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1. INTRODUCTION 

This report proposes a strategy on how Azerbaijan could best position itself within the Silk 

Road Program, as a tourism destination for the coming 5 to 10 years. The aim is to create 

value for the stakeholders and mitigate any potential risks.  

 

2. TOURISM IN AZERBAIJAN  

The main forecasted travellers for the next 4 years are the inter-regional countries, including 

Georgia, Russia, Iran and Turkey, having an average annual growth rate of 4%, 6%, 6% and 

10% respectively. Although the growth rate may seem small, these countries are forecasted to 

make up 88% of total inbound travel to Azerbaijan in 2016. Nevertheless the vast majority of 

these travelers visit their family and friends, spending little money in the country 

(Euromonitor, 2012), leading to a deficit in the balance of tourism payments.  

 Austria, France, Germany, Italy, Netherlands and the United Kingdom are forecasted to have 

a double-digit growth of inbound tourism for the next 4 years. Additionally, the average 

expenditure per trip of the European travelers is nearly triple the average expenditure per trip 

of the inter-regional countries mentioned above. These countries all have direct flights to 

Azerbaijan. Until 2016, arrivals are forecasted to increase by 36% accounting for an increase 

of over $34 million (Euromonitor, 2012). For these reasons, European countries seem to be an 

interesting potential market for tourism growth in the country.  

In 2012, leisure travel expenditure generated 70% of direct travel and tourism GDP ($1’981 

million) compared to 30% for business travel ($866 million). This mix is expected to shift to 

80% leisure and 20% business by 2022. Simultaneously, leisure spending in Azerbaijan is 

expected to reach $5.06 billion (World Travel & Tourism Council, 2012) with Baku being the 

main destination for visitors (Euromonitor, 2012).  

 

3. TRENDS 

3.1 Booming economy in Azerbaijan 

3.1.1 Economic development  

Natural Resources - Azerbaijan’s wealth in natural resources (oil, natural gas and gold) will 

continue to help its rapid development, attracting investments and generate money, however 

making the country heavily dependent on its energy exports (41% in 2010) (Euromonitor, 

2012). Although there are enough natural resources for a steady economic growth for the next 

decade  (Reuters, 2012), it is a volatile and unpredictable sector; therefore the government is 

investing in non-oil industries (Euromonitor, 2012). 
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GDP - The average GDP growth rate from 2000 to 2010 reached 16%, which makes it one of 

the fastest developing countries in the world, above China (10%), Turkey (5%) or Brazil 

(4%). However, the GDP per capita of $5’722 in 2010 has room for improvement. This is 

below Turkey ($10’094) and Brazil ($10’710) but above China ($4’428) and the neighboring 

countries such as Armenia ($3’030) and Georgia ($2’620) (World Bank, 2012). 

Investments - In 2011, total investments accounted for $20 billion, 2/3 domestic investments 

and 1/3 foreign direct investment (FDI) (Euromonitor, 2012). Although the government hopes 

for domestic investments to become a key driver of growth over the next years, a FDI average 

annual growth rate of more than 40% is predicted for 2012-2015 (Euromonitor, 2012). 

Investments in infrastructure include the development of the “Khazar Islands”; 41 artificial 

islands with the highest tower in the world and a Formula-One race track, for $100 billion 

(Reuters, 2012) As well as the construction of a new rail line that should boost trade between 

Azerbaijan, Georgia and Turkey (Euromonitor, 2012). 

Internet usage - Between 2007 and 2011 there has been a drastic increase in the development 

of Internet access, almost 6 times higher, resulting in a 68% Internet penetration rate (Internet 

World Stats, 2012). This represents twice as much as the world average and proves that 

access to information is improving in Azerbaijan (Trend News Agency, 2012).  

