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Objective  
To advise as to areas of improvement for Armenia’s tourism industry, and promote 

Armenia sustainably as a first-choice touristic destination within the Silk Road Project. 

Goals  
The first goal for Armenia is to focus on enhancing communication to attract the 

Armenian diaspora as the chosen primary market. The second goal is to utilize promotional 

tools to gain market share for leisure tourists, specifically religious travelers as the secondary 

market. In return, Armenia would have the capacity to increase its incoming tourist receipts. 

The third goal is to strengthen the standards of its existing B&Bs in rural regions along the 

Silk Road itinerary suggested by Armenia Monument Awareness Project (AMAP). Please see 

Appendix Two. The expected outcome is the distribution of local earning opportunities 

through increased touristic activities. The suggested goals integrate sustainable development 

for Armenia and can aid in achieving the Millennium Development Goals: eradicate extreme 

poverty & hunger, achieve universal primary education and develop a global partnership for 

development.  

Bridging the Gaps  
By analyzing Armenia’s touristic supply, it is evident that the country is rich in 

religious and cultural heritage. Attractions encompass the well-preserved monasteries, 

churches and UNESCO sites along AMAP’s Silk Road itinerary. AMAP is an organization 

that has made great headway in stimulating sustainable economic development through 

cultural visitor experiences at monuments and sites, which comprise Armenia’s unique selling 

points. Two major compatible and potential demand markets for Armenia are the seven 

million diaspora living outside of Armenia and the international leisure segment. Armenia is 

beginning to develop its appeal to religion-based tourists from other Christian countries, and it 

is advantageous to gain this niche market share. As for the disconnected diaspora who have 

not travelled back to Armenia, they have indicated an interest to help with the Armenia’s 

development and the money to support it. 

The first major identified gap is that although the demand and supply are present, 

unproductive communications have prevented Armenia from being recognized as a chosen 

travel destination. With strategic planning, not only will the diaspora be reconnected with 

their homeland through creating travel and volunteer activities, Armenia will also be the next 

touristic hot spot in religious travel joining Israel, Jordan and Jerusalem. The second major 

identified gap concerns the infrastructure quality and the accommodations along the Silk 

Road. The World Bank initiative is currently managing the road infrastructure gap but the 
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accommodations remain untouched. A lack of international standards and information 

delivered to the incoming tourists make it difficult to travel in Armenia’s rural areas, resulting 

in a touristic desert outside the capital of Yerevan. Linking the UNWTO’s initiative with local 

associations, programs and volunteering work will result in enhanced offers along the Silk 

Road to increase interest from travelers. 

Strategic Action One: Attracting the Diaspora Market 
There are compelling reasons to target the diaspora market. For example, the 

American-Armenia diaspora stay longer, on average 25 days, and have an annual income of 

USD 50K in comparison to USD 2.7K earned by the local Armenians (Keghart.com, 2010). 

There is a potential to boost the cumulative amount spent per head with an increase in 

diaspora arrivals. Which in turn, will positively increase tourism expenditure and the 

contribution of tourism to GDP (AECOM, 2011). The diaspora market has high interest in 

visiting repeatedly, offering educational skills and developing new ideas, “as well as new 

expectations, from business and government; this all helps to stimulate investment, jobs and 

reforms" (The Atlantic, 2011). One major challenge in attracting the diaspora is the high level 

of detachment, especially with respect to the second and third generations, of which Armenia 

has come to represent a formal and non-intimate homeland (Harutynyan, 2011). Obstacles 

negatively impacting the diaspora from visiting are: 65% attraction of other destinations, 63% 

lack of time and 53% travel cost (USAID, 2007).  

One major tactic is to improve Armenian diaspora’s perception and emotional 

connections towards Armenia. “The idea of traveling not as a tourist, but rather as a volunteer 

to support impoverished society is becoming popular among young Armenian diaspora” 

(Darieva, 2011). The UNWTO Silk Road Initiative can utilize this interest and collaborate 

with existing volunteer programs to attract diaspora volunteers who will support humanitarian 

businesses in Armenia and also attract the diaspora tourists to promote inbound leisure 

arrivals.  

