a way 

out of poverty.  

 
 
Session 2 – Assessing the Competitiveness of Destinations Using Customer 
Satisfaction Indexes. Speaker: Prof. Haiyan Song, School of Hotel and Tourism 
Management, The Hong Kong Polytechnic University. 
 
Key Learning Points: 

 Tourism satisfaction has many positive effects on a destination: 

increased reputation, increased loyalty, reduced price elasticity, reduced 

service cost and increased productivity 

 There are many different ways to measure consumer satisfaction, but 

the methodology presented is one of the most rigorous and reliable. 

 This methodology provides a link between the different tourism services 

and the overall destination satisfaction. 

 The services evaluated in the analysis are: attractions, hotels, 

immigration, restaurants, retail shops, and transportation. 

 The model is interesting because it tells you not only what services have 

more influence in the tourist satisfaction but also what satisfaction levels 
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you have among different tourist segments and what is more important 

for each of them.  

 The case of Hong Kong was presented. In Hong-Kong the satisfaction 

index was 72.65 and the highest satisfaction was related to 

transportation, immigration, and attractions. 

 The methodology is tested, the model is reliable and accurate, and so it 

could be used in other tourism destinations. 

 

Group Discussion and Report Back Session: 

 The three discussion groups shared the idea that it is important for a 

tourism destination to have reliable measures of tourism satisfaction. 

 There was also an agreement about the usefulness of a measurement 

tool like the Tourist Satisfaction Index. 

 Some groups questioned whether the destination should better improve 

its basic services before adopting a Tourist satisfaction Index. 

 There was an agreement on the idea that tourist satisfaction should be 

measured but depending on the development level of the destination 

the model to use could be simpler or more sophisticated (as the TSI 

presented here). 

 The Tourist Satisfaction Index is a great communication tool to improve 

government awareness of the satisfaction problems and draw attention 

to the needs of a tourism destination. 

 A Tourist Satisfaction Index could also be very interesting to compare 

and benchmark different destination and create a healthy competitive 

environment among them.  
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Session 3 – Developing a Long term Strategic Planning in the Tourism Policy. 
Speaker: Prof. Ramon Diaz-Bernardo, IE Business School, Spain, and UNWTO 
Consultant. 
 
Key Learning Points: 

 Strategic planning means defining objectives for a tourism destination, 

long-term means forecasting the future. 

 A long term strategic planning process begins with a thorough analysis, 

internal and external, to figure out the present situation and the most 

likely future scenario.  

 The second step is defining the objectives in terms of target segment 

and positioning.  

 The third step is the strategy implementation: actions and resources 

needed. 

 And the final step is measurement and adjustments. 

 Two things make the difference between failure and success in a long-

term strategic plan: 

o How the planning is done: the methodology should assure the 

involvement in the process of the main industry stakeholders and 

leadership. 

o The implementation requires commitment, is what finally makes a 

difference and is many times a consequence of how the plan was 

created.  

 The case of the Spanish Tourism Plan 2020 was presented explaining the 

methodology used that was developed considering the previous key 

success factors.  

 

Group Discussion and Report Back Session: 
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 Almost all the participants reported having some type of long-term 

planning in their destination. Those not having a long term strategic plan 

referred to lack of resources to develop it.   

 Long term strategic plans seem to be useful as long as they are realistic 

and shared by the tourism industry, the different stakeholders, and the 

politicians. 

 One of the big concerns is always the implementation side of the plan. 

 Some countries where the tourism competencies are decentralized carry 

very long planning processes where local, regional, and national 

stakeholders intervene, what generates overlaps and inefficiencies in 

the process and possibly in the outcome. 

 The cost of doing a strategic plan is also an issue that somehow could be 

alleviated with the financial help of international organizations like the 

Asian Development Bank and the technical assistance of institutions like 

UNWTO. 

 

Session 4 – Crisis? The Tourism Sector Opportunity for Change. Speaker: Mr. 

Angel Diaz, President of Advanced Leisure Services. 

Key Learning Points: 

 A crisis can become a generator of creativeness and solution searching 

capabilities. 

 Tourism is a very complex sector where many stakeholders intervene, 

but innovation has to be applied to all components of the tourism value 

added chain. 

 There are a lot of historical prejudices and assumptions that can limit 

our capacity to innovate. We have to be able to look at all situations 

from a different, new, perspective, thinking more in what we can 

achieve and change than in what we cannot do. 
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 The most important factor for a destination to innovate is to know 

where it is going and what it wants to achieve, defining objectives for 

the destination becomes a central issue. 

 There has to be a system for innovation in place in order to be able to be 

proactive, to be productive and to be efficient: structural factors, 

management factors, and technological factors are key success 

elements. 

 Innovation requires talent, knowledge, a structure, and a budget. The 

challenge is not only to innovate, but to transform innovation into a 

process. 

 

Group Discussion and Report Back Session: 

 Innovation is recognized by all the participants as one of the most 

important skills to develop in any tourism destination today. 

 Innovation is doing the same things differently, something that could 

seem easy but is actually very difficult to achieve. 

 When resources are short to objectives, imagination is needed: 

innovation appears to solve uncertainty problems.  

 Innovate in product, in management, and in technology is very 

important to develop a tourism destination nowadays. Also the way we 

do the marketing of a destination has to change and be more innovative. 

 Importance of innovation for product, safety, using technology, 

souvenirs, human resources, to attract attention, information 

technology, services (value) provided to the tourists… 

 Competition among different destinations is good because competition 

is one of the main generators of innovation. 

 In any case, financing is reckoned to be an important place for 

innovation. 
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 Innovation can help to improve the destination and the value of a site, 

and develop new projects or attract new markets 

 Natural disasters, as crisis, could be a good opportunity to innovate. 

 The same happens with climate change: big opportunity to innovate, 

and sustainability in general brings ways to innovate in a tourism 

destination. 

 Innovation in tourism many times comes from the private sector. The 

private sector is often driving the change in the tourism destinations, the 

tourism institutions should foster the innovation initiatives coming from 

the private sector. 

 Mature and new destinations have different problems to innovate, one 

has too many constraints and too much experience, the other has no 

experience and many times no means. The innovation strategy should 

be adapted to the stage in the lifecycle of the tourism destination. 

 

Prepared by Prof. Ramon Diaz-Bernardo, UNWTO Consultant. 

 

 