3.1.2 Tourism development 

Government spending on Travel & Tourism (T&T) infrastructure - The country as a 

whole is still suffering from a lack of travel accommodation as all the main hotels and other 

tourism accommodations are gathered in the capital, Baku. Nevertheless the government is 

trying to encourage investments for the following years in the tourism supply, with a 40% 

increase in the number of hotels forecasted between 2011 and 2016 (Euromonitor, 2012). In 

Baku, supply is composed of 43% independent hotels (STR, 2012). These properties suffer 

from a lack of visibility compared to branded hotels that benefit from the group’s distribution 

system. There is a lack of budget/economy type properties, nevertheless, they are expected to 

grow in the near future with the aid of governmental investments (Euromonitor, 2012). Many 

hoteliers have adopted an aggressive pricing strategy, as the competition is scarce, offering a 

poor value for money to the customers (Euromonitor, 2012). However, the entrance in the 

market of international hotel chains will encourage hotel owners to readjust their strategy, 

especially by clarifying their service standards and decreasing their rates (Euromonitor, 

2012), which should stimulate demand.  
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Azerbaijan has a strong cultural heritage and touristic attractions within the Silk Road that 

could benefit the regions by attracting leisure travelers (Ministry of Tourism and Culture of 

the Azerbaijan Republic, 2009). 

 

Transportation - According to the Competitiveness Report by the World Economic Forum, 

air and ground transport infrastructures in Azerbaijan is ranked 38
th

 out of 124 economies 

(Travel & Tourism Competitiveness Report , 2011). There are currently 6 international 

airports in Azerbaijan with the latest completed construction in 2011. Heydar Aliyev 

International Airport, located 20 km out of Baku, expanded a new terminal that can serve up 

to 3 million passengers per year. Due to increasing inbound and domestic travel, the leading 

domestic air carrier Azerbaijan Airlines has notably increased their direct flights to European 

destinations such as Amsterdam and Aberdeen. In 2011, air transportation increased its value 

by 11% (Euromonitor, 2012). Air transportation is forecasted to grow with a constant value 

CAGR (compound annual growth rate) of 8% until 2016, which results in over $422 million 

revenues. Additionally, transportation online sales are forecasted to increase by over 150% 

until 2016. During the same period, passenger traffic is forecasted to increase by more than 

45% (Euromonitor, 2012).  

 

The State Program on Poverty Reduction and Sustainable Development 

has 9 clear goals set fourth for the years 2008 to 2015. Goals that affect T&T are 

sustainable economic development in the non-oil sector, along with the development of 

infrastructure and the sustainable development of the environmental management (Republic 

of Azerbaijan, 2008). Furthermore, the Azerbaijan Tourism Sector Development Program 

states that “a top-priority of this program is the reconstruction of the tourist infrastructure”, 

not only physical but also intangible assets such as training personnel. Finally the report 

also recorded the fact that the regional governments were contacted to work in collaboration 

(Citizens of Development Corps, 2004). Due to these reports and program already set forth 

by the Azerbaijani government the strategy is made with the presumption that these 

programs are going to be successful. 

Impact: Due to the continuous investments, Azerbaijan  benefits from the economic 

situation; infrastructure, transportation and tourism sector have a promising outlook.  
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3.2: Change in travel patterns 

3.2.1: Technology advancement in T&T  

Importance of online presence - The Internet has “undoubtedly transformed how travel is 

sold nowadays”, (O'Connor, 2011) and its use as a mean of research and communication is 

expected to increase (Euromonitor, 2008). Tourism websites are made to attract prospective 

visitors to a country and are a crucial tool in the marketing strategy to gain consumers’ trust in 

a tourism destination.   

European traveler’s online behavior - Today, consumers “have acquired a much more 

central and active role” in the travel industry. The reasons why European travelers purchase 

their leisure travel online are due to convenience, price comparison and lower prices (Bertea, 

2010). Travelers on average spend 8 to 9 hours on research and planning their leisure trips. 

80% of Europeans stated that Internet is their main source of information, higher than travel 

agencies (NH Hoteles, 2008), however the Nielsen Report described Europeans to be the most 

skeptical online consumers. Due to the growth of social medias and online booking channels, 

the consumers’ power has significantly increased (Euromonitor, 2012). The most trusted 

source of information for Europeans are “recommendations from people I know” (89%) and 

although only 64% trust the information given on “consumer opinion posted online” it is the 

most trusted online source (Nielsen, 2012).  

