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Executive Summary
Nepal has been officially open for international tourism since 1951 and the sector today
is an important employer and great earner of foreign currency. However, ten years of
violent conflict and continued political instability has slowed the progress of the sector
and affected the quality of the product. Despite its rich resources and good location, the
country’s share of tourism receipts and arrivals in Asia remains very limited and the
tourism industry suffers from a range of structural deficiencies that may inhibit the
country from achieving its full growth potential over the next few decades. The tourism
sector has lacked the direction of a strong strategy to guide its growth. Thus, the Ministry
of Culture, Tourism and Civil Aviation (MoCTCA), with the support of SNV/Nepal
commissioned the World Tourism Organization (UNWTO) to prepare a guiding National
Tourism Strategy Plan with a 10-year horizon and a 5-year Action Plan to kick-start the
process.
Tourism assets and resources: Nepal is endowed with exceptional natural and cultural
resources, which are major assets for tourism. Its 20 protected areas cover 23.23% of its
land and the 10 national parks, three wildlife reserves, six conservations areas and one
hunting reserve cover various geographical locations from the sub-tropical Terai jungles
to the arctic Himalayan region. UNESCO lists two of Nepal’s natural areas, Chitwan
National Park and Sagarmatha National Park, as Natural World Heritage Sites.
A large part of the Himalayas, the highest mountain range in the world, is in Nepal. Eight
of the fourteen mountains peaks higher than 8,000 m are located in the country, either in
whole or shared across a border with Tibet or India. The Ministry of Culture, Tourism and
Civil Aviation issues permits to trek or climb for the bigger mountains while the Nepal
Mountaineering Association issues permits for the smaller trekking peaks between 5,587
m and 6,654 m. The main hard and soft adventure tourism activities include, among
others, mountaineering, trekking, rock climbing, white river rafting, kayaking, canyoning,
and paragliding.
Nepal has a wealth of cultural and religious resources that attract hundreds of thousands
of visitors every year (albeit for some religious sites like Lumbini near the Indian border
on just day trips). These include Lumbini, the birthplace of Lord Buddha and one of the
most sacred places for Buddhists, the Pashupatinath Temple, the holiest of the holy
temples for Hindus, in Kathmandu, the temple of Muktinath situated in the transHimalayan district of Mustang and dedicated to Lord Vishnu, Janakpur an important
pilgrimage site in the South Central Terai, Bonpo shrines in Lupra and the Shey
Monastery in Dolpo.
The Kathmandu Valley comprises three ancient cities of Kathmandu, Patan and
Bhaktapur, which were once independent states ruled by the Malla kings from the 12th to
the 18th centuries. The three cities house seven monument zones, which are together
listed as the Kathmandu Valley UNESCO World Heritage Site (Culture). The valley is
also home to hundreds of other exquisite monuments, sculptures, artistic temples and
magnificent art – reminders of the golden era in Nepal’s architecture.
Pokhara City’s pristine air, spectacular backdrop of snowy peaks, serene lakes and
surrounding greenery make it ‘the jewel in the Himalaya’, a place of remarkable natural
beauty. With the magnificent Annapurna range forming the backdrop and the serenity of
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three major lakes – Phewa, Rupa and Begnas – Pokhara is the ultimate destination for
relaxation. Pokhara Valley, gateway to the Annapurna region where a trekker finds his
Shangri-la, sits high on the list of ‘must visit’ places in Nepal.
There are 123 ethnic groups and castes in Nepal, many living in characteristic villages,
ranging from the Sherpas, the Dolpa people and the Rai in the High Himalayas, the
Newars in the Kathmandu Valley, the Magars in Western Nepal, the Gurungs in the
Annapurna area and the Rai in Far-Eastern Nepal, to the Tharus in the Terai.
Product development, improvement and diversification are the strategic vectors pursued
in this strategy and several demonstration projects that could stimulate and improve
tourism, some of which replicable around the country, are presented in this report. These
include:










Developing model teahouses along the Great Himalaya Trail
Developing Kagbeni into a micro-destination in the Annapurnas
Upgrading Lake Phewa waterfront
Developing a cycling network promoting road biking and mountain biking
Developing Kathmandu into a hub for rock climbing in the region
Developing a village tourism network in Bandipur
Promoting intangible heritage – traditional dances of Lalitpur
One Stop Service Unit for tourism investment and business
Social media online promotion campaign

Structure and performance of the tourism sector: Based on official UNWTO figures,
Nepal compares unfavourably with most global and Asian destinations in terms of
tourism yield with receipts per arrival of USD 438 in 2012 at an average spend of USD
35 a day as a result of several factors such as attracting low spending trekking and
pilgrimage markets, limited investment in high quality facilities and services and the
seasonal nature of the industry.
In 2012, Nepal recorded 803,000 international arrivals and foreign exchange tourism
receipts of USD 366 million. There are 730 registered hotel accommodation units in
Nepal providing a total of 34,382 beds, the majority concentrated in Katmandu and
Pokhara. It is estimated that there are an additional 34,500 unregistered beds in the
sector. Other tourism service providers include 2,112 travel agencies and tour operators,
1,636 trekking agencies, 49 rafting agencies, 8,000 trekking guides and 3,000 tourist
guides. However, this is only a proportion of the firms operating in the sector.
Registration of unlicensed tourism services providers is a major issue that must be
addressed.
Nepal’s rankings in the World Economic Forum’s Travel and Tourism Competitiveness
Index is relatively low at 112th position over 140 countries indicating that there are many
areas to improve if Nepal is going to compete successfully on the global tourism stage.
While the Ministry disseminates a comprehensive compendium of statistics each year,
which is compiled from a variety of sources, the collection of reliable tourism-related
statistics is weak in Nepal. There is a need to create a complete Tourism Statistics
System that is systematically, continuously updated and managed and that produces
reliable data to be used for planning and marketing decision-making, credible enough to
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reassure investors about the viability of risking their capital in the Nepal tourism sector.
The system should be comprehensive covering demand, supply, value, spatial flow, and
environmental and social management statistics collected according to a regular
schedule. Therefore, it is recommended that the statistics units at MoCTCA and NTB are
strengthened and a comprehensive tourism statistics system established. In addition the
impact of tourism on the Nepalese economy is not adequately measured using current
techniques. There is a pressing need for Nepal to change its national accounting system
to include a Tourism Satellite Account that would provide a true representation of the
sector’s impact on the country’s GDP.
Economic impact of tourism, business and investment environment: Blessed with
rich natural beauties including the Himalayas, cultural heritage, ecological diversities and
prime pilgrimage destination for Buddhists and Hindus, tourism is one of the high
potential sectors for economic development of Nepal. However, the sector in the past
has suffered from low investment leading to low growth and thus resulting in low
contribution to GDP and fiscal revenue. Tourism’s contribution to GDP is estimated at
just 2% and, in 2012, the contribution to fiscal revenue was NRs 9 Billion. Exact figures
for tourism’s share of GDP and employment are not available because there is no
Tourism Satellite Account (TSA). The sector plays an important role in the supply of
foreign exchange in the country. Currently, the receipts from tourism account for about
38% of the contribution of merchandise export, 20% of the total value of the goods and
non-factor services, and 5% of total foreign exchange earnings. Estimations by WTTC in
2013 indicate that travel and tourism in Nepal generated 553,500 direct jobs in 2012
(3.6% of total employment) and contributed 4.3% to GDP.
The merchandise export base at present is small with export to import ratio of 13.9% in
2013. Export growth is much slower than import growth leading to increasing trade
deficit. Remittances contribute as much as 25% GDP. Given the slow growth in export
revenue in the country and increasing over-dependency on remittances for employment
and foreign exchange, the tourism sector has become recognised as a priority sector in
the planning of Nepal’s economic growth, employment generation and foreign exchange
earnings. Nepal has a high level of poverty with 25% of the population living below the
poverty line (2010/11). Tourism contribution to poverty alleviation is direct in terms of
benefit flow in the hills, mountains and other destinations in rural areas through hotels,
trekking, porter services and local level sales of agricultural products. Studies have
shown that 56 % of total employees in tourist destinations are recruited locally.
The tourism sector comprised 17.7% of the total number of registered firms in the
country, 7.7% of total project costs and 8.3% of capital formation in 2012. About a
quarter of the enterprises licensed for FDI are involved in the tourism sector, which is
currently considered the third most attractive sector for private sector investment (after
energy and the service sector). However, annual investment in the sector is low at NRs
1,649 million (2012) with 5% annual growth. There are several factors constraining the
investment environment. Weak aviation infrastructure, power shortages, lengthy
regulations and administrative procedures for engagement, inadequate and relatively
low incentive in the sector compared to priority industrial sectors including FDI, shortage
of middle level human resources, low levels of local participation, weak industrial security
and political instability are major constraints.
Despite the fact that Nepal opened up to international tourism more than 5 decades ago,
tourist arrivals in the country only reached 803,000 in 2012. Likewise, receipts per tourist
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are much lower than expected because of low revenue from the sector. The estimate for
expenditure per international tourist is just USD 35 per day. Length of stay is calculated
at 13 days. The annual receipt from tourism in Nepal was USD 366 million in 2012,
contributing 2% to GDP. The annual growth rate for tourist arrivals is 8.8% a year.
According to WTTC, in 2013 tourism employment was 4.4%. It is clear that the tourism
potential of Nepal is not being properly exploited, and hence measures to encourage
investment in the sector are recommended.
Key interventions to improve the tourism economy should include (i) promotion of private
sector investment, including FDI and public-private partnership by improving the
investment environment; (ii) improvement of infrastructure with more focus on aviation;
(iii) a focus on product development around the periphery of the infrastructure that is
being developed; (iii) prioritisation of a few areas and products; (iv) improvement of
support to facilitate the private sector; (vi) improvement of the legal and regulatory
frameworks; (vii) development of mid-level technical manpower; (viii) promotion of the
use of local resources through cross-sector linkages; and (ix) access to microfinance to
promote micro enterprises in tourist destinations.
Development and positioning strategy: The vision for tourism expressed in the
Government’s Vision 2020 and adopted for the National Strategy Plan for Nepal is:
Tourism is valued as the major contributor to a sustainable Nepal
economy, having developed as a safe, exciting and unique
destination through conservation and promotion, leading to equitable
distribution of tourism benefits and greater harmony in society.
The specific goals for the strategy are:










Planning and development goal: to develop tourism in a planned and sustainable
manner.
Branding goals: to establish a universally recognised Nepal tourism brand and a
desirable tourism image locally and abroad.
Marketing goals: to achieve consistently high growth in tourism arrivals
throughout the year and significantly improve value derived from visitors in terms
of revenues, seasonality and geographic spread.
Goals for the tourism economy: to contribute to greater GDP growth and
employment, reduce poverty and increase sustainable access to foreign
exchange for national development.
Investment and business environment goals: to attract investment and
improve/expand commercial tourism facilities and services in the sector.
Human resource development goals: to improve the tourism human resource
capacity, quality, quantity and performance.
Quality improvement goals: to improve the quality of accommodation, food,
safety and public sector services to enhance the tourism experience in Nepal.
Tourism infrastructure goals: to provide clear guidelines of necessary tourism
infrastructure development that will be incorporated into MoCTCA policy and
work plans for immediate implementation.
Institutional, management and policy goals: to provide an effective institutional,
regulatory framework to support the development and growth of the sector.
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Cultural heritage goals: to protect, preserve and promote the diverse tangible and
intangible cultural heritage of Nepal and generate income and employment
through sustainable tourism development.
Natural environment goals: to minimise the impact of tourism on the environment
through a proactive planning and implementation strategy and promotion of good
practice.

At this stage of Nepal’s tourism development, it is important that the adopted strategy
delivers the desired objectives in a realistic, achievable and logical manner and that the
pace of development is appropriate. Therefore, an incremental growth approach is
described in this strategy document consisting of two main stages:


Phase 1 (2014 to 2018):
During the first phase of the strategy the emphasis will be on DIVERSIFICATION
and IMPROVEMENT. The range of products will be diversified by opening new
areas and locations, which will also result in relieving congestion in tourism zones
that are under pressure, developing new types of products and consolidating
products that are currently emerging. Yet, the very successful trekking and
mountaineering product, which Nepal currently relies on, will not be abandoned
and efforts will be made to defend and improve it. The quality improvement of
products and services across the board will also be the focus during this phase.



Phase 2 (2019 to 2023):
During the second phase of the strategy the emphasis will be on consolidating
the new products and the new locations developed during phase one, opening
new areas, expanding the product range and targeting new high yield markets.
The focus, therefore, will be on CONSOLIDATION and EXPANSION. The strive
to deliver quality will continue to be the focus of the strategy as well as quality
control to maintain the quality improvements that have been achieved.



Beyond the 10-year strategy:
The strategy proposed in this document must be closely monitored and, as
unexpected situations arise, it must be adjusted to ensure that the objectives are
met. After 10 years, a decision must be taken on whether to revise the strategy
that has been pursued or whether to formulate a new strategy.