Research revealed that the diaspora have an enhanced comprehension of local needs as 

compared to foreigners. Of the diaspora travelers, 97% displayed interest in wanting to 

contribute towards the development of Armenia (USAID, 2007), and simultaneously the 

majority of the volunteer programs offer a combination of volunteering and touring (Terrazas, 

2010). The strategy is to involve said volunteer organizations in promoting the Armenian 

tourism. The top two Armenian volunteer organizations are: Global Builder Trip and 

Birthright Armenia. Global Builder Trip encourages diaspora volunteers to aid in building 

homes for families in need (Goabroad.com, 2012). Birthright Armenia has partnered with 
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multiple existing internship organizations and study abroad programs to offer young diaspora 

a personal immersion experience by living with an Armenian host family, which facilitates 

economic and cultural ties. During this time the young diaspora have the opportunity to 

explore throughout Armenia (Birthright Armenia, 2012) and contribute to the development 

along the AMAP Silk Road itinerary. Please see Appendix Three A. 

To reach the diaspora market in general, communication advancements need to be 

implemented in order for them to be aware of Armenian travel opportunities. Research 

displayed a common pattern for diaspora to seek travel information from the following 

sources: 84% internet access, 77% church, 67% community functions and 57% Armenian TV 

channels. The following actions are reflections of the research results.  

Search engine optimization on Armenian’s travel website (armeniainfo.am) is of top 

priority. A strong online presence is critical as technology and the internet are so influential. 

“The way to achieve this is to ensure that the webpage contain appropriate tourism keywords 

and content so that the web crawlers can index the words and promote optimum ranking in 

search engine” (Paraskevas et al., 2011). The aim is for the “armeniainfo.am” listing to appear 

in a prioritized location in any search engines’ results page.  Please see Appendix Three A. 

There are several Armenian churches located in varying countries. For instance, 77% 

of American-Armenians attend the Armenian Church at least occasionally and of these, 41% 

frequently (USAID, 2007). Since the majority of diaspora are residing in the United States, 

specifically California, a suggestion is to inform the church leaders about religious tourism 

opportunities in Armenia. In California alone, there are 54 Armenian churches such as 

Armenian Christian Fellowship of Orange County, First Armenian Presbyterian Church in 

Fresno and United Armenian Congregational Church in Los Angeles. Additionally, there are 

approximately 42 Armenian churches in France and 35 in Russia (armeniaemb.org, 2012). 

Churches can promote the tourism through the use of posters and newsletters which will direct 

members to the Armenian tourism broad.  

Armenian communities are present in almost all countries. Communication through 

communities is an economically friendly and rapid tactic to reach a large network of 

concentrated diaspora. Armenian communities often provide activities and events for their 

members and the proposed tactic is to have these communities distribute travel-related 

newsletters, display posters and provide collaboration with tour agencies to promote 

Armenian tourism. An additional method of promotion is television communication, primarily 

for Californians. The most popular channels are Horizon Armenian TV, USArmenia 
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Television, and Yerkir Media Armenian TV (armeniapedia.org, 2012). A tangible action 

would be for the tourism broad to broadcast a travel commercial to attract the attention of 

diaspora. An appropriate commercial benchmark is the “Amazing Azerbaijan” commercial 

from Armenia’s neighboring country Azerbaijan. Armenia’s “Touch the History” video could 

be aired on said channels to stay active with its current promotion. Please see Appendix Three 

A. 

Recorded international arrivals in 2010 were 617,500 with a diaspora contribution of 

65%. This concludes that 5% of the diaspora living outside of Armenia came to visit their 

homeland country. In the case of arrivals in 2015 reach 10%, there will be 325’000 additional 

travelers – simultaneously increasing international arrivals by 60%. Currently, diaspora come 

to Armenia to visit their family, which causes low spending; the promotions will increase the 

leisure market within the diaspora, and thus the average spending. It is expected that spending 

will increase from USD 27.9 to approximately USD 60 by 2015. The increase in average 

spending coupled with the arrivals will represent additional annual revenue of USD 52 million 

to the USD 75 million annual tourism receipts in 2010. 