3.2.2: Increase in demand for experience tourism   

According to a study by the George Washington University School of Business, in 2010, 2% 

of European travel for “hard adventure” and 23% for “soft adventure”. Soft adventure 

however is one travel category that is predicted to reach 43% of Europeans in the upcoming 

years (GW, ATTA & Xola, 2010).  

3.2.3: Demand for sustainability 

Sustainable tourism is gaining momentum, becoming increasingly important for most 

business, governments and consumers. Hoteliers are becoming increasingly aware of the need 

for their companies to be more sustainable in order to reduce costs, boost profits and attract 

new guests as well as to benefit from future-cost saving opportunities. Sustainability is 

becoming a more influential factor in consumers’ decision making. According to a Deloitte 

survey, 95% of respondents believe the hospitality industry should be taking green initiatives 

(Euromonitor, 2012).   
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For the full environmental analysis of Azerbaijan please refer to appendix 12.1 PESTLE Analysis.  

4. PROPOSED STRATEGY 

The proposed strategy lies on the development of an Information Communications 

Technology
1
 (ICT) system through the improvement of the official tourism website in order 

to link travellers and tourism actors in Azerbaijan. The aim is to provide trustworthy 

information and bridging the communication gap between players of the tourism industry and 

the targeted travellers. 

4.1 Marketing & Promotion 

After a close examination of www.azerbaijan.tourism.az, an opportunity for development has 

been identified as the website is missing accurate information for the travellers and is visually 

not appealing (see appendix 12.2 Website Analysis). 

In order to attract and increase the trust of the identified targeted travellers, the website should 

be redeveloped (see appendix 12.3 Website Proposition). Not only will the website improve 

the exchange of information and ease the booking process, it will also increase the visibility 

of the country and the tourism actors (such as: local communities, hoteliers and tour 

operators).  

4.2 Capacity-Building  

Since “ICT has an important role to play in capacity-building through distance learning, the 

sharing of experiences and virtual networking” it is believed that an “opportunity for 

community-based tourism development” (United Nations, 2007) arises through the 

implementation of the One Village One Product (OVOP) program.  A direct tab entitled “The 

Great Silk Road” will be accessible on the homepage of www.azerbaijan.tourism.az. 

Travellers will be guided to activities and products related to the cultural heritage of the Silk 

Road through the OVOP program which has already proven its success in various countries 

(see appendix 12.4 The Great Silk Road & the OVOP Program).  

 

 

                                                        
1
 ICT refers to any system that allows the storage, retrieval, manipulation, transmission and receipt of digital 

information “the importance of ICTs lies less in the technology itself than in its ability to create greater access to 

information and communication in underserved populations” (Rouse, 2005).  

 

 

Impact: The increase in the demand for sustainable experience tourism and a continuous 

need for easily accessible and trustworthy information proves that the development of an 

appealing online presence has to be considered by the Ministry of Culture & Tourism. 
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5. IMPLEMENTATION & COSTS 

The website re-design cost can range from $ 20,000 to $40,000 (Web Design, 2012). 

Nonetheless the biggest cost is the centralization of necessary information. The re-

development of the tourism website is a governmental implementation, therefore the 

collection of information can be applied as a mandatory step for all business related to the 

tourism industry reporting to the website. Benchmarking against the re-development of a 

section of the British tourism website, it can cost up to $200’000, including license cost, 

online infrastructure, incident solution and support. On an annual basis an average of $70’000 

will be spent on the maintenance of the website. The benefit of this strategy is the fact that it 

has low investment, low risk and high impact. 

6. OBJECTIVES & MONITORING  

In order to understand how the proposed strategy will impact the individual stakeholders, the 

objectives and potential key performance indicators have been analyzed (see appendix 12.5 

strategy's objectives and monitoring table).  