Nepal will be positioned in the market as the custodian of the Himalayas to provide
visitors with a unique, high value experience offering the best of Himalayan identity and
flavour.
Tourism and economic projections: Tourist growth trends have fallen in recent years
because of political instability and slow growth in investment in previous years. Following
the implementation of the strategic plan, the economy is expected to benefit through
multidimensional effects such as (a) increase in tourist arrivals; (b) increase in length of
stay; (c) increase in receipts per tourist and total revenue; and (d) increase in
employment. The annual tourist arrival growth is expected to be 9.3% by 2018 and 10%
by 2023. Correspondingly, tourist arrivals are expected to increase to 1,344,000 by 2018
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and 2,140,000 by 2023. Length of stay is expected to be 15 days by 2018 and 17 days
by 2023. Foreign exchange receipts are expected to increase to USD 947 million in 2018
and to USD 2,755 million by 2023. Tourism receipts as a percentage of GDP will rise to
4.3% by 2018 and 9.1% by 2023. Employment is expected to rise to 4.7% by 2018 and
5.0 by 2023. The Government’s Vision 2020 expects to achieve 2 million tourist arrivals
by 2020, however, given the current situation this is unlikely. This study projects that this
should be achieved after two to three years (2022 or 2023).
Structure plan for tourism: The current structure plan for tourism within Nepal is based
on the core triangle of attractions anchored by Kathmandu acting as the sole
international gateway and capital, and Phokhara and Bharatpur (Chitwan National Park).
There are dominant tourism spurs from this triangular core, including the Annapurna
conservation area and Lumbini. Moreover, there is a considerable additional flow of
tourists towards the Mount Everest region via the town of Lukla.
Diversification, improvement and consolidation of spatial tourism flows in Nepal
(2014-2023)

The proposed strategy for the tourism structure plan for 2014 – 2023 is to be enacted in
two phases (graphically elaborated in the figure above):


Phase 1 of implementation (2014-2018) is centred on improving the current core
circuit and the diversification of attractions through new circuits to relieve growing
social and environmental pressures. These improvements with subsequent
diversification are to be phased and linked with infrastructure improvements that
are currently planned within the country.
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Diversification shall be established to encourage tourism flows into new regions of Nepal
through butterfly type circuits centred on the two main international gateways of
Kathmandu and, in the near future, Bhairahawa (Lumbini). Both gateways will
complement each other by offering a widest range of circuits to suit identified market
segments and also offer opportunities to mix activities. The former will focus on opening
up western regions (Bhairahawa, Dhangadhi corridor and Rara) and the latter will focus
in opening up eastern regions of Nepal (Biratnagar, Illam and Tapeljung).


Phase 2 of implementation (2019-2033) is orientated towards the consolidation
of circuits, activities and services that have been established in phase 1. The
reinforced spatial flow corridors will be exploited to develop new attractions. New
tourism lateral tourism spurs shall be established that will connect to new and
existing attractions.

Tourism policy, strategy and regulatory framework: The tourism sector in Nepal is
guided by a tourism policy (Tourism Policy, 2065) and a tourism strategy (Vision 2020).
The tourism policy was drafted in 2008, replacing Tourism Policy 2052 (1995) and
covers a wide range of issues. The emphasis is firmly anchored on community inclusion
in the sector and poverty alleviation, promotion and expansion of rural tourism, new
product and location development, increase in revenue and economic contribution to the
country, enhancement of services to encourage visitors to stay longer in a safe
environment and Public Private and Community Partnership to achieve these objectives.
However, less than 35% of the policy is currently being implemented. On its own,
Tourism Policy 2065 is not a guiding document able to drive the implementation effort.
The policy needs to be revised so that there is a clear mechanism that will ensure that
actions are taken to implement the policy areas identified, with responsibilities and
schedules allocated to both public and private sector stakeholders and that an
evaluation and monitoring mechanism is put in place to ensure that the actions have
been completed successfully, or to introduce remedial actions.
The Tourism Strategy (Vision 2020) formulated in 2009 is a concerted effort by the
Government and the private sector working together to guide the development of the
sector to the year 2020. However, no Action Plan is proposed to implement the
strategies.
Several Acts impact on the tourism sector; the most pertinent is the Tourism Act, 2035
(1978) which covers the basic regulatory framework to enable and control the tourism
business environment. However, this Act is old and needs revising. During the
workshops and stakeholder consultations, the private sector raised several concerns that
their specific requirements were not being addressed or enforced either in the Act or in
the Regulations.
To ensure that the tourism policy is implemented it must be translated into actionable
strategies that follow an overall strategic direction. It is recommended that a policy
implementation working group be formed to formulate annual tourism development plans
to be submitted to the Planning Commission for approval so that it is introduced in the
Government’s annual work plan. The policy needs strengthening in areas that are weak,
therefore one of the initial tasks of the working group will be to review the current policy
documents, make the necessary amendments and present these for approval to the
Cabinet.
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Two existing institutional bodies that bring together ministries and stakeholder groups
which have an impact on the development of the tourism sector and which currently are
virtually dormant need to be revived to address crosscutting tourism issues. These are
the National Tourism Council and the Tourism Development Coordination Committee.
Codes of Conduct for industry approved by industry associations should be adopted by
all tourism firms and enshrined in law to ensure that basic standards are maintained in
each tourism sub-sector.
Several donors have expressed interest in the tourism strategy and in certain
components that they may be interested in supporting. It is therefore recommended that
a donor conference is organised and the components of the strategy presented with
possible modalities for cooperation or partnership with the tourism sector explored.
Tourism infrastructure and utilities: According to the Global Competitiveness Index
2013-14 (GCI), Nepal ranked 144th, the very last position in terms of infrastructure.
Regardless, the country has taken great strides despite its unique geography to develop
its national infrastructure and utilities network.
Nepal has an extensive road network totaling 11,121 km of various grades. Road type
and distances covered vary considerably by region. These variable distributions are
affected by population densities, cargo movement corridors, regional agricultural outputs,
localised topography of terrain, but seldom are developed to accommodate the current
and future needs of tourism activities. Unfortunately, a weak sector-wide approach
between all involved parties is further inhibiting a strategic development of the national
road network. Road signage is quite limited, especially so in rural areas, further impeding
tourism spatial flows to a vast array of tourism attractions and services.
There is a wide variety of Government ministries and departments that are developing
various sections of the road network, often overlapping one another without clear
communication or planning, which, therefore, renders the whole process rather inefficient
and ultimately costly.
It is recommended that the following actions are implemented to enhance tourism in
Nepal, this to vastly to improve road access roads, signage and enhance stakeholder
planning communication:


Organise a working group on Strategic Roads Network Development for
combined sectors of Nepal through the establishment of a National Tourism
Priority Roads Development Programme.



Establish and operate an integrated ArcGIS system unit within MoCTCA that
incorporates all available infrastructure and utilities data sets from relevant
ministries that affect tourism development.



Establish a tourism signage network across the country that is synchronised and
is of international standard.

In respect of international air access, serving carriers have increased in numbers flying
to Tribuvan, Kathmandu‘s International Airport is currently being upgraded. However,
weak airport navigational aid systems and further compounded by its difficult flight
approach path to the airport is inhibiting tourist arrival growth for Nepal as a whole.
Access for tourists within Nepal is primarily by air through a variety of internal flights that
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link Kathmandu to all major towns in the country. At present, the lack of cross sector
flights between the major towns increases time need and cost to the tourist. Certain
nationally operated air carriers will not serve certain airports due to lack of ground
navigational aid systems and adequate airside infrastructure.
It is recommended that the following actions are necessary to enhance tourism spatial
flow around Nepal, this to open access to new areas of the country for tourism
development. Therefore, spreading the economic and social benefits that are derived
from this sector to more local populations.


Establish cross sector flight routes throughout Nepal that avoid tourist travel
through Kathmandu and ultimately developing country wide circuits as
recommended in the strategy.

The first impression upon arrival in Nepal at Tribuvan International Airport is tainted by
prolonged immigration procedures and the lack of clear communication of visa
processes. Furthermore, price discrimination towards international visitors flying on
domestic airlines is an issue that must be addressed. Not only are tourists being affected
by this, but anecdotal evidence suggests that during high seasons, domestic airlines
prefer higher paying customers to national citizens. This has been known to cause
grievances from locals wishing to fly towards domestic air carriers.
The following are simple quick fixes that will encourage increased tourist travel
throughout Nepal, therefore increasing the equitable spread of benefits and the latter is
key to creating the best long lasting first impression to new tourist arrivals:


International and national citizens cost differential of air services provided in
Nepal is reviewed and recalibrated.



Visa formalities for inbound international tourists is enhanced through increased
facilitation at embassies and TIA.

Water and electricity supply are expanding considerably in urban areas, though are quite
limited in rural and remote regions of the country. Considerable efforts are in
implementation to vastly increase energy generation through hydropower facilities within
the time frame of this strategy. Fresh water supply is an ongoing concern throughout the
country due to water source contamination via unmanaged solid and liquid waste.
Enhanced waste management planning is occurring within urban centres, but somewhat
still weak within rural zones. Additionally, the current situation of increasing
environmental pressures occurring in Pokhara's surrounding lakes is of mounting
concern. If left unabated, the core natural attributes drawing the current tourists to the
area will be become too polluted to attract future visitors.
It is recognised that the following recommendations are not the sole responsibility of
MoCTCA, but there are opportunities to take small steps to alleviate negative impacts of
tourism throughout Nepal. The aim is that MoCTCA shall become an active leader and,
therefore, an example (nationally and internationally) of sustainable resource
management:


Implement stakeholder consultations in regards to the environmental
impacts affecting the lakes in Pokhara, the outcome of which will be an
environmental impacts and action plan that is implemented by all
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concerned stakeholders


Enhance the number of fresh water source points along popular trekking and
tourist routes. These are also benefit local benefit affected local
communities and therefore show and share the direct benefits of tourism
development.



Tourism operators to be informed of policy change and trained in renewable
energies. In house energy production (via renewable energy technologies) of
operators with over 50 beds shall reach 10% of their total electricity needs.



Provide renewable energies awareness, education and facilitation projects for all
tourism stakeholders throughout Nepal.



Tourism operators and affected local communities are trained and educated in
solid waste, sewerage disposal management and implementation.