Strategic Action Two: Attracting the Religious Tourist Market 
Due to the growing global trend of religious travel, Armenia has a high potential to 

attract religious travelers to increase leisure travel expenditure. The religious travel market is 

increasing and holds a high potential, as currently 300 million people travel annually for 

religious reasons (UNWTO, 2012). The escalation of religious tourists in Armenia can 

positively affect the contribution of tourism to GDP and execute proper dispersion of wealth. 

Religious tourists travel with two purposes in mind: helping the locals through monetary 

offering and personally contributing their effort and labor (Religious Travel Directory, 2012).  

Armenia is recognized as the first country to formally adopt Christianity, therefore in 

an excellent position to promote itself as a religious tourism destination (Gill, 2012). The 

Christianity travel market encompasses 90% of the religious tourism segment (Saltzman, 

2010). Regarding the attractions along the AMAP Silk Road itinerary, there are three 

UNESCO sites and four properties which have been submitted to the tentative list (UNESCO, 

2012).  

The following strategic tactics have been identified to attract the religious tourist 

market. This will result in positioning Armenia as a religious destination that fully promotes 

its religious-based sites and rich cultural heritage. Another outcome is the dispersion of 

knowledge to travelers and Armenian natives. When entering the marketplace of religious 

tourism, education is the first step for involvement and execution (Saltzman, 2010). This 
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education includes language lessons, history, culture, tourism benefits and sustainable actions. 

Said actions will aid in the sustainable development, promotion and tourism of Armenia.  

The first tactic is to promote Armenia as a religious tourism destination at the 

governmental level such as in the tourism offices. This effort includes devoting more 

resources and personnel towards developing the faith-based travel market (Saltzman, 2010).  

Tourism and Religious Conferences/Fairs/Exhibitions are a beneficial tactic to spread 

the word of Armenia’s religious offerings. Positive images of Armenia can be displayed 

which fosters an understanding of Armenia and promotes the correct perception. Previews of 

expeditions and development projects can be executed through the use of video, storytelling 

and flyers.  

Formal religion travel programs have been introduced by large tour operators such as 

Trafalgar Tours, Mayflower Tours (Faithful Holidays) and the Globus family brand. It can be 

forecasted that the major drivers of this marketplace in the coming years will be travel agents 

(Wright, 2009). In collaboration with said tour operators, Armenia can strengthen its image 

not only in terms of travel perception but also religious destination perception.  

Global organizations are promoting religious tourism and development which aid in 

sustainable tourism, such as the UNWTO and the World Religious Travel Association 

(WRTA).  The UNWTO is promoting religious travel not only as an educational opportunity 

but also as a “vehicle for change for the better and can lead to peace if properly guided by 

codes of ethics and conduct that are sourced from religious and social-cultural values derived 

from religions” (UNWTO, 2012). Involvement of the religious travelers in rural areas can aid 

in alleviating poverty, in addition to enhancing, protecting and preserving sites and regions. 

Further promotions from the UNWTO will create a perception of credibility for the religious 

tourism sector as done in their recently published documentation for regions in Asia and the 

Pacific (UNWTO, 2012). Adding Armenia to this current list would be an extension of the 

report. Please see Appendix Three B. WRTA serves as a networking and educational venue 

for tourism, specifically religious. Therefore the Armenian tourist board should consider a 

strategic alliance with WRTA.  

Travel Ministry, the hosting of travel programs within a church group is an upcoming 

trend in faith communities (WRTA, 2012). As of 2009, research suggested that there were 

50,000 churches and religious organizations in America to have travel programs (Wright, 

2009).  These travel programs range from luxury, high-end travel to volunteer/development 

religious travel to modern-day journeys. Church travel programs may be a result of the many 
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religious travelers seeking and planning travel through their church. Therefore, promoting 

religious travel in Armenian based churches worldwide would be beneficial. The church 

supports religious based travel and associates it with offering socially responsible actions by 

“respecting the sacred” and through “stewardship of sacred sites” (UNWTO, 2012). Please 

see Appendix Three B. 