7. BENEFITS & RISKS  

With any strategy for the development of tourism in Azerbaijan, the highest restrictions are 

the following: the visible corruption, the monopoly of the Azerbaijan Airlines and the visa 

requirements for non-CIS countries.   
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8. PROJECT SUSTAINABILITY   

The proposed strategy meets all the 

requirements put in place by the UNWTO 

for a sustainable tourism. The increased 

visibility and strengthened image of 

Azerbaijan, as well as the promotion of 

OVOP, encourages new travelers and 

present travelers to expand their visit to 

outside of Baku and therefore benefits the 

entire country. The development of an ICT system is a continuous process, having room for 

improvement and the ability to add new supply whenever needed. The whole process gives 

Azerbaijan a virtuous circle, by increasing the knowledge about the country it attracts more 

tourism, additional foreign investment which will strengthen the image of the country.  The 

sustainability of this project can be maintained with little effort. The most important aspect is 

the initial investment in the development of the ICT. Once the website has been re-developed 

a minimal human resource will be required from the Azerbaijan Ministry of Culture & 

Tourism who would be in charge of any update or changes needed to be made.  

 

9. LIMITATIONS 

The main limitation of this report is the lack of the country’s detailed data. Indeed, most of 

the data is biased due to the gap between the advanced development of Baku compared to the 

rest of the country. Additionally, accurate financial forecast could not be made.   

 

10. CONCLUSION 

Azerbaijan is in a good position to adopt the proposed strategy as the required investments 

and related risks are minimal. This strategy represents the first step to a sustainable tourism 

development with a potentially high impact in the long run.  

 

  

UNWTO defines sustainable tourism 

as: "Tourism that meets the needs of present 

tourists and host regions while protecting and 

enhancing opportunity for the future. Rather 

than being a type of product, it is an ethos 

that underpins all tourism activities. 

Sustainable tourism development guidelines 

and management practices are applicable to 

all forms of tourism in all types of 

destinations, including mass tourism and the 

various niche tourism segments 

(Euromonitor, 2012)." 
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12.1 PESTLE Analysis 
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12.2 Website Analysis 

Definition by The Webby Awards Judgement Impact on User

Content

"Content is the information provided on the site. It is 
not just text, but music, animation or video.  Good 

content should be engaging, relevant, and appropriate 
for the audience. It has to be clear and concise." 

It has been noticed that the overall content is not engaging and 
relevant. Some sections of the website are only available in 

Azerbaijani. The few pictures available are outdated and do not 
represent the country in an appealing way. Most of the 

information available is irrelevant for tourists. 

The irrelevant content does not raise the optimal interest from 
the potential tourist. This combined with the fact that some 

sections are not in English give the impression that the website 
was not created for them and as a consequence lowers the trust 

for Azerbaijan. As the official tourism website, all sections 
should be readable in English. That would strengthen the image 

of Azerbaijan as a touristic destination. 

Structure and 
navigation

"Structure and navigation refers to the framework of a 
site, the organization of content, the prioritization of 

information and the method in which you move through 
the site. Sites with good structure and navigation are 

consistent, intuitive and transparent. They allow you to 
form a mental model of the information provided, 
where to find things, and what to expect when you 

click."

The structure and navigation is not intuitive: the home page is 
displaying national news, which are not directly relevant to the 
primary prerequisites of tourists. The tabs are confusing and do 

not lead to where it is expected. 

A confusing structure can make the potential tourist leave the 
website. A restructruration of the website could lead to an 

increase in the  actual bookings conversion rate. 

Visual design

"Visual design is the appearance of the site. Good visual 
design is high quality, appropriate and relevant for the 

audience and the message it is supporting. It 
communicates a visual experience."

The visual design looks old and bare. The pictures are outdated 
and low quality. It is not appropriate for the potential tourists. 

The appearance of the site is crucial for the potential tourist as it 
represents the country and makes the destination appealing. The 

more pictures, the more tangible the country becomes for the 
potential tourist. The visual design should be high quality.

Functionality

“Functionality is the optimal use of technology on the 
site. It should load quickly, have live links and any new 
technology used should be functional and relevant for 
the intended audience. Download speed, file size and 

format should be anticipated.”

The website has a good loading speed. However, not all links 
are functioning and there is no link to the hotels booking. 