Quality in tourism: The emphasis in this tourism strategy plan is on Quality
Improvement – moving the Nepal tourism product and services up to the next level.
There is an urgent need to review standards across the various sectors of the tourism
industry in terms of scope, content and processes.
An inter-Ministry working group should be set up to synchronise regulations and bring
the many unregistered or unregulated tourism-related businesses (tourism training
centres, accommodation, restaurants etc.) under the Ministry, and to develop a plan for
enforcement of tourism business standards. Updated food safety and hygiene standards
for hotels and restaurants should be implemented and enforced in liaison with
Department of Food Technology and Quality Control and IFC.
The Tourism Industry Division should extend its registration work to include monitoring
and enforcing standards across all the tourism businesses, including hotel registrations
and inspections. This expansion of the Division could be funded by revenues (e.g.
collecting lost VAT revenue from unregistered tourism businesses). The hotel rating
criteria should be expanded to include the informal accommodation sector so that the
many unregistered or unlicensed properties such as teahouses, lodges, homestays and
monasteries can be brought into the accommodation system.
A Nepal Tourism Quality Supplier Scheme for tourism businesses that adhere to the
National Tourism Code of Conduct and meet specified quality criteria should be
promoted and implemented in order for tourists to recognise and patronise those
member businesses.
Marketing and branding: While tourism arrivals fluctuated over the past decade during
periods of political conflict Nepal has experienced strong growth in arrivals over the last
three years, especially from developing economies in Asia with good air access such as
India, China and South East Asia. Traditional long haul markets have also shown signs
of improvement during the past two years and demand for domestic travel is apparently
increasing. However, tourism growth lags behind other emerging destinations in South
Asia, such as Sri Lanka and India. The sector remains hamstrung by structural
limitations such as low revenues per traveller, high seasonality and overconcentration in
a few known tourism areas and circuits.
While the NTB institutional model is in essence good and allows for a strong publicprivate partnership and hypothecated funding, such mechanisms are not optimised. NTB
operations are inadequately geared to capitalise on new market segments and
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behaviour shifts and products and services are not fully in line with such trends. The
country lacks investment in higher value hospitality and tourism services. At an
operational level NTB has not fully capitalised on opportunities related to online
promotion and organisational capabilities and technologies in this area are limited. NTB
has no dedicated tourism presence in key markets and tactical and above-the-line
consumer promotions are very limited. Marketing results are also inadequately
monitored and evaluated.
Concerning branding, brand awareness and knowledge of ‘Naturally Nepal’ is poor
among external stakeholders and, while NTB has applied the brand internally, it is not
much used and applied by the Nepal tourism industry. The industry is of the opinion
that the brand has not been adequately promoted and is supportive of continued use
and aggressive promotion of the ‘Naturally Nepal’ brand concept for the foreseeable
future. There is a general view that the brand is somewhat narrow and should be
expanded in the longer run to reflect the cultural and spiritual dimensions of Nepal’s
tourism brand personality.
Marketing strategy: The strategy provides some guidelines for expanding the tourism
brand into the future. Destination Nepal is able to stir up powerful emotions related to
delight at new discoveries, the thrill of adventure and the personal enrichment
associated with spiritual encounters. The brand character is underpinned by inspiring
values such as natural integrity, cultural authenticity, spiritual respect and social
harmony. These values should be upheld and constantly strengthened. The brand
personality is inspiring, refreshing, tough, yet gentle and caring and the personality traits
should be reinforced in all communications and in the visual identity. Essentially,
destination Nepal is about ‘pure personal upliftment’ - the brand promises that visiting
Nepal will be a hugely elevating experience in line with the positioning of being the
‘Cradle of the Himalayas’.
The marketing strategy identifies a focused portfolio of priority target source markets and
market segments, with the short haul, easy-to-reach markets being targeted for
immediate expansion and growth, while the higher value, long haul markets are targeted
for continued investment and growth. The proposed strategy requires substantial shifts
in marketing priorities and expenditure, including investment in market-based tourism
representation in major growth markets and regions, a more aggressive and where
appropriate consumer focused promotion approach in some markets, a major investment
in online marketing and scaling down expenditure in special interest segments and nongrowth markets. This requires a critical assessment of current marketing activities and
expenditure and the strategy includes various proposals in this regard.
More specifically, the marketing strategy proposes a phased implementation approach,
with the first five years aimed at diversifying markets and improving visitor yield, through
gearing marketing resources and investment towards new growth markets and
defending and constantly improving Nepal’s position in traditional source markets. The
approach in new markets, especially India and China will include appointment of marketbased representatives, launching an integrated, above- and below-the-line promotion
campaign, improved product packaging and events expansion, increasing industry joint
promotions, expanding below-the-line trade promotional initiatives and implementing
major improvement in online marketing. The approach for defending and expanding
Nepal’s position in traditional long haul markets will be to enhance quality and range of
trekking and mountaineering experienced to achieve higher value and return visits.
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Although no above-the-line consumer marketing is proposed for traditional markets
proposals include the appointment of market representation in major long-haul market
regions and being more targeted and aggressive in promoting Nepal to the international
travel trade through sales and educational visits, improved online communication, etc.
Human resource development: With more tourism arrivals, new hotels opening and
expansion of tourism products and destinations there will be a significant demand for
well-trained and qualified tourism staff. However, due to the ‘brain drain’ of hotel school
graduates and young people to better paid jobs in the Middle East and elsewhere, and
with many experienced staff retiring, there will be an increasingly large gap in the tourism
labour force to meet the expected job requirements.
An extensive human resource and training needs assessment should be undertaken
throughout Nepal as soon as possible as the first step in identifying the skills shortages
and labour requirements. The data should inform the industry and enable the Ministry
and NTB to plan how to meet the needs through the existing colleges and by expanding
short training opportunities and mobile training in the Kathmandu Valley, the regions and
rural areas. Public sector development for management and front line staff is also
needed, as is skills development for the informal tourism sector.
A National Tourism Skills Council should be established to define the occupational
standards and recommend qualifications for all tourism jobs, and an independent
Tourism Standards Accreditation Board should be set up to accredit the standards and
approve, verify and provide certification for appropriate vocational tourism qualifications.
Training courses at every level for tour guiding, trekking, eco-tourism, national park
tourism and adventure tourism should be reviewed and analysed to ensure they meet
current requirements. An upgraded evaluation system for guide accreditation,
qualifications and training providers should be implemented.
A feasibility study should be conducted to review the future role and status of NATHM as
either an affiliated college with Tribhuvan University or as an autonomous tourism
university. NATHM should refocus on higher level qualifications in hospitality and
culinary arts, and Mountain Academy of Nepal should be strengthened to handle training
and certification of mountain and adventure tourism – mountaineering, trekking, river
guiding, tour guiding and other non-hospitality qualifications.
Community participation in the tourism sector: Tourism has proved to be a
significant factor in bringing economic benefits to local communities and to the poor.
UNWTO has identified seven mechanisms of poverty reduction through tourism. These
include amongst others, employment in the sector, communities supplying tourism firms
and the redistribution of proceeds from taxes to local communities.
The Government of Nepal is committed to reducing poverty. Its strategy is presented in
the Tenth Plan and Vision 2020 identifies tourism as an integral part of the strategy.
Community involvement in the tourism sector is relatively well developed in Nepal and
there are several successful examples, e.g. the Three Sisters Adventure and Trekking
Company in Pokhara; the establishment of Village Tourism Development Committees;
and the community development initiatives associated with the Great Himalaya Trail
Development Programme.
Several programmes have focused on community participation in the tourism sector
such as the Tourism for Rural Poverty Alleviation Programme (TRPAP) (2002-2007), the
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Sustainable Tourism Network (STN), the Nepal Environment and Tourism Initiative
Foundation (NETIF) and the High Impact Tourism Training (HITT) programme.
However, many communities do not really understand tourism and what a tourism
attraction is, most are product-led rather than market-led (copy what others are doing),
and they lack marketing knowhow, finance and reach as well as entrepreneurial skills.
Other constraints include lack of training in some communities and not enough women
participating in tourism and hospitality training programmes and weak reliability of supply
by local people (e.g. agricultural products and food stuff).
It is recommended that NTB develops a Unit to deal with local participation in tourism at
headquarters and in the regions, that local people are trained to take positions in tourism
firms, that linkages in the value chain are strengthened and groups or cooperatives are
engaged in the supply chain and that a marketing support system is developed for the
products and services offered by local communities.
Cultural heritage: Cultural tourism is a growing segment of the tourism market and the
diverse cultural heritage of Nepal has not been effectively promoted for tourism. While
cultural heritage creates a foundation for tourism’s growth, tourism has the power to
generate funds that make conservation possible, especially in a developing country like
Nepal, where cultural preservation ranks low in the national priority. Cultural tourism can
encourage the revival of traditions and the restoration of sites and monuments.
Moreover, sustainable cultural tourism represents a largely neglected opportunity for
Nepal to generate employment opportunities (contributing to poverty alleviation), growth,
and a more viable economy without damaging its long-term interests.
The two cultural World Heritage Sites, Kathmandu Valley and Lumbini are already
popular destinations for domestic and international tourists. However, they are mostly
added onto trekking and adventurous itineraries. Cultural tourism has not been marketed
as a stand-alone product for Nepal. The diverse culture from East to West and North to
South has the potential of attracting different groups of tourists if promoted effectively.
Promoting and marketing regional identities for cultural tourism would diversify the
existing products and markets. Each region of Nepal has distinct tangible and intangible
heritage that has high potential of attracting domestic (and Indian) and international
tourists, generating income and employment. Working with local communities through
Public Private People Partnership would ensure their participation in the conservation of
cultural heritage; at the same time generate income and employment contributing to
poverty alleviation.
Natural environment: Very early the Government recognised that the rich natural
heritage and the environment are Nepal’s biggest tourism asset, and efforts immediately
got underway to protect and preserve it. Accordingly, there is great institutional
knowledge on protection measures and mitigating the negative impacts of tourism.
Initiatives in community forestry and the Annapurna Conservation Area Programme
(ACAP) are shining examples that have won worldwide recognition. More recently, there
has been a lot of initiatives and research conducted by different governmental, nongovernmental and private institutions on mitigating strategies to combat climate change.
One of the biggest challenges in Nepal in this field has been the concentration of tourism
in limited areas leading to pressures on the environment, especially on energy and food.
The other challenges in the natural environment have been the collating of knowledge,
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forming clear good practice guidelines, decentralising the dissemination the information
for tourism development and rewarding good practice.
The recommendations for the next ten years, therefore, tries to proactively reduce the
pressures on the environment through diversification of products and destinations and
by enhancing knowledge on impacts, making applied knowledge accessible and
rewarding good practice to create demonstration effects. Hence, it is recommended that
diversification be achieved through the development of new Tourism Development Areas
(TDAs) and that knowledge be enhanced by conducting regular research on issues such
as carrying capacity, and by collating applied knowledge gathered by different
institutions in Nepal. It is then recommended that this applied knowledge be
disseminated through a trained network of institutions – governmental, nongovernmental and private to any area in Nepal where tourism is developing.
Furthermore, for the effective promotion of good practice, a National Award on Tourism
and Environment to be instituted to promote good practice.
Institutional and regulatory framework: The tourism sector in Nepal is developed,
managed and controlled by a combination of public sector, private sector and Private
Public Partnership (PPP) bodies.
The Ministry of Culture, Tourism and Civil Aviation (MoCTCA) is the governing body for
the tourism sector in Nepal and is mandated by law. It has several implementing
agencies to action the policies formulated by the administration: The Nepal Tourism
Board (NTB), the Civil Aviation Authority of Nepal (CAAN), the Nepal Academy of
Tourism and Hotel Management (NATHM), the Nepal Airlines Corporation (NAC) and
the Department of Archaeology. The Nepal Mountaineering Association (NMA) is nonprofit and non-political organisation working as a national alpine association of Nepal to
promote mountain tourism.
The main private sector institutions include the Nepal Association of Tour and Travel
Agents (NATTA), the Trekking Agencies Association of Nepal (TAAN), the Hotel
Association of Nepal (HAN), and the National Association of Rafting Agents (NARA).
However, there are some weaknesses at the MoCTCA that must be addressed. It is
recommended that the Tourism Divisions at the Ministry become technical rather than
administrative and that an independent evaluation and monitoring unit is set up to
ensure that the recommendations of the strategy are implemented. The data collection
units at both MoCTCA and NTB must be strengthened to ensure that accurate statistics
are collected. Although the inter-ministerial National Tourism Council and the Tourism
Development Coordination Committee exist, they rarely meet. It is recommended that
with some structural adjustments these are revived and meet on a regular basis. In view
of the likely future federalist political structure that will be adopted in Nepal, regional
offices for NTB should be set up and those of the Ministry strengthened. The
establishment of local Destination Management Organisations (DMO) involving public,
private partnerships to manage, control and develop the tourism sector locally is
recommended.
To kick-start the strategies recommended in this document, a 5-year Action Plan is
proposed with responsibilities allocated, costings estimated and schedules set.
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Ministry of Forests and Soil Conservation
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Ministry of Local Development
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Ministry of Education
Ministry of Federal Affairs and Local Development
Ministry of Industry, Commerce and Supplies
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Nepal Standard Industrial Classification
National Skill Testing Board
Nepal Tourism Board
Nepal Tourism and Hotel Management College
National Trust for Nature Conservation
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National Tourism Code of Conduct
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One-stop Service Unit
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Public Private Partnership
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Poverty Reduction Strategy Paper
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Return on investment
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Chapter 1
Background to the Study
Nepal has been officially open for international tourism since 1951 and the sector today
is an important employer and great earner of foreign currency. There is no doubt that
tourism is able to make a significant contribution to improving social and economic
conditions in Nepal and supporting the country’s development goals. However, ten years
of violent conflict and continued political instability has slowed the progress of the sector
and affected the quality of the product. Despite its rich resources and good location, the
country’s share of tourism receipts and arrivals in Asia remain very limited and the
tourism industry suffers from a range of structural deficiencies that may inhibit the
country from achieving its full growth potential over the next few decades.
Measures to plan and develop tourism have been taken since 1955 when the first
National Development Plan started the process of identifying tourism development
opportunities and building tourism infrastructure. The first major tourism development
plan was formulated in 1972. However, since then, despite reviews and attempts at
updating the plan, the tourism sector has lacked the direction of a strong strategy to
guide its growth. The Ministry of Culture, Tourism and Civil Aviation (MoCTCA), with the
support of SNV/Nepal commissioned the World Tourism Organization (UNWTO) to
prepare a guiding National Tourism Strategy Plan with a 10-year horizon and a 5-year
Action Plan to kick-start the process.

1.1 General Information on Nepal
Located in the Central Himalayan range with a total area of 147,181 km2, Nepal borders
India to the South (the States of Bihar and Uttar Pradesh), the West (Uttarakhand) and
the East (Sikkim) and China to the North (Tibet). The country is famed for being the
location of eight of the ten highest mountain peaks in the world, all over 8,000 m with
Everest the highest peak at 8,848 m, and 90 peaks over 7,000 m. Mountains and hills
occupy two-thirds of the territory. While Nepal is a relatively small country, 800 km long
and between 150 and 250 km across, its mountainous and hilly terrain means that
distances between towns and villages are long, particularly on a road network which is
still being constructed.
The country is divided into five Development Regions: East, Central, West, Mid-West
and Far-West.
1.1.1 Topography, flora and fauna, and climate
Topography: The country is divided into three ecological zones: the lowland (the Terai),
the midland (the hills and valleys) and the highland (the high mountains) with five
climatic zones ranging from the subtropical zone below 1,200 m in altitude, the
temperate zone from 1,200 m to 2,400 m with cool temperatures in the hills belt, the cold
zone from 2,400 m to 3,600 m in altitude; the subarctic zone from 3,600 m to 4,400 m;
and the arctic zone above 4,400 m in altitude.
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Flora and Fauna: Nepal has a wide variety of vegetation with tropical and subtropical
rain forests in the Terai to deciduous monsoon forests in the hills, alpine grasslands in
the mountains and tundra vegetation in the high mountains. There are 75 vegetation
types and 35 forest types in the country and 7,000 species of flowering plants, 5% of
which are endemic. Nepal has one of the richest biodiversity in the world featuring
wildlife species such as the Bengal tiger, the greater one-horned rhinoceros, the
Asian elephant, the gharial (crocodile), the Gangetic river dolphin, the snow leopard,
the musk deer, the giant hornbill, several species of monkeys, bears, yaks, and
thousands of species of insects, birds and butterflies. The avifauna
of Nepal accounts for nearly 9% of the world’s bird species, including a total of 850
types. Further details are presented in Section 2.6 of this document.
Climate: Climatic conditions in Nepal vary from area to area. The Terai has hot
summers (beyond 37 degrees Celsius) and mild winters (7 to 23 degrees Celsius); in the
hills and valleys, summers can be warm (low - 30s; cooler the higher the altitude) but the
winters can be quite cold (below 0 degrees Celsius); and in the mountains above 2000
m the average daily temperature fluctuates between 9 to 10 degrees Celsius during
June/July and quite cold during the winter months.
Rainfall is unevenly distributed through the country. The monsoon rains (summer rains)
fall between June and September and the winter rains during December. The annual
rainfall in the mountains varies from 140 mm in the West to 900 mm in the East; in the
hills from 1,000 mm in the West to 2,800 mm in the East, with more winter rain in the
West than in the East; and in the Terai from 600 mm in the West to 1,300 mm in the
East, with winter rain occurring in the West.
Protected areas (PA): Nepal has ten National Parks, three wildlife reserves, six
conservation areas, three Ramsar sites and one hunting reserve. Section 2.6 in this
report provides more detailed descriptions on Nepal’s Protected Areas.
Several Protected Areas were declared in the 1970’s such as the Royal Chitwan
National Park (NP), Sagarmahta NP, Langtang NP, Rara NP, and Koshipattu Wildlife
Reserve, and 1980’s Bardia NP, Parsa NP and Shey Phoksundo NP.
Conservation and poverty alleviation programmes: The 1990’s brought the success
of the Annapurna Conservation Area project and the Langtang Ecotourism Project and
the Buffer Zone Support Project, which combined biodiversity conservation with
socio-economic improvement. Tourism’s potential to alleviate poverty inspired
several projects over the last 15 years, not least the Tourism for Rural Poverty
Alleviation Programme (TRPAP) from 2001 to 2007 and the on-going Great
Himalaya Trail Development Programme.