With such actions, religious travelers can represent 200,000 people by 2015 or 17% of 

the overall market. In recent years, annual growth for international arrivals has been 18%, but 

with proposed actions (including Action One), there is an expected annual growth of 28% 

over the next three years.  

Strategic Action Three: Development of Accommodations on the Silk Road 
The aforementioned diaspora and religious tourists will travel along AMAP’s Silk 

Road itinerary in order to be part of Armenia’s development. The UNWTO should consider a 

key potential partner for said development of the Silk Road with the Armenia Monuments 

Awareness Project, whose objective is to create visible improvements at historical, cultural 

and natural monuments. The AMAP project has focused on the Silk Road within Armenia, 

with a view toward development in more rural areas. AMAP has collaborated with the 

Armenian government and is scheduled to run for two years, with most funding coming from 

private donors. The Armenian section of the route includes 45 monuments with information 

panels, nature trails and protected areas with signage along the road. 

A gap remains with respect to accommodations. Due to the current lack of 

standardization among B&Bs, funding should be offered to obtain a minimum international 

standard to be met in regard to quality of beds, kitchen equipment and sanitary conditions. 

Applying this strategic action, any B&B that meets a predetermined standard will earn the 

accreditation from a known organization such as the UNWTO, the Government or the 

Armenian Tourism Board.  

Due to the lack of accessible information regarding B&Bs for travelers, especially for 

transit travelers, it is suggested that an Internet database be created. Through the database, 

travelers can search by region or tourist attraction to find the list of B&Bs along the route. 

Additionally, at key tourist information points, a printed version would be available. Please 

see Appendix Three C. 

The impact of this initiative will increase bookings for B&Bs; the promotion and 

improvements will simultaneously contribute to stimulate the leisure diaspora market along 

the Silk Road. Additionally, it will enhance job creation in rural areas and thus the tourism 

will contribute to GDP outside of Yerevan. Currently, the majority of travelers are sent from 
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Yerevan to recommended B&Bs, however the proposed solution would increase the 

dispersion of travelers to a larger range of B&Bs in all regions. The attraction to rural 

communities along the route will increase in terms of visitors and local earning opportunities. 

Another benefit will be the possibility of strengthening the micro economies along the route, 

such as setting up markets for local produce, artisanal products and other services which will 

further attract more tourist traffic and increase the value of the Silk Road. Please see 

Appendix Three C. 

Investment Actions 
In order to finance strategic actions along the Silk Road in Armenia, diaspora-

connected organizations should be contacted – this market has been selected because a 

monetary return on investment cannot be guaranteed. Within the diaspora, there is a trend of 

wanting to make improvements in their homeland, with thanks to their lineage ties such that 

the lack of guaranteed return on investment is less of an inhibitor. The main source markets of 

investments were principally from France, Russia, USA, Iran, Syria and Lebanon (Hergnyan 

& Makaryan, 2006). For this specific project, it is recommended to raise funds from non-

profit diaspora organizations, located in the aforementioned countries, such as Armenian 

Assembly of America, Association of Armenians of Russia and the World Armenian 

Congress (Russia) (KPMG Armenia, 2009). These organizations contribute actively to the 

development of Armenia through investments and technical assistance.  

AMAP should manage these funds, and thus be responsible for its efficient and 

effective distribution of said funds as they are highly familiar with the Silk Road route and its 

potential development. This additionally ensures that the invested money will be paid directly 

to the B&B owners, without leakage and passing onto a third party, thus creating revenue 

generation for the underprivileged locals. Please see Appendix Five. 

Conclusion 
As Armenia has high economic disparity and varying levels of development, the 

majority of investment received will be allocated to accrediting the B&B’s facilities to 

increase standards. These initiatives will support in changing the current perception of 

Armenia from being an underdeveloped destination to an established one. All actions 

proposed are multifaceted and oriented towards strengthening the economics of Armenia for a 

long-lasting sustainable outcome.  
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Appendices 
 

Appendix One – Force Driving Change  

The forces driving change have been identified and categorized as seen below. Political 

stability, borders opening and availability of capital/recover from financial crisis have been 

placed into Critical Uncertainties.  