The absence of links to the hotels and the unfunctionality of 
other links, discredits the website for the potential tourists. 

Interactivity

“Interactivity is the way that a site allows you to 
participate, not spectate. It's input/output, as in searches, 

chat rooms, e-commerce and notification agents and 
real-time feedback.”

There is no possibility for the user to participate or give their 
personal feedback. 

An interactive website would enable the potential tourist to ask 
questions and share their experiences regarding the country or 

their trip, increasing their trust and the feeling of being 
welcomed. 

Overall 
experience

“The overall experience encompasses content, structure 
and navigation, visual design, functionality, and 

interactivity, but it also includes the intangibles that 
make one stay or leave.”

As a consequence of the pre-explained criteria, the overall 
experience is unsatisfying due to the fact that the content, visual 
design and structure is not adapted to an international standard. 

The unsatisfaction led by the overall experience is negative and 
degrades the image of Azerbaijan. An official tourism website, 
should reach the international standards to optimize its capture 

rate. 

Source: (webbyawards.com, 2012)

WEBSITE ANALYSIS
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12.3 Website Proposition 
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12.4 The Great Silk Road and The OVOP Program 

 
About OVOP:  

The One Village One Product (OVOP) Program was developed in Japan in 1979 and later introduced 

in countries such as Malaysia, Thailand and Malawi.  It is based on 3 principles: “(i) Creation of 

globally acceptable products/services based on local resources, (ii) self-reliance and creativity, and 

(iii) human resource development” (Kiyoto, Tembo , & Wille Te, 2012). The OVOP program has 

“considerable potential for developing the local economy and can also promote tourism” and shown a 

great success with sales quadrupling in 20 years (OVOP International Exchange Promotion 

Committee, 2009). The goals of the Ministry of Culture and Tourism, “incentives, pre-employment 

training and continuing education programs to promote employment of local people in private 

tourism enterprises” will be addressed by the OVOP (Ministry of Culture and Tourism of the 

Republic of Azerbaijan, 2009). The OVOP is a local yet global concept. The relatively small size of 

the country and the important role it played in the Silk Road (Ministry of Culture and Tourism, 

2009), will allow tourists to easily travel to various regions and experience unique exchanges with 

local communities to protect tradition, nature and heritage.  

OVOP in Azerbaijan:  

Each town and its surroundings is specialized in the production of crafts and carries cultural heritage 

worth discovering. Please find some suggestions of OVOP product development:  

 Shamkhi: silk and carpets  

 Basgal: headscarves, silk weaving 

 Lagich: crafts & copper-smiths utensils (eg. lamps, coffee makers) 

 Gabala: Cultural sights (temples, “Pir” and “Odzhag”
2
, Yaloylutepeh

3
 crafts) 

 Sheki: jewelry, pottery, leathery, woodworking (mosaic & music instruments) 

OVOP Action plan: 

 Deliver lectures and organize workshops in different regions along the Silk Road 

 Publicize the OVOP concept on the official Azerbaijani tourism website 

 Establish guidance facilities and technical support to local communities 

 Training and education  

 Assist local entrepreneurs in product development (concept, design, finance, manufacturing 

and business operations) 

                                                        
2
 Pir and Odzhag are unique holy sights in Gabala.  

3
 The Yaloylutepeh mountain, near the Nidzh village, bears the name of the culture which crafts such as: iron 

knives, dagger, brass rings, golden earrings, ceramic dishware and jugs.  
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12.5 Strategy Objectives and Monitoring Table 

 

 

Objectives Hoteliers Government Tourists UNWTO Urban Citizens Rural Citizens Tour Operators Investors

S
o
ci

a
l 

Improve infrastructures 
(work environment), 

employment opportunities.                  

KPI's: unemployment rate, 
companies and jobs created, 

number of infrastructure 
related development.

Promote and protect cultural 
heritage of the country (Silk 

Road). Reduce 
unemployment.

KPI's: unemployment rate.

Awareness of Azerbaijan as 
a tourism destination with a 

strong cultural heritage. 
Trust in the information 

provided on the destination.