World Heritage Sites: Nepal boasts four World Heritage Sites, two natural sites:
Sagarmatha National Park registered in 1979 and Chitwan National Park registered
in 1984 and two cultural sites: Kathmandu Valley registered in 1979 and Lumbini, the
birthplace of the Lord Buddha registered in 1997 (Figure 1).
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Figure 1: Nepal's registered and pending UNESCO World Heritage Sites
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1.1.2 Socio-economic and demographic features
Nepal has a multi-cultural, multi-ethnic society shaped by its long, rich and complex
history. The information presented in this section is sourced from the National Population
and Housing Census, 20112 published by the Government’s Central Bureau of Statistics
(CBS).
Population: According to the National Population Census of 2011, the population was
estimated at 26,494,504 with over 2.5 million living in the Kathmandu Valley. The
population growth rate is 1.35% per annum. The Terai constitutes 50.27% (13,318,705)
of the total population while the hills and mountains constitute 43% (11,394,007) and
6.73% (1,781,792) respectively. Among the five Development Regions, the Central
Development Region has the highest population (36.45%) and the Far Western Region
the lowest (9.63%). The population density is 180 per km2, with the greatest density in
Kathmandu district (4,416 persons per km2) and lowest in Manang District (3 persons
per km2).
The population is predominantly rural with just 17% living in urban areas. The working
population of Nepal is 57%, but unemployment is high at 46%3.
Ethnicity, religions and languages: There are 125 castes and ethnic groups reported
in the 2011 census. Chhetri is the largest group accounting for 16.6% (4,398,053) of the
total population followed by Brahman-Hill, 12.2% (3,226,903); Magar 7.1%; Tharu 6.6%;
Tamang 5.8%; Newar 5.0%; Kami 4.8%; Musalman 4.4%; Yadav 4.0% and Rai 2.3%.
Hinduism is followed by 81.3% (21,551,492) of the population and Buddhism by 9.0% of
the population (2,396,099). Other religions practiced in Nepal include Islam followed by
4.4% of the population; Kirat by 3.1%; Christianity by 1.4%; Prakriti by 0.5% and Bon
(13,006 people), Jainism (3,214), Bahai (1,283) and Sikhism (609). Details of ethnicity
and religions practiced in Nepal are also briefly included in Section 2.6 of this document.

2
3

Central Bureau of Statistics (2012) National Population and Housing Census 2011, Kathmandu, Nepal
2008 figure; CIA World Factbook http://www.indexmundi.com/nepal/economy_profile.html
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Nepali is the widely spoken language and is the mother tongue for 44.6% of the
population, followed by Maithili (11.7%), Bhojpuri (6.0%), Tharu (5.8%) and Tamang
(5.1%).
The Nepalese economy: Nepal is predominantly an agricultural country, providing a
livelihood for three quarters of the labour market and accounting for 38.1% of the total
contribution to Nepal’s GDP (2012 estimate). The services sector is the biggest
contributor to GDP accounting for 46.6% of the total. Industrial sector activities involve
mostly the processing of agricultural products, including pulses, jute, sugarcane,
tobacco, and grain, but also the manufacturing of carpets, textiles, and cement and brick
production, which together make up 15.3% of GDP. The Gross Domestic Product of
Nepal was worth an estimated USD 19.2 billion in 2012 at official exchange rates 4 .
Tourism is reported to provide just 1.8% to GDP, however, the contribution of the sector
is not analysed using current techniques and does not reflect the entire sector or include
its indirect and induced impacts. Tourism is a strong export industry foreign exchange
earner (see Section 2.2.2 in this document for further details).
Nepal is among the least developed countries in the world, with 25.2% of the population
living below the poverty line (2011 estimate). Civil war and political instability has
hampered Nepal’s progress but in recent years (2010 to 2012) real GDP growth has
been between 4% and 5%. Annual per capita GDP was USD 1,300 in 20125.

4
5

CIA World Factbook http://www.indexmundi.com/nepal/economy_profile.html
Ibid
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1.2 The History of Tourism in Nepal
The timeline in Figure 2 shows the main events that launched tourism in Nepal in the
1950, the mountaineering pioneers who were the first to travel to Nepal to scale the
peaks and the set-up of the first tourism businesses.
Figure 2: Main Nepal tourism events (1947-1967)
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From the 1960, the private sector organised and several peak associations were set up
over the next two decades (Figure 3).
Figure 3: The establishment of private sector associations and the Nepal Academy
for Tourism and Hospitality Management
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The Hotel Association of Nepal (HAN) was the first private sector association established
in Nepal in 1966 followed the same year by the Nepal Association of Tour and Travel
Agents (NATTA). Realising the importance of developing a well-trained tourism
workforce, the Government established the Nepal Academy of Tourism and Hotel
Management (NATHM) in 1972. The Trekking Agencies Association of Nepal (TAAN)
was set up in 1979 and the Nepal Association of Rafting Agencies (NARA) in 1989.
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1.2.1 Government tourism institutions, policies and planning over the years
The First National Development Plan formulated in 1955 was for a five years period
(1956-1960). It identified tourism development opportunities and infrastructure
requirements. The first national tourism organisation was set up in 1957, the Tourism
Development Board, and the Royal Nepal Airlines Corporation (RNAC) was created in
1958. The Department of Tourism was established in 1959 and the first legislation
involving tourism came into force in 1962. The third 5-year Plan (1966-1970) aimed to
increase the number of tourists and foreign exchange earnings, develop infrastructure
and promote tourism abroad.
By 1969, tourism was considered an important sector that needed strategic planning to
progress its development and a Tourism Development Committee was formed to
prepare a National Tourism Master Plan. In 1972, the Nepal Tourism Master Plan was
formulated with the support of the West German Government.
Figure 4: Tourism policies, acts and plans in Nepal
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(a) Tourism plans and policies since 1972
The 10-year Tourism Master Plan provided a set of wide reaching recommendations
built around the overarching goals of increasing foreign exchange earnings, tourism
development as an economic force in regional development and generating employment
and income opportunities. It identified sightseeing tourism, trekking tourism, recreational
tourism, and international pilgrimage tourism as products to focus on and recommended
developing a Nepal tourism brand.
The Plan proposed a development programme that identified Pokhara as a second hub
after Kathmandu and Chitwin and Lumbini to be developed as major tourism poles. It
recommended the creation of a Ministry of Tourism to manage, control and develop the
sector and this was established in 1976 and the Tourism Act (2035) was promulgated in
1978. Several Acts and policies that impact on the development of the management and
development of the tourism sector were passed in the 1990 such as the Foreign
Investment and Technology Transfer Act, the National Air Policy 2050, the Nepal
Aviation Act and the Nepal Tourism Board Act 2053 which established the Nepal
Tourism Board (Figure 4).
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Despite tourism featuring in every of the Government’s subsequent National 5-year
Development Plans, few of the Master Plan’s recommendations were implemented apart
from the establishments of protected areas around the country and the submission of
major sites to UNESCO’s World Heritage register (Figure 1). This is attributed mostly to
weak tourism administration that lacked power, authority and technical knowhow,
reliance on foreign assistance that did not materialise and little involvement of the private
sector in the implementation effort.
In 1985, a review of the Master Plan was carried out and concluded that tourism was the
most dynamic sector in a stagnant economy (the main foreign exchange earner) and that
the private sector was progressing well. Trekking remained the mainstay of Nepalese
tourism. However, it concluded that the government had failed to adequately direct and
promote tourism development and Nepal had failed to realise its potential both in terms
of markets to attract and in terms of products to develop. The review declared that the
1972 Plan was still relevant and needed modified policies to be implemented, particularly
in the key areas of marketing and promotion. The focus should be on developing air
services, transport and infrastructure improvement.
A comprehensive tourism policy was drafted in 1995, placing greater importance to the
role of the private sector in Nepal's tourism development and on developing rural
tourism. Eleven policy areas are identified, supported by policy strategies.
In 2008, a new Policy was drafted which is still in effect today and the Government
commissioned the formulation of an updated Tourism Master Plan. However, the Master
Plan was rejected. According to key informants interviewed for this study, this was
mainly because the requirements of the private sector were not adequately reflected.
Because a Strategic Action Plan with defined, costed and scheduled activities have not
been formulated to support the policy to date, it has only been partially implemented
(see Section 2.8).
In 2009, MoCTCA in partnership with industry partners formulated Tourism Vision 2020,
a strategy document designed to guide the development of the sector to 2020. It is a
well-drafted and ambitious document, setting targets to achieve by 2020. However, as
with previous strategies and policies, it is not supported by a detailed Action Plan.
(b) Major tourism development projects currently underway
There are several tourism projects currently underway in Nepal at national level but also
at local level. Important initiatives include, among others:





The Asian Development Bank’s (ADB) tourism infrastructure development
project, which focuses on the expansion and updating of Bhairahawa Airport and
the improvement of the Lumbini site as part of the South Asia Tourism
Infrastructure Development Project.
The Government of Nepal’s Tourism Infrastructure Development Project (TIDP)
which involves 18 tourism development initiatives around the country.
The Great Himalaya Trail, a government project supported by SNV, ICIMOD and
Dfid to develop two trails along the Himalayas (upper and lower) and the tourism
areas adjoining the routes and now promoted through the Tourism Component of
Samarth - Nepal Market Development Programme.
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Nepal Tourism Board’s (NTB) District Tourism Development Plans; currently ten
plans are being formulated in conjunction with the respective district authorities.

1.3 The Need for a Tourism Strategy Plan for Nepal
While tourism clearly has significant growth potential for Nepal, it is a highly competitive
industry that requires a major improvement effort in Nepal, since its success largely
depends upon a positive and sought after image, boosted by significant investment in
promotion and brand building; personal safety, hygiene, security and freedom of
movement; easy and affordable visitor access by road and air; choice and value for
money concerning accommodation and transport; quality of welcome, services and
visitor interaction; conservation, protection and enhancement of natural and cultural
resources and a deregulated environment, easy business approval processes and
appropriate business support systems.
In recent years, tourism policies, strategies and plans that have been formulated have
not been supported by detailed implementation plans that would assist the Government
and its partners in their efforts to develop, improve and progress the sector. To remedy
this deficiency, the tourism stakeholders decided to commission the preparation of the
strategy plan presented in this document, with a 10-year horizon supported by a detailed
5-year Action Plan.
1.3.1 The objectives of the National Tourism Strategy Plan for Nepal
The overall goal of the 10-year National Tourism Strategy Plan for Nepal is to provide
the Government and stakeholders with a guiding framework that will support the
economic development vision of Nepal through technical and financial assistance for
developing the tourism industry, as a key catalyst for rapid economic growth and job
creation.
The specific objectives of the National Tourism Strategy Plan are to:







Increase revenues and employment opportunities and to contribute to GDP
growth per capita.
Diversify the country’s tourism attractions and services.
Increase tourist arrivals without compromising sustainability, and environmental
and cultural quality.
Market and brand Nepal in key generating markets.
Improve the quality of the product and of tourism human resources.
Alleviate poverty and encourage community participation.
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1.4 The Nature of the Report
The National Tourism Strategy Plan provides a new direction that will guide and develop
the sector over the next 10 years. The emphasis of this plan is placed on identifying
opportunities to enhance and progress tourism in Nepal as well as recommending
strategies to overcome the obstacles and constraints that are hampering its
development. The 5-year Action Plan provides a targeted implementation/action
programme to direct the immediate implementation of the most critical elements of the
strategic guide plan over the next 5 years. The Action Plan includes an implementation
schedule that will specify the actions, role-players involved, suggested time frames and
the indicative costs for executing the plan.
The report is divided into several chapters:






Chapter 2 presents a situational analysis that describes the current state of the
sector from different angles.
Chapter 3 defines development objectives to be pursued to progress the sector,
the competitive positioning that Nepal should aim to attain and a development
strategy to guide the growth of the sector.
Chapter 4 describes the existing tourism structure plan for Nepal and the
proposed physical development strategy over the plan period.
Chapter 5 provides strategic recommendations to achieve the development
objectives and to address the obstacles that are impeding the sector.
Chapter 6 lists the actions that must be carried in the first five years of the plan.