 

Political Stability & Borders Opening: 

Armenia is currently in a politically unstable state and the borders are closed with 

Azerbaijan and Turkey. However, if the situation is improved, it would result in a higher 

potential to increase tourism. Transnational traveling in Caucasus region will be less 

complicated which in turn would enhance supporting such as trade and investment.  

 

Availability of Capital/recovery from financial crisis:  

 If this situation improves, the positive force of change means raising national income, 

ensuring proportionate territorial development, enhancing living standards and reducing 

poverty. Armenia will be less dependent on diaspora relatives for money. With increased 

financial independence, the availability of capital will be able to support tourism. 

 

1. Political stability  
2. Borders opening 
3. Availability of capital/financial crisis  
4. Increased road infrastructure  
5. Level of education 
6. Access to technology equipment  
7. Foreign exchange 
8. Patterns of travel trends 

 

 + 1

3 2
4

6 5
8
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 -  +

Secondary Elements 

Critical Uncertainties

Predetermined Elements

Impact

Uncertainty
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Appendix Two – Armenia Monument Awareness Project Silk Road Itinerary  

 
 

 

Appendix Three - Value Drivers 

Appendix Three A - Strategic Action One Value Drivers:  

Value Driver Measurement 
Alleviate poverty for the Armenian 
locals living at the “Bottom of the 
Pyramid” and use volunteer 
programs to reconnect emotionally 
with the diaspora and the natives. 

1. Aim to have similar to equal poverty level in the 
country  

2. Decrease population living under the poverty line 
from 35% to 25% in 2018 

3. Improve diaspora’s perception  
To drive customer acquisition 
through SEO and increase hits to 
armeniainfo.am. 

1. Customer conversion rate: to have 25% of 
customers who visit armeniainfo.am also make a 
travel booking (has to cooperate with a tour 
operator in order to track any bookings made 
online)  

Increase positive awareness and 
inbound tourism receipts. 

2. Qualitative assessment on the percentage of 
increase in positive awareness  
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Appendix Three B - Strategic Action Two Value Drivers:   

Value Driver Measurement 
Increase in global organization’s 
monetary spending on developing 
projects, and existing religious 
tourism organization 
 

1. Number of tour companies promoting religious 
travel, number of Armenian church organizations 
hosting travel and development in religious 
destinations, and number of global organizations 
aiding religious tourism.  

Increase number of job positions 
created for coordination or 
organizations of religious tourism. 
 

1. Number of tour companies promoting religious 
travel, number of Armenian church organizations 
hosting travel and development in religious 
destinations, and number of global organizations 
aiding religious tourism.  

Increase number of job positions 
created for coordination or 
organizations of religious tourism. 

1. In 2011 travel and tourism directly supported 
20,000 jobs (1.8% of total employment); the aim 
is that from 2012 ~ 2015, the contribution will 
rise to 2.0% of total employment 

Increase fair/exhibition/conference 
opportunities  
 

1. Increase number of conferences in which 
Armenia hosts a promotional stand and the 
number of conferences within Armenia to gather 
religious groups. 

Increase number of tour operators 
offering religious tours, number of 
travel agents promoting religious 
tours, number of religious tours 
travel agents book 

1. Increase % of leisure arrivals from 22% to 30% 
and diaspora arrival from 5% of the 7 million 
people to 10%.  

 
Efforts from UNWTO on Armenia 
religious and development travel. 
 

1. Travel & Tourism had attracted capital 
investment of AMD31.8bn in 2011. Aim to rise 
investment by 4.9% in 2012, and rise by 2.1% 
annually over the next ten years. 