KPI's:
keywords traffic, unique 

page views.

Promote the Silk Road 
action plan (raising 

awareness). Contribution to 
Millennium development 

goals.

KPI's: keywords traffic, 
unique page views, click on 

"Silk Road Tab" on the 
website.

New jobs opportunities.
Potential improvment in the 

quality of life.

KPI's: unemployment rate, 
GPI (Genuine Progress 

indicator).

New job opportunities. 
Preserve cultural heritage 

(be an ambassador). 
Potential improvement in the 

quality of life.

KPI's: unemployment rate, 
GPI (Genuine Progress 

indicator), decrease in rural 
flight.

Employment opportunities, 
training, increase of 

communication between 
tourism actors.

KPI's: job vacancies, % of 
training, contracts signed.

Employment opportunities, 
infrastructure development 
(private and public). Ease 
the access to investment 

information.

KPI's: unemployment rate, 
number of new investors 
(unique page views on 

"Invest in Azerbaijan" tab).

E
co

n
o
m

ic
 

Increase visibility 
(especially independent 

properties). Booking 
incentive. Increase in 

revenue. Customer retention. 
Improvment of facilities 
through investements.

KPI's: Unique page views, 
number of booking, % of 

customer retention in hotels, 
number of inbound 

travellers, evolution of the 
distribution mix (eg. online 
booking), new social media 

followers.

Credibility and image 
reinforced from foreign 
visitors point of view. 

Increase inbound tourism. 
Increase on investment in 

infrastructure.     

KPI's : Balance of payments, 
number of inbound 

travellers, number of 
investment done and in 

development.

Increase and maintain value 
for money. Ease the booking 

process and access to 
information.

KPI's: Number of inbound 
tourism, number of room 

nights booked, % of 
customer retention.

Develop and maintain 
Azerbaijan as a competitive 
destination on the Silk Road.

KPI's: Inbound tourism, 
number of booking for Silk 

Road related tours.

Increase in income due to 
employment.

KPI's: Evolution of per 
capita income.

Increase in income due to 
employment. Stimulation of 

entrepreneurial 
development.

KPI's: Evolution of per 
capita income, number of 

SME created.

increase in operated tour 
sales, development of news 

packages and tours in 
collaboration with lodging 
supply, customer retention.

KPI's: distrubtion mix (% of 
bookings made through tour 
operators), number of tours 

and packages sold, % of 
customer retention.

High return on investment. 
Potential expansion of 

projects. Business 
partnerships with local and 

foreign investors.

KPI's: ROI, amount of 
investments made, % of 

foreign investors, 
partnerships made between 
foreign visitors and locals.

E
n
vi

ro
n
m

en
ta

l Maintain low impact on the 
environment (carbon foot 

print).

KPI's: energy consumption, 
water usage, recycling rate, 

renewable energy usage 
rate).

Sustainable development of 
infrastructure (public and 
private) linked to the Silk 

Road action plan.

KPI's: energy consumption, 
water usage, recycling rate, 
emission from greenhouse 

gases.

Maintain low impact on the 
environment (carbon foot 

print). 

KPI's: alternative 
transportation ticket sales.

Sustainable development of 
infrastructure (public and 
private) linked to the Silk 

Road action plan. Maintain a 
low impact on the 

environment.

KPI's: Number of 
investment in the Silk Road 

regions.

Sustainable development of 
infrastructure (public and 

private).

KPI's: Number of 
investment respecting 

sustainable standards (eg. 
Solar panels)

Raise awareness on 
sustainability and carbon 

foot print impact.

KPI's: energy consumption, 
water usage, recycling rate, 

renewable energy usage 
rate).

Minimize carbon foot print 
by implementing sustainable 

transportation in their 
packages.

KPI's: number of packages 
booked, investment made on 

sustainable transportation 
mode, energy consumption.

Investment in line with 
sustainable pratices 

("green").

KPI's:  energy consumption, 
water usage, recycling rate, 

renewable energy usage 
rate).

Source: (http://kpilibrary.com/), 2012
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Stakeholders