Much additional information is presented in the appendices, which accompany the main
body of the text, including a series of project profiles and demonstration projects. These
are physical, cultural and service delivery initiatives designed to contribute to
development, in some cases can be replicated and taken up for funding by
organisations, associations and donors.

1.5 Methodology Employed in the Study
The study was carried out over a 10 week-period [mid-September to end of November,
2013] and involved a team of international and national experts (see Appendix 1.1 for a
list of experts on the project). Expertise in the following areas was provided over the
course of the project:












Economic impact
Business /investment environment
Statistics
Marketing
Branding
Spatial planning
Infrastructure and utilities
Product development
Institutional building
Policy and regulation
HRD
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Quality
Cultural heritage
Community involvement
Environmental issues

To collect the information required and to involve stakeholders in the process, several
techniques were employed and activities carried during the study. These included:
•
•
•
•
•
•
•
•
•

Review of documents and studies
Field trips around the country
Workshops with stakeholders
Stakeholder meetings
Consultation with stakeholders on branding
Interviews with key informants and tourism stakeholders
Interviews with a few visitors at tourist sites
Questionnaires with tour operators from different source markets (45 useable
surveys) and with domestic operators (90)
Reports to the working committee

It was important that the plan formulation was participatory and all efforts were made to
elicit views from important stakeholders, including them in discussions and ensuring that
their opinions were reflected in the report. To this end, three stakeholder workshops
were held in Kathmandu, Pokhara and Biratnagar involving more than 200 stakeholders.
Eight groups were formed to brainstorm on the following topics:
•
•
•
•
•
•
•
•

Institution, policy and regulation
Marketing and branding
Human resources development and quality issues
Investments and business environment
Cultural heritage
Community involvement and local economic impact
Infrastructure, land use planning and physical development
Natural environment

Each group presented its findings, which were commented on and discussed by the
participants as a whole. The information captured was very valuable and the
participation of the stakeholders ensured their engagement with the project.
Stakeholder consultation meetings were held around the country in Lumbini,
Bhairahawa, Bharatpur, Chitwan, Dhangadhi, Tikapur, Bardia NP, Nepalgunj, Namje and
Illam. These involved in-depth discussions and brainstorming.
A Steering Committee comprising representatives of the Ministry of Culture, Tourism and
Civil Aviation, the Nepal Tourism Board and the private sector were informed throughout
the process, met at each stage (inception, mid-project review and final review) and
reports were regularly submitted. The findings and recommendations of the study were
presented and discussed at a final workshop attended by a wider audience of Nepal’s
tourism stakeholders.
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Chapter 2 - Situation Analysis
The situation analysis presented in this chapter is an evaluation of the current tourism
context and the external environment impacting on tourism. It provides the base data on
which the formulation of the strategy for the plan will be anchored and it highlights areas
that need to be addressed in the strategy. It provides the basis for formulating the
strategy presented in this report.

2.1 Structure and Performance of the Tourism Sector
Section 2.1 provides a statistical and descriptive introductory presentation of the number
and nationality of international tourists visiting Nepal, the trends in domestic tourism as
well as the current structure and performance of the tourism sector in Nepal as reported
by the Ministry of Culture, Tourism and Civil Aviation (MoCTCA), the Nepal Tourism
Board (NTB) and other official sources of data. The collection and dissemination of data
is vital tourism management information and provides the necessary tools for public
sector institutions, private sector operators and potential investors to take decisions.
2.1.1 Market performance
(1) Global comparison
With total tourism receipts of USD 352 million in 2012, Nepal ranks about 23rd among
Asia and Pacific tourism economies. Countries like Pakistan, Mongolia and French
Polynesia fall in a similar revenue category6.
Based on the official UNWTO figures, Nepal compares unfavourably with most global
and Asian destinations in terms of tourism yield. Table 1 points out the discrepancy in
foreign tourism yield, when comparing Nepal with other regions and countries in Asia.
The following salient points place Nepal’s tourism performance in perspective:







6

Nepal attracts 0.1% of global foreign tourism arrivals and 5.7% of arrivals to
South Asia. However, it retains only 0.03% of international tourism revenues and
only 1.4% of revenues to South Asia.
Foreign tourism receipts per arrival of USD 438 in 2012 rated among the lowest
in the world, less than half of the global average, a third of Bhutan and Thailand
and around a quarter of receipts per arrival in India. Based on an average stay of
12.16 nights (MoCTCA, 2012), this amounts to a daily spend per visitor of only
USD 36.
Tourism receipts of USD 13 per capita Nepal population was similar to India with
its mega population, but 35 times lower than Thailand, six times lower than
Bhutan and four times lower than Sri Lanka.
Tourism remains fairly diluted invisible to many Nepalese, with one tourist per 33
Nepalese citizens compared to a ratio of 1:17 in Bhutan, 1:3 in Thailand and 1:7
in the world.
Tourist density per land area is on the average side with 5.5 arrivals per square
kilometre, compared to a global average of seven arrivals per square kilometre
and almost 44 arrivals per square kilometre in Thailand.

UNWTO, 2013: World Tourism Barometer, Volume 12 April 2013, Annexure

40

The National Tourism Strategy Plan for Nepal – 2014 - 2023

While some technical limitations (i.e. revenue figures are based on foreign receipts
flowing through the central bank only, exchange rate fluctuations, the possibility of
payments accumulated elsewhere, etc.) may have resulted in some undercounting of
tourism revenues, it is clear that tourism revenue performance is modest by all accounts.
Multiple factors may have contributed to such unsatisfactory performance, of which the
following are obvious contributors to such low visitor yields, namely:




Nepal’s positioning as a trekking and pilgrimage destination, attracting mostly a
lower-spending market given the nature of activities, customer requirements for
travelling ‘light’ and budget consciousness of younger travellers.
Limited investment in high quality facilities, services and infrastructures that
demand higher yields and attract high value international customers.
The seasonal nature of the industry in Nepal, with the industry operating at high
capacity during a few months of the year only.

Table 1: Comparing Nepal tourism arrivals, receipts and yield per tourist with
selected regions and countries, 2012
Country
World

Receipts
Size Receipts Receipts
Population
Population/ Arrivals/
(USD
Km2
(USD)/
(USD)/
7
2
('000)
arrival
km
8
million)
('000)
arrival
capita
1,035,000 1,075,000 7,120,000 148,940
1,039
151
7
6.9
Arrivals
('000)

Asia Pacific

233,552

322,777

n/a

n/a

1,382

n/a

n/a

n/a

South Asia

14,079

25,154

n/a

n/a

1,787

n/a

n/a

n/a

6,649

17,971

1,235,740

3,287

2,703

15

186

2.0

44

63

740

38

1,432

85

17

1.2

Thailand

22,354

30,092

65,926

513

1,346

456

3

43.6

Sri Lanka

1,006

1,039

20,277

65

1,033

51

20

15.5

Cambodia

3,584

1,800

15,135

181

502

119

4

19.8

Mongolia

476

233

2,754

1,564

489

85

6

0.3

Nepal

803

366

26,494

147

438

13

33

5.5

0.4

0.1

42.2

8.8

479.6

78.6

n/a

n/a

24.5

n/a

n/a

n/a

India
Bhutan

Nepal/World
0.1
0.03
%
Nepal/S5.7
1.40
Asia %
Source: UNWTO, 2013, Wikipedia

7
8

http://en.wikipedia.org/wiki/List_of_countries_by_population
http://www.nationsonline.org/oneworld/countries_by_area.htm
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(2) International tourism arrivals and receipts
International tourist arrivals and receipts to Nepal are presented in Figure 5.
Figure 5: Nepal international tourist arrivals and receipts, 1996-20119

Source: World Economic Forum, 2012

The figure illustrates how tourism picked up in the late 1990s and then took a nosedive
during the conflict period between 2001 and 2006. Tourism recovered very well between
2006 and 2007 and, while arrivals stagnated once again with the global economic crisis
(2008-2010), revenues increased during this period. The country is currently on a new
tourism growth path and record visitor numbers were recorded in 2011 and 2012.
Section 2.5 contains a detailed market analysis.
(3) Seasonality
Figure 6 demonstrates the major seasonal fluctuations in arrivals through the year.
The figure illustrates the severe seasonal fluctuation of various markets during the
course of the year. The following trends are of particular importance:

9



Overall arrival trends throughout the year illustrate that seasonality is deep
seated with monthly arrivals ranging from around 80,000-90,000 in March,
October and November to around 50,000 during May, June and July.



When excluding arrivals from India seasonality, the gap is even wider with
monthly arrivals ranging from between 70,000 and 80,000 in March, October and
November to between 30,000 and 40,000 during May, June and July.



Fortunately for Nepal, arrivals trends from India are converse to those from the
rest of the world with arrivals peaking at between 15,000 and 25,000 per month
over the period May to July.



Arrivals from China also have a remedying effect on seasonality, with growing
arrivals during the “shoulder” season of July to September and high arrivals
during the January Chinese New Year period when arrivals from other markets
are mostly limited.

World Economic Forum (2013) The Travel & Tourism Competitiveness Report 2013
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Figure 6: Seasonality trends and profiles, 1992-2012
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(4) Trends in domestic tourism
Knowledge regarding the nature and extent of the Nepal domestic market is limited and
no specific information could be found regarding the nature and extent of this market.
The fact that tourist movements of Nepalese tourists is not recorded in the official
tourism statistics is considered a major weakness, since evidence from interviews and
media reports suggests that there is a growing awareness of the value and importance
of domestic tourism in Nepal. The only information relating to Nepalese tourists in the
official tourism statistics is a record of paragliders in Pokhara during 2012. Since
paragliding is essentially a holiday activity, the fact that 2,135 (34%) of the 6,170
paragliders in Pokhara during 2012 (MoCTCA, 2013) were Nepalese indicates that the
domestic market may be far more important than what is generally recognised.
Another example of domestic travel is the Phewa New Year Festival, which is staged in
Pokhara to kick off the Nepalese New Year and attracts between 200,000 and 300,000
visitors. According to media reports (http://khabarsouthasia.com/), when the Western
Regional Hotel Association began organising the festival, about 2% of total visitors to
Pokhara were domestic. Now, the number is about 35%. "We are aiming to increase the
ratio of domestic visitors to 50%," said Hari Sharma, president of Western Regional
Hotel Association, the body responsible for organising the festival. The Minister of
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Culture, Tourism and Civil Aviation (MoCTCA) has at various occasions stressed the
need for a great emphasis of promoting domestic travel.
2.1.2 Tourism establishments
The collection of tourism establishment statistics has been sporadic and not
comprehensive. This section presents the number and location of the main tourism
establishments in Nepal, mostly those that are registered with MoCTCA.
(1) Hotel accommodation in Nepal in 2013
Table 2 and Table 3 show the number of registered hotels, rooms and beds around the
country.
Table 2: Registered hotel accommodation in Nepal by category and capacity
Hotel standard
Number
No of rooms
Five star
10
1,818
Four star
2
190
Three star
27
796
Two star
35
1,513
One star
31
964
Tourist standard
625
9,985
Total
730
15,266
Source: GoN, MoCTCA, Tourism Industry Division, 2070 B.S.

No of beds
3,461
362
1,707
3,096
2,374
23,382
34,382

Table 3: Registered hotels by category and location
Location

Five
star
8
2

Four
star
2

Three
star
15
2
2

Two
star
18
11

Kathmandu
Pokhara
Biratnagar
Kakarvitta
Janakpur
Birgunj
1
4
Bhairahawa/
Kapilbastu
3
1
Nepalgunj
2
Kailali
1
Kanchanpur
1
Hetauda
1
Palpa
Chitwan
Total
10
2
27
35
Source: GoN, MoCTCA, Tourism Industry Division, 2070 B.S.
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One
star
17
2
2
1
2
1
1
3
1

Tourist
standard
320
241
11
1

23

1
31

29
625

Total
380
258
4
12
2
7
5
28
2
1
1
1
29
730
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The majority of registered hotels are located in the two main tourist hubs of the country:
the capital Kathmandu, where the higher category hotels are situated and Pokhara in the
Western Development Region. The border towns with India, Nepalgunj in the MidWestern Development Region has 27 hotels, mostly in the tourist standard category, and
Karkadbhitta in the Eastern Development Region has 13 registered hotels also mostly in
the tourist standard category. However, it is clear that not all registered hotels have been
captured in these statistics presented by the Ministry. During the field trips around the
country for this study, several registered hotels were noted in towns like Dhangadhi and
Bharatpur.
There are 218 registered homestays around Nepal, 170 in the Kathmandu area, 33 in
the Pokhara area, 8 in Bhairawa, 6 in Kakadbhitta and 1 in Nepalgunj. Many homestays
around the country are not registered with the Government.
Along with the registered hotel accommodation listed by MoCTCA, there is a large
number of non-MoCTCA registered properties bringing the total to 2,604 accommodation
enterprises, 35,789 tourist rooms and 69,040 tourist beds in the 15 major and five minor
tourism sites of Nepal recorded in a 2010 study (Sedai, 2011)10. Most of these additional
lodgings are homestays, teahouse lodges and monastery accommodation and were not
registered with MoCTCA but with other ministries such as the Department of Industry or
the Cottage and Small Industry Development Board or its district offices. Others are
registered only at the respective protected area authorities such as national parks,
wildlife reserves, hunting reserves and conservation areas. Some enterprises are
registered only at the local government bodies like Village Development Committees
(VDCs) and local community institutions like cooperatives and tourism committees, while
others are actually offering services and facilities to the visitors in the trekking/tourism
destinations but are not registered in any government institutions and local community
institutions.
Table 4: Comparison between MoCTCA data and the 2010 independent study
Registered MoCTCA
Accommodation

Independent study

Difference

730

2604

1,874

Rooms

15,266

35,789

20,523

Beds

34,382

69,040

34,658

Issue: Table 4 shows that there is a large discrepancy in the number of hotels and
lodges listed in MoCTCA’s official publication and those identified the 2010 study
referred to above (a difference of almost 35,000) - more than half the enterprises are not
listed. It is therefore very important for MoCTCA to identify these unregistered
enterprises and register them.