2. In 2011 travel and tourism directly supported 20,000 
jobs (1.8% of total employment); the aim is that 
from 2012 ~ 2015, the contribution will rise to 2.0% 
of total employment 

 
Appendix Three C - Strategic Action Three Value Drivers 

Value Driver Measurement 
B&B development Value Driver: 
Increase of accredited 
accommodation and key tourist 
information points 

1. Increase local B&B occupancy rate 
2. Increase the annual income that is paid directly to 

the B&B owners 
3. Measure of check-ins at key tourist destinations  
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Appendix Four – Stakeholder Analysis  

Current Stakeholder Matrix Situation  

 

Management of Stakeholder Expectations 

Stakeholder Managing Current Stakeholders Expectation 
Minimal Effort:  
Travel agency  
Tour Operator  

Finding the minimum acceptable outcome for each group to 
achieve a compromise e.g. a minimal level of tour package sales.  

Keep Satisfied:  
Real Estate Owners 

Offer benefits e.g. sponsoring events in different regions to 
increase level of activities and satisfying the real estate owners.  

Keep Informed:  
Tourists 
Restaurant Owners 
Hoteliers 
NGO 
Suppliers  
Inhabitants of Rural Areas 

Each period/season/month, a different stakeholder group could 
be focused upon, e.g. the tourists could be updated with the 
implication of the potential pipeline or the NGOs could be 
informed about the improvements in local’s tourism activity 
conditions. 

Low Interest High Interest Low Interest High Interest 
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Current Stakeholder Matrix
5 - year Optimistic Forecast of Stakeholder 

Matrix Situation

Minimal Effort

Travel Agency
Tour Operator

Keep Informed

Tourists
NGO

Restaurant Owners
Hoteliers

NGO
Suppliers                                               

Inhabitants of rural areas

Minimal Effort

Keep Informed

Tourists
Restaurant Owners

Hoteliers (Chain Hotels)
Suppliers                                               

Inhabitants of rural areas               
Surrounding countries

Key Player                                                     

Hoteliers (B&Bs)
Real Estate Owners             

Government/Tourism 
Advisory Board                                

NGO                                                   
Diaspora                                                     
UNWTO                                                

Private Investors       
Tour Operators                              

Educational Institutions

Keep Satisfied

Key Player 

 Surrounding Countries                                   
Government/Tourism 

Advisory Board Diaspora                                                     
UNWTO                                                       

Private Investors

Keep Satisfied

Real Estate 
Owners
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Key Players:  
Surrounding Countries 
Government/Tourism 
Advisory Board 
Diaspora  
UNWTO  
Private Investors  

Decisions are based on the power each key player possesses.  
 

 
Appendix 5 – Strategic Action Implementation Timeline  
Short Term Actions Budget Range 

Strategic Action One: Attracting the Diaspora Market 
1. Creation of volunteer programs by the UNWTO 

 Costs: UNWTO employee, travel expenses, organization 
expenses in Armenia  

2. Communication to reach the diaspora 

 Search engine optimization  
 Promotion in Armenian Churches 
 Activities and events within diaspora communities promoting 

Armenia  
 TV campaign on popular Armenian channels outside of Armenia  

USD 300,000 
 
 
USD 400,000 

Strategic Action Two: Attracting the Religious Tourist Market 
3. Positioning Armenia as a religious destination 

 Promotional conferences/fairs/exhibitions 
 Promotion through tour operators and churches 
 Development of travel programs  

USD 700,000 

Strategic Action Three: Silk Road Development 
4. Improvement of the B&Bs standard 

 Silk Road is about 600 km long which results approximately 100 
B&Bs to equip 

 Equipment includes: room furniture (bed, dressing), sanitary 
(bathroom and kitchen) and renovations  

5. Creation of an Internet database listing the B&Bs 

USD 500,000 
 
 
 
 
 
USD 200,000 

Total Short Term Budget USD 2,100,000 
Long Term Actions 

 Road Infrastructure (physical condition and increased route 
connection) 

 Involvement of rural communities in creating independent local 
businesses 

 Transportation (organized and scheduled bus services) 

 

Notes: The desired minimum outcome is that the political situation does not change; the 

tourism situation for Armenia will remain status quo but will not decrease. The desired 

maximum outcome is to have the full implementation of both short term and long term actions 

and ultimately fulfill the Millennium Goals: eradicate extreme poverty & hunger, achieve 

universal primary education and develop a global partnership for development. 

 