10

Sedai. R.C (2011) Tourist Accommodation Facilities in the major Tourist Areas of Nepal
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(2) Travel agencies and tour operators, trekking and rafting agencies in Nepal
The Ministry’s annual publication on tourism statistics provides supply statistics going
back to 2001. It shows that there were 2,116 registered travel agencies and tour
operators in 2012, 1,524 trekking agencies and 40 rafting agencies.
Table 5: Travel agencies and tour operators, trekking and rafting agencies
Sector

2001

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

2012

Travel
agencies

691

738

788

877

948

1,026

1,167

1,320

1,496

1.739

1,936

2,116

Trekking
agencies

580

611

645

705

740

793

871

977

1,096

1,240

1,378

1,524

10

33

40

Rafting
agencies

Source: GoN, MoCTCA, Tourism Industry Division, 2070 B.S.

Table 5 shows that the number of registered firms in the tourism sector has been
growing at a steady rate since 2001. Table 6 shows that the agencies are mainly located
in four areas: Kathmandu, Pokhara, Kakadbhitta and Nepalgunj.
Table 6: Travel agencies/tour operators, trekking and rafting agencies by location
(2013)
Regd. in
Kathmandu

Regd. in
Pohkara

Regd. in
Kakadbhitta

Regd. in
Janakpur

Regd. in
Birgunj

Regd. in
Bhairahwa

Regd. in
Nepalgunj

Total

Travel agencies and tour operators
1,930

107

43

32

2,112

Trekking agencies
1,552

83

1

1,636

Rafting agencies
49
Source: GoN, MoCTCA, Tourism Industry Division, 2070 B.S.
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Issue: Registered agencies complain that there are too many unregistered firms in the
market competing on price, undercutting the prices charged by registered firms and
bringing down the quality of the product in the sector.
(3) Other tourism related firms and service providers in the Nepal tourism sector
Table 7 shows that in 2012 there were nearly over 8,000 trekking guides in Nepal and
3,000 tourist guides.
Although the Nepal Association of Rafting Agencies (NARA) was formed in 1989 and
represents 61 firms, the number of rafting firms recorded as operating is less than 50 in
2013 and there were 58 registered river guides in 2012. Paragliding and skydiving are
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relatively new tourism products in Nepal and only appear in the official records since
2011.
Table 7: Other tourism related firms and service providers in Nepal
Sector
Tourist
guides
Trekking
guides
River
guides
Tourist
police
Paragliding
company
Ultra light
company

2001

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

2012

1,900

2,001

2,071

2,149

2,202

2,271

2,343

2,458

2,548

2,661

2,835

2,935

2,745

3,094

3,457

3,930

4,395

4,663

5,098

5,356

5,987

6,747

7,303

8,163

24

44

58

50

53

60

16

21

1

3

2

2

17

15

29

28

52

Skydiving
Domestic
airlines
International airlines
Source: MoCTCA, CAAN

52

2.1.3 Nepal’s travel and tourism competitiveness
Every two years the World Economic Forum (WEF) in partnership with leading
organisations, including UNWTO analyses the competitiveness of 140 countries around
the world and produces a comparative index that provides valuable insights on the
ranking of destinations according to defined pillars (Table 8).
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Table 8: Nepal’s rank in the World Economic Forum’s Travel and Tourism
Competitiveness Index by pillar in 2013
Indicators
(overall index
and by pillar)
2013
Competitiveness
index

Rank out of 140 countries
Excel/ Ave.
Below
good
48Ave.
1-47
94
95+

Policy rules and
regulations
Environmental
sustainability

Health and
hygiene
Prioritisation of
Travel and
Tourism

112

Same as 2012, better than 2009 (2018)

106

Visa requirements, no of countries (23); Prevalence of
foreign ownership (137)
Carbon dioxide emission, million
Environment treaty ratification (123)

89

Safety and
security

Comment (high and low ranking)

tons/capita

(11);

109

Road traffic accidents/100,000 population (65); Business
costs of terrorism (129)

102

Hospital beds/10,000 population (34); Access to improved
sanitation, % population (120)
Timeliness of T&T data (17); T&T government expenditure,
% gov’t budget (36); Comprehensiveness of T&T data (99)

47

Air transport
infrastructure

121

Airline seat km/week, dom., millions (55); Departures/1,000
population (130); International air transport network (129);
Quality of air transport infrastructure (128)

Ground transport
infrastructure

137

Road density/million population (100); Quality of port
infrastructure (130); Quality of ground transport network
(126); Quality of roads (125)

Tourism
infrastructure

130

ATMs accepting Visa cards/million population (100); Hotel
rooms/100 population (131)

ICT infrastructure

127

ICT use for B-to-C transactions (110); Mobile telephone
subscriptions/100 population (131)

Price
competitiveness
in T&T industry

6

Hotel price index, US$ (2); Extent and effect of taxation (49)

Human resources

125

Affinity for Travel
and Tourism
Natural resources

92

No. of World Heritage natural sites (25); Terrestrial biome
protection (71); Quality of the natural environment (64)

35

Cultural resources

HIV prevalence, % adult population (76); Ease of hiring
foreign labour (135); Primary education enrolment, net %
(131); Extent of staff training (129); Local availability
specialised research & training (128)
Extension of business trips recommended (68); Attitude of
population toward foreign visitors (70); Degree of customer
orientation (108)

128

Creative industries exports, % of world total (73); no of
World Heritage cultural sites (88); Sports stadiums,
seats/million population (136)

Source: World Economic Forum 2013

48

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Overall Nepal scores lowly on the WEF Travel and Tourism Competitiveness Index,
recording 112th position over 140 countries. To understand the difference in ranking
between the different pillars that make up the index, the ranking range was divided for
the purposes of this study into three with scores between 1 and 47 indicating ‘Excellent
to Good’, 48 and 94 ‘Average’, and 95 and above ‘Below Average’.
The results show that Nepal scores well in Price Competitiveness of Travel and Tourism.
Nepal is considered value for money and inexpensive but this could also be a result of
high competitions with many firms competing on price rather than on quality. Nepal also
scores well on the Prioritisation of Travel and Tourism showing that the Government
considers tourism an important sector and, in particular, that it allocates a good
percentage of its budget to the sector.
Unsurprisingly, Nepal’s score for Natural Resources is very high. Two sites are
registered on UNESCO’s World Heritage list but it should be noted that the quality of the
environment is considered to be only average. Environmental sustainability and affinity
for travel and tourism score averagely well suggesting that there are still improvements
to be made.
For all the other pillars, Nepal scores below average. Particularly surprising is the score
of 128 out of 140 for the Cultural Resource pillar. Nepal has a rich and diverse culture. It
scores lowly because it has just two sites registered by UNESCO as World Heritage
Sites (although the Kathmandu Valley comprises 7 sites, overall, it is only counted as
one) and it has few sports stadia. However, there are currently 15 sites vying for World
Heritage accreditation and some have been on the list for years suggesting that little
effort is being conducted to comply with UNESCO’s conditions to obtain the
accreditation.
The state of infrastructure (air, ground, ICT and tourism), the quality of the product
(human resources, safety and security and health and hygiene) and the way tourism is
managed (policy rules and regulations) all score lowly and indicate that there are many
areas to improve if Nepal is going to compete successfully on the global tourism stage.
2.1.4 The collection of demand and supply statistics
Both MoCTCA and NTB collect tourism data. The Department of Immigration supplies
MoCTCA with the disembarkation and embarkation cards that are completed by
international visitors on arrival at the border, which are analysed by the Division of
Planning, Statistics, Monitoring and Evaluation at the Ministry. Other relevant information
is collected for other sources such as the Department of National Parks and Wildlife
Conservation, the Nepal Mountaineering Association, the Pashupati Area Development
Trust, the Lumbini Development Trust, the Nepal Rastra Bank, the Central Bureau of
Statistics, Air Cargo Service Division, Civil Aviation Authority of Nepal (CAAN), Nepal
Academy of Tourism and Hotel Management (NATHM), and the Tourist Police Unit,
amongst others and a compilation of statistics is published and disseminated annually by
the Ministry.
NTB manages a Tourism Resource Centre which contains research reports, statistical
information derived from the Trekkers Information Management System Report (TIMS),
directories such as list of international tour operators, a multimedia zone (images,
videos, audio, etc.) and copies of marketing collateral (brochures, flyers, posters,
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booklets, etc.). Its Research and Statistics Unit complements the data collected by the
Ministry. Surveys are carried out on an ad hoc basis, for instance, exit polls at the airport
(the last one carried out in 2008), and surveys at land borders to measure the volume of
Indian tourists that enter Nepal but are not registered because they are members of
South Asian Association for Regional Cooperation (SAARC) – three surveys in total.
These surveys have not been regular and the information has not been amalgamated
into the published statistics. The number of Indian and other SAARC visitors entering
Nepal through land borders should be added to the official total volume of foreign visitors
to comply with the UNWTO recommendations on collecting tourism statistics 11 . The
information from the Tourism Resource Centre is not available online and a time must be
booked to visit the library at NTB headquarters.
While the scope of statistics presented in the annual report is relatively comprehensive,
the Ministry compiles only foreign arrivals data on a regular basis, which are
supplemented by ad hoc surveys conduct by NTB. Other reported data are provided by a
range organisations and institutions but not to the specifications of the sector needs. For
instance, expenditure data is supplied by the National Bank (Nepal Rastra Bank) but this
information only shows very limited and partial information, which is very misleading,
does not comply with the UNWTO recommendations on tourism statistics12 and provides
an erroneous figure for the contribution of the tourism sector to Nepal’s GDP (see
Section 2.2).
Issue: There is a need to create a comprehensive Tourism Statistics Systems that is
systematically and continuously updated and managed and that produces reliable data
that can be used for planning and marketing decision-making and is credible enough to
reassure investors about the viability of risking their capital in the Nepal tourism sector.

11
12

http://unstats.un.org/unsd/publication/Seriesm/SeriesM_83e.pdf
Ibid
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2.2 The Tourism Economy in Nepal
Development economists in recent years have strongly advocated for the need for
considering the tourism sector as a key engine of economic growth for both resourcerich and poor economies. In Nepal, the tourism sector had started receiving attention in
its planning since the first five-year plan (1956-60). More concentrated attention was
received from the 1970s with the promulgation of Tourism Master Plan. Various
institutions were also developed in the process. The Tourism Policy 2052 (1995) paved
the way for the involvement of private sector as prime players in tourism development.
This led to the emergence of multiple private sector institutions to deliver various
products in different regions of the country. Studies were conducted during different
period to ascertain ways of formulating and effectively implementing plans that would
confer maximum benefits on the country. However, due to the unstable political
environment and poor economic condition of the nation, the plans/programmes went
largely unfunded leading to slow growth in the sector. The primary objective in this
section is to review the status of tourism before and during the implementation period
and draw insights that will be useful for effective policy formulation and implementation,
especially in the drawing of the next 10-year Strategy Plan.
2.2.1 Tourist arrivals before the 2014-23 plan preparation period
The tourism sector is one of the important sources of foreign exchange generation for
economic growth and development in the country. Its unique feature of being a labourintensive activity makes it a source of employment generation, foreign exchange
earnings, contribution to GDP, conservation of biodiversity and poverty reduction in the
face high population growth (1.35% a year) and poverty (poverty line 23.8%).
At the time of formulating Nepal’s Thirteenth Plan Approach Paper 2014-16 in 2013, high
priority was accorded to tourism for generating high growth and employment in the
country. However, the following constraints on the sector were identified:










Limited budgetary allocation to the tourism sector.
Limited accessibility to financial markets to mobilise investment funds for
developing tourist facilities and services.
Low confidence of domestic and international investors in making the necessary
investments in tourism development.
Discriminatory taxation policies for tourism enterprises.
Lack of good cooperation within the tourism industry.
Limited promotion of tourism domestically and internationally.
Lack/absence of a tourism development fund.
Low levels of efforts from the public and private sectors on tourism industry
education.
Very limited statistical data on tourism to enable detailed analysis of the sector
impacts and constraints.

(1) Analytical framework
The analytical framework follows a trend analysis of key tourism impact indicators, which
form the basis of comparison. As the country has recently emerged from conflict, there
has been political instability and multiple strikes also over the recent period, leading to
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irregularities in tourism flow. Due to data limitations and/or non-reliability, period
averages are used wherever necessary to minimise deviations from the trend in order to
obtain reasonable outcomes in the analysis.
Table 9 and Table 10 provide the trends in two crucial indicators — tourism arrivals and
receipts over the years to demonstrate the importance of the sector in the economy of
Nepal.
(2) Tourist arrivals and growth trends
In 1962, tourist arrivals to Nepal were just 6,179. Arrivals increased gradually as access
to tourist destinations improved. Tourism remained, however, mostly confined to the
Kathmandu, Chitwan, Pokhara and Khumbu areas. By 1999, tourist arrivals had reached
491,000 and increased to 803,000 by 2012. In an effort to enhance tourism, Nepal
celebrated Tourism Year in 1998, Destination Nepal Year in 2004, Visit Pokhara year in
2007, Tourism Year in 2011 and Lumbini13 Year in 2012. There had been significant
positive impact as a result of these efforts. However, the sector is still considered overly
undersold compared to the wealth of natural and cultural products it has to offer to the
tourist world. Despite the country being small in the world tourist market, the tourism flow
in Nepal follows a bumpy trend because of political instability undermining security in the
country. Achieving a steady growth path will continue to be a challenge in the sector until
political stability is restored.
Conflict in the country intensified at the beginning of the millennium and the tourist flow
decreased gradually to 275,000 in 2002 from 491,000 in 1999. It started picking up
slowly after 2002 after opposing parties pledged to not target or harm tourists. However,
strikes and road closures were a frequent events leading to disruptions of internal travel
and, hence, in tourism flows. Following the political change to democratic republic and
negotiation leading to conflict settlement in 2006, the sector picked up for short period,
but again was hampered by further political instability, resulting multiple strikes and
labour unrest in hotels. Overall, the sector growth trend followed a bumpy road (Table 9).
Excluding the years of intensive conflict in the country in 2001 and 2002, growth in the
sector over the earlier period (1991-2001) and between 2003 and 2012 was 6.5% and
12% respectively. Due to multiple factors like the ‘Visit Year’ events, marketing efforts
and the subsiding of the conflict in the country, the sector grew at high rate of 12% a
year in the decade between 2003-2012.
The World Tourism Organization (UNWTO) reports an increase in the worldwide growth
rate of tourist arrivals to 5% against previous projections of 3 to 4%. The growth in tourist
arrivals in Nepal has been higher because of the recovery from the conflict years.

13

Birth place of Lord Buddha
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Table 9: Tourist arrivals and growth rates over the years
Year

Annual Growth
Rate (%)

Number

1990
254,885
6.2
1991
292,995
15.0
1992
334,353
14.1
1993
293,567
-12.2
1994
326,531
11.2
1995
363,395
11.3
1996
393,613
8.3
1997
421,857
7.2
1998
463,684
9.9
1999
491,504
6.0
2000
463,646
-5.7
2001
361,237
-22.1
2002
275,468
-23.7
2003
338,132
22.7
2004
385,297
13.9
2005
375,398
-2.6
2006
383,926
2.3
2007
526,705
37.2
2008
500,277
-5.0
2009
509,956
1.9
2010
602,867
18.2
2011
736,215
22.1
2012
803,092
9.1
Growth rate over recent last five years
Source: MoCTCA

Average annual
growth over last
five years (%)
7.6
5.6
6.2
2.0
6.4
7.4
6.1
4.8
9.6
8.5
5.0
-1.7
-8.2
-6.1
-4.8
-4.1
1.2
13.8
8.1
5.8
9.9
13.9
8.8
8.8

(a) Tourist arrivals from neighbouring countries and overseas
Tourist arrivals from China and India have been increasing very rapidly in recent years,
mostly because of the fast rise in the middle class in these countries. Over the last
years, Chinese arrivals have been increasing at a rate of 20% annually and Indian
arrivals at 12%. The growth from the rest of the world has been about 7% a year. As the
share of visitors from India and China amounts to about 30%, which has pulled up the
overall growth of arrivals to Nepal to about 8.8% a year.
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Table 10: Tourist numbers and growth in tourism arrivals from neighbouring
countries and the rest of the world

Nationality
and number of
tourists (000)
China
% share
India
% share
Sri Lanka
% share
Rest of the
World
% share
Total
% share
Source: MoCTCA

2007

2008

2009

2010

2011

2012

28.6
5.4
96.0
18.2
49.9
9.5

35.2
7.0
91.2
18.2
37.8
7.6

32.3
6.3
93.9
18.4
36.4
7.1

46.4
7.7
120.9
20.1
45.5
7.6

61.9
8.4
149.5
20.3
59.9
8.1

71.9
8.9
165.8
20.6
69.5
8.7

352.1
66.9
526.7
100

336.1
67.2
500.3
100

347.4
68.1
510.0
100

390.1
64.7
602.9
100

464.9
63.1
736.2
100

495.9
61.8
803.1
100

Growth
rate
over the
last five
years
20.2
11.5
6.8

7.1
8.8

2.2.2 Foreign exchange earnings from tourism compared to the national
economy and revenue elasticity
At the macro-economic level, the tourism sector is the third greatest generator of foreign
exchange earnings after remittances and the export of goods and services. Receipts
from tourism are viewed in Nepal as the foreign exchange earnings from the sector. As
the export sector is growing at a very slow rate in the country, the importance of foreign
exchanging earning has been increasing as an alternate potential source of foreign
exchange. Currently, revenue from tourism accounts for about 38% of the contribution of
merchandise export, 20% of the total value of the goods and non-factor services, 5% of
total foreign exchange earnings and about 1.8 % of the GDP.
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Table 11: Foreign exchange earnings from tourism, 2000/01 - 2011/12

2000/01

Total Foreign
Exchange
Earning from
Tourism (NRs.
in million)
11,717.00

2001/02

8,654.30

14.9

10.6

4.8

1.9

2002/03
11,747.70
2003/04
18,147.40
2004/05
10,464.00
2005/06
9,556.00
2006/07
10,125.00
2007/08
18,653.00
2008/09
27,960.00
2009/10
28,139.00
2010/11
24,611.00
2011/12
30,703.80
Source: Nepal Rastra Bank

23.1
32.9
17.5
15.5
16.5
30.1
40.0
44.5
35.8
37.7

15.2
20.3
12.2
10.9
10.8
17.9
22.8
24.6
20.2
20.0

6.1
8.0
4.7
3.6
3.7
5.5
6.5
8.1
5.0
4.8

2.4
3.4
1.8
1.5
1.4
2.3
2.8
2.4
1.8
2.0

Year

16.8

As % of Total
Value of Exports
of Goods and
Non Factor
Services
11.8

As % of
Total
Foreign
Exchange
Earnings
5.7

As % of Total
Value of
Merchandise
Exports

As %
of
GDP
2.7

Traditionally, tourist arrivals constitute the primary determinant of benefits derived from
the tourism sector. The demand-supply relationships are such that the higher the
demand for tourism products of the country as depicted by higher arrivals, the higher the
economic benefits that the economy derives. For tourism to become an important engine
of growth for both income and employment, efforts are required for the establishment of
a dynamic equilibrium between the supply of and demand for tourism by developing
multiple products with higher contributing capacity to revenue and employment. The
necessary, though not sufficient, condition is the enhancement of both the relevant
supply and value chains of the tourism sector (this is analysed later in a related section).
The arrival of tourists as indicated in Table 11 and data on foreign exchange earnings
from tourism described in Table 12 have not followed a smooth pattern and the revenue
has been inelastic or even had adverse impact on tourist revenue in almost half the
years of the analysis period. Over the entire 2003-2012 period, the number of tourists
increased by 11.3% but the increase in tourism revenue in USD was only 7.1%,
indicating a fall in tourism revenue per tourist despite the increase in tourist number. This
could have been caused by the influx of low yielding tourists or due to internal
competition to drive the price down.
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Table 12: Foreign exchange earnings from tourism, 2000/01- 2011/12 and elasticity

Tourist
Arrival
(number)

(%)
Change

2000/01+

463,646

-5.7

Total
Foreign
Exchange
Earning from
Tourism
(NRs. in
Million)
11,717.00

2001/02

361,237

-22.1

2002/03

275,468

2003/04

Earning
In USD
(Million)

(%)
Change

140.3

-15.9

2.789

8,654.30

106.8

-23.8

1.077

-23.7

11,747.70

192.8

80.5

-3.397

338,132

22.7

18,147.40

179.9

-6.7

-0.295

2004/05

385,297

13.9

10,464.00

148.4

-17.5

-1.259

2005/06

375,398

-2.6

9,556.00

162.8

9.7

-3.731

2006/07

383,926

2.3

10,125.00

230.6

41.7

18.13

2007/08

526,705

37.2

18,653.00

352

52.6

1.414

2008/09

500,277

-5

27,960.00

377.2

7.2

-1.44

2009/10

509,956

1.9

28,139.00

330

-12.5

-6.579

2010/11

602,867

18.2

24,611.00

368.8

11.8

0.648

2011/12

736,215

22.1

30,703.80

356.7

-3.3

-0.149

11.3

7.1

Year

Annual
Growth
2003-2012 %

11.5

Elasticity
(e)

Note: +Year based on new format since Fiscal Year 2000/01
Source: Adapted from Nepal Rastra Bank data

2.2.3 Impact of tourism on the Gross Domestic Product
Because of leakages resulting from tourism activities such as import of inputs, services
and profit repatriation, it is realistic for policy makers to go beyond gross foreign
exchange earnings by deriving the net foreign exchange earnings. The exact
contribution to the GDP is however not available due to lack of a separate satellite
account for the tourism sector. Discussions with Central Bureau of Statistics (CBS)
specialists indicate that ‘Hotels and Restaurants’ may contribute tentatively about 75% to
80% of the tourism sector’s revenue to GDP (including domestic tourism). Since ‘Hotels
and Restaurants’ contributed about 1.8% to GDP in 2012, a crude estimate would
suggest that international tourism is likely to have contributed about 2.3 % to GDP. This
is more or less similar to estimates of other developing countries like Nepal. However,
domestic tourism is not yet accounted for and no national survey to understand its
contribution had been carried out so far. Adding the contribution of the domestic tourism
and that of other sub-sectors to the tourism sector, which are not accounted for and
aggregated to ‘Hotels and Restaurants’, tourism’s contribution to GDP would be
significantly higher.
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Table 13: Some economic indicators for Hotels and Restaurants (NISC Category)
by fiscal year 2005/6 to 2013
Economic Indicators

2005

2006

2007

2008

2009

2010

2011

2012

Annual Growth Rate at
constant price, 2001 (in
%)

6.33

3.46

6.92

2.31

6.52

7.39

5.96

6.84

Gross Output at current
price (NRs million)

29,477

32,422

37,536

45,311

56,041

71,193

79,118

93,335

Intermediate
Consumption at current
price (NRs million)

20,079

22,379

26,034

31,367

38,694

49,326

54,597

64,195

Gross Value Added at
constant price, 2001
(NRs million)

8,001

8,278

8,851

9,056

9,646

10,359

10,855

11,597

Gross Value Added at
current
price
(NRs
million)

9,398

10,043

11,503

13,943

17,347

21,866

24,521

29,141

Proportion of Gross
Domestic Product at
current price (%)

1.49

1.44

1.48

1.49

1.55

1.7

1.7

1.82

NSIC= Nepal Standard Industrial Classification R = Revised; P = Preliminary

Source: Central Bureau of Statistics, Nepal
UNWTO states that the key criterion for assessing the impact of tourism on an economy
is to determine its contribution to the gross domestic product through the generation of
receipts by the sector. The World Tourism and Travel Report, 2013 for Nepal (WTTC,
2013) estimated the contribution of the sector in the country. The methodology used to
estimate the direct contribution of travel and tourism to GDP calculates total domestic
spending by ‘netting out’ the purchases made by the different tourism sectors and
claiming that their measure is consistent with the definition of Tourism GDP, specified in
the 2008 Tourism Satellite Account: Recommended Methodological Framework (TSA:
RMF 2008). They estimate that the tourism sector’s direct contribution to the GDP in
Nepal is around 4.3%. They also claim that the direct contribution of travel and tourism to
GDP is expected to grow by 4.5% per annum to 5.0% by 2023. However, without
developing a separate satellite account for the sector, the exact estimate is less clear.
The World Tourism and Travel Report estimates the total contribution of travel and
tourism to GDP (direct, indirect and induced) to be 9.4% of GDP in 2012. The World
Economic Forum (WEF) Competitiveness Report 2013 has also referred this figure.
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2.2.4 Employment generation
Being highly labour-intensive, the sector provides vital employment for people with a
wide range of skills, as well as for the unskilled (Roe et al. 2004)14. Developing a strong
travel and tourism sector supports job creation, raises national income, and also benefits
the general competitiveness of economies through improvements in hard and soft
infrastructure15.
The Government of Nepal estimates that the tourism sector provides 160,000 direct jobs
in 2013. Surveys in certain developing countries show an employment multiplier of
3.516, implying that a direct job in the sector will result in 2.5 indirect and induced jobs
created. If this is taken as guide, the total (direct and indirect) employment created in
Nepal from tourism would be around 560,000. However, this still seems to be an
underestimation. The WTTC 2013 report indicated that travel and tourism in Nepal
generated 553,500 direct jobs in 2012 (3.6% of total employment) and this figure is
expected to grow to 592,500 (3.8% of total employment) in 2013. The WTTC estimate
includes employment by hotels, travel agencies, airlines and other passenger
transportation services (excluding commuter services). The report states that the
estimate includes the activities of the restaurant and leisure industries directly supported
by tourists. The growth in job is expected to be 3.4% per year over the next ten years.
The total direct and indirect employment is estimated at 8.5 % of the total employment in
the country in 2012 and it is expected to grow at 3.4% per year over the next 10 years to
contribute to 9.5 % of total employment in the country by 2023.
Policy Implication: As a service and labour-intensive industry, the raw empirical
interpretation is that the industry‘s employment levels do not always match the optimal
levels of employment to enhance quality service. As there is a labour shortage in the
industry due to increasing number of skilled workers going to foreign countries for high
pay jobs, and as there is frequent labour market unrest in the country, the implication is
that the industry is turning to more use of capital than in the past, presumably because
of higher wages and unfriendly labour laws. Government should, therefore, invest and
find ways to make the industry more labour absorbing to compensate for higher wages
through the creation of skilled manpower for the industry.
2.2.5 Poverty alleviation
The tourism sector can make a significant contribution to poverty reduction, in particular
in rural areas, for example through ecotourism and rural tourism. Nepal has a high level
of poverty with the national poverty line at 25% (Nepal Living Standard Survey, 2010).
Poverty is concentrated in the rural areas. Tourism contribution to poverty alleviation is
direct in terms of benefit flow in hill and mountain areas while in other rural areas, the
benefit creation will occur by developing appropriate tourism products. Tourism can
significantly supplement revenue in rural areas through hotels, trekking, portering and
local level sales of agricultural products. The nature of the hotel industry is such that
demand for professionals, semi-professionals, skilled and semi-skilled has direct
correlations with ‘star category‘ of the establishments. However, the lower category
hotels, restaurants, drinking bars, shops and food vending outlet, among others, have
14

Tourism and the Poor: Analysing and Interpreting Tourism Statistics from poverty Perspective
Global Agenda Issue Survey; WEF World Travel and Tourism Competiveness Report 2013
16
Filed study finding in National Tourism Development Plan Ghana, UNWTO, 2012
15
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higher absorptive capacity for employing the poor. Thus, a substantial proportion of the
induced part of the income multiplier will find its way into the pockets of poor relatives
and friends. Rural-based craft artisans and their dependants are another group of
beneficiaries of tourism development. Likewise in rural destinations, lodgings and
catering outlets used by rural tourism, agro tourism and ecotourism (green tourism)
employ locally and purchase their supplies locally. Therefore, identifying and promoting
the tourism potential of deprived areas offers one of the most effective ways of fighting
poverty.
There is no separate national level study or survey done on local level employment
impact. An independent case study with a larger enough sample, based on a survey of
131 establishments by Dr Banskota17, revealed that about five beds usually employ one
employee in small and medium sized hotels. In the case of large hotels, four beds would
employ one employee. The study explains that 56% of total employees in the
destinations were hired locally, 22% from peripheral areas and about 21% from the other
part of the country. Food purchased locally is also an important spill over. The study
shows that about 22% of total expenditure on food made by the establishments was in
the local area. Food purchase made from the peripheral area is high (68%) indicating
that periphery people are also able to capture a high percentage of benefits by selling
food items to the tourism sector in their areas. The results indicate that only about 14%
of expenditure actually is spent beyond the peripheral area. This suggests that rural
tourism will have a significant impact on the poverty alleviation. Other studies on rural
tourism in Nepal confirm these findings.
Table 14: Impact of tourism on local employment
Number of staff hired
Locally

Peripheral area

Other parts of the
country

Total Staff

Total %
56
22
21
100
Source: Impact of Tourism on Local Employment and Incomes in three selected destinations:
case studies of Sauraha, Nagarkot, and Bhaktapur, 2012, Dr. Kamal Banskota

2.2.6 Fiscal impact of tourism
In tourism resource-rich countries, the sector contributes significantly to the fiscal
revenue of the Government. This, in turn, encourages the Government to further invest
back in the sector. However, tourism in Nepal is yet to make a significant fiscal impact on
the economy through tax revenue generation. In general, tax contribution to fiscal
revenue of the Government from tourism consists of the following:





Airport taxes, fees and levies.
Hotel, restaurant, tour and travel agency, car rental and nightclub registration/
licensing fees.
Corporate and personal income taxes.
Import duties on imported items used in tourism.

17

Impact of Tourism on Local Employment and Incomes in three selected destinations: case studies of
Sauraha, Nagarkot, and Bhaktapur, 2012, Dr. Kamal Banskota, Nepal tourism and Development review 2,
2012 ISSN:2091-2234.
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Taxes on local inputs to the tourism sector.
Entertainment tax (tourist expenditure taxes in hotels, restaurants, etc.).
Entry fees to tourist attractions – castles, forts, parks and reserves, cultural
centres.
Trekking, expedition and climbing peaks levies.
Municipal district taxes including property taxes and copyright fees.

Due to data limitations, Table 15 on tourism sector revenue has been confined to only a
limited area of the government sector revenue. Airport tax (NRs 500 per tourist)
accounting for about NRs 400 million a year is transferred to Nepal Tourism Board
directly, and is not accounted for in the estimate in Table 15.
Data on various other aspects including corporate or income tax is not available
separately. Some of the important indicators available that show the contribution to fiscal
revenue are based on the record of the Financial Controller General’s Office (FCGO)
data. However, in absolute terms, it can be observed that the total annual revenue is
steadily increasing. As tourism activities become more and more sustainable, both the
absolute and growth trends are prospectively going to attain much higher levels.
In 2012 the directly visible revenue from the sector was NRs 8,832 million (Table 15),
and represented about 3.6% of the total government revenue. This excludes direct
corporate and various other taxes, which the tourism sector pays through industries. In
2012, the Ministry of Industry spent NRs 3.9 billion in its development programme. A
large proportion of this (NRs 1.6 billion) was spent on civil aviation. Likewise, regular
routine maintenance and management of cultural activities of different kind accounts for
another chunk leaving only a small amount for tourism promotional activities and for
product development. This indicates that the Government is significantly under spending
in the sector. Last year, the Government took aggressive steps to raise the budget of the
tourism sector. The budget for FY 2012-2013 was NRs 7.9 billion, an increase of 103%.
Table 15: Some indicators on the tourism sector's contribution to the
Government's fiscal revenue
Year
Indirect tax (NRs million)
Internal commodity tax revenue collection (million)

2010

2011

2,221.4

2,551.9

2012

VAT (tourism services)

1,057.4

Administrative fee (immigration and tourism)

5,481.9

No-Tax revenue

1,928.5

2,059.2

Visa Fee

1,221.9

1,268.8

1,781.9

Mountain trekking fee

343.5

366.9

508.8

Pollution control fee

363.1

423.5

Other tourism fee

2.1

Corporate and other
Total Excluding (corporate and other taxes)

NA

NA

NA

4,149.9

4,651.1

8,832.1

Source: Data extracted from Financial Comptroller’s Annual Report of the respective years.
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2.2.7 Conclusion
Despite the fact that the tourism sector was and currently remains under-funded and
only partially recognised by the highest policy establishments over the years, the various
statistical outcomes presented above amply demonstrate that it is on the ascendancy.
More importantly, it carries high potentials for becoming a major contributor and
stimulator to the development in the economy, both for revenue and employment
generation. The necessary condition for a sustainable tourism development, as can be
inferred from the analyses above, is the sector‘s prioritisation in the national
development agenda. Most importantly, optimal funding for the rapid development of the
industry with due priority is important. Currently, the sector is suffering a vicious circle of
low investment leading to low growth that leads to low contribution to GDP and Fiscal
revenue. As the contribution of the sector at present is low, it gets low attention from the
treasury in investing and supporting to the sector. The circle will have to be broken by
investing more in the sector in multiple dimensions and it has to be initiated from the
macro level planning itself.
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2.3 Infrastructure and Services Used by the Tourism Sector
This section reviews the extent and conditions of infrastructure and utilities in Nepal.
2.3.1 Transport Infrastructure
Nepal faces an uphill task in regards to the development of infrastructure necessary to
accommodate present multi sector needs and subsequent growth enabling
requirements. The country ranked 144th, the very last position in terms of infrastructure
according to the Global Competitiveness Index 2013-14 (GCI). Physical and technical
access infrastructure in a country, district or sub-district must be considered as vital
material assets that enable, promote economic development and ultimately poverty
alleviation. The priority of all associated infrastructures is that they are effective, efficient
and reliable in the facilitation of their intended function and service. This must be not
only for tourism development alone but also for the entire economic and social spectrum
of Nepal. The provision and maintenance of appropriate and modern infrastructure to
support national economic growth, yet alone tourism is considered essential if Nepal’s
tourism industry is to encourage tourism spend growth and market segment
diversification. The new segments that have been identified within this strategic
document demand and expect minimum standards of service utilities and infrastructure.
(a) Roads
According to 2012 Department of roads network statistics, Nepal has a total of 11,120.93
km of roads that are classified for usage by motorised vehicles, which a total of 5436.34
km are paved with various grades of bitumen coverage. Table 16 further breaks down
distances covered in regards to road classification and by type of surfacing.
Table 16: Distances covered in regards to road classification and type of surfacing
Road Classification

Bitumen (km)

Gravel (km)

Earth (km)

National highway

2,923.38

212.94

274.88

Feeder road (major)

2,381.38

3,539

2,489.92

Feeder road (minor)

131.58

109.4

302.95

Mid hill road

66.50

30

391.38

Postal road

67.70

378.5

152

5,436.34

4,269.84

1,414.75

Total:
Source Department of Roads, 2012

Road type and distances covered varies considerably by region. These variable
distributions are affected by population densities, cargo movement corridors, regional
agricultural outputs and localised topography of terrain.
Table 17 further breaks down regional differences of road classification and distance
covered.

62

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Table 17: Regional road coverage by road classification
Road
classification

National
highway
(km)

Feeder road Feeder road
(major in
(minor in
Km)
Km)

Mid hill
road
(Km)

Postal road
(km)

Eastern region

796.73

1,180.03

28

429.3

136

Central region

876.04

1,887.82

136.68

61

211.5

Western region

478.3

1,385.43

194.25

142

50.5

Mid-Western
region

735.1

948.22

216

309

100

627.45

28

87

94.2

Far-Western
525.03
region
Source, Department of Roads, 2012

Figure 7: Nepal national highway network, 2013

The National Road Network (NRN) is operated through two established networks that is
driven as per the National Transport Policy. The first is the Strategic Road Network
(SRN) designed to connect high volume traffic with all district capitals and facilitate
cross-country movement. This is the backbone of the NRN. It is comprised of 15 national
highways (Figure 7) and 51 subsequent feeder roads. Overall planning, development
and maintenance falls under the responsibility of the Department of Roads (DoR).
Secondly, the Local Road Network (LRN) is designed to open access to rural and
agricultural zones within the districts. These are operated in a manner that provides
quick access to the SRN. This network comprises of district roads, urban roads not
included within the SRN, village roads, agriculture roads, mule trails and tracks, trail
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bridges and ropeways. Overall planning, development and maintenance falls under the
responsibility of various government sections and this is outlined in Table 18.
Table 18: LRN road classification and responsibilities.
Road classification

Responsibility

Village roads (inclusive of mule trails Village transport network, District Development
and tracks, trail bridges and rope Committee (DDC) under the coordination of
ways)
department of local infrastructure and agricultural
roads (DOLIDAR)
Urban roads (not defined as part of Municipalities under the coordination of DOLIDAR
the SRN)
District roads
Source DOR/DOLIDAR

DDC's under the coordination of DOLIDAR

Nepal is also connected by 1,324 km of two Asian highways that cross the country East
to West (AH2) and North to South (AH42). These highways are integrated within the
national SRN. The AH2 commences in Dhaka, Bangladesh and ends in New Delhi,
India. The AH42 commences in Barhi, India and ends in Lhasa in China.
Road conditions in the dry season are generally quite good comparatively to national
GDP and paved roads are subject to continuous maintenance and repair works.
However, most roads leading into Kathmandu are heavily charged with cargo and bus
traffic that are relatively slow moving and combined with winding roads, make overtaking
difficult and at times dangerous. Large potholes and surface damage can be
encountered and, therefore, also significantly slowing journey times. Unsurfaced roads
are passable in the dry season although through the monsoon period many roads can
only be navigated in 4X4 vehicles. The majority of the country’s fuel needs is imported
by road from India and is relatively expensive due to high transportation costs.
Directional, information and warning signage on the road system is very limited and is
most cases absent. In large settlements, including the capital, street signs are generally
not present. Aside from advertising hoardings erected by hotels or tourism operators,
tourism information signage is not generally implemented. This absence of signage
makes it difficult for the visitor not only to navigate but also to locate attractions. As an
example, Lumbini the birthplace of Lord Buddha, one of Nepal’s key attractions is not
adequately signposted, moreover access towards the site does not indicate that it is the
location of the World Heritage Site. Other attractions, such as the Chitwan National Park
are also difficult to locate due to a lack of signage.
Clear, simple and standardised signage is a basic but vital component of spatial
movement of tourists. This current deficiency will be elaborated with simple
recommendations in chapter 5.2.
In order to enhance the present road infrastructure deficiencies in Nepal, the
Governments of China (GoC) and India (GoI), the Asian Development Bank (ADB) and
the World Bank have various projects in implementation or in planning stages to address
this core deficiency. Interestingly and unfortunately, no sector wide approach framework
has been established between all involved parties in the development of the SRN.
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Anecdotal evidence suggests that individual project implementation has been informally
divided up by geographical regions:





ADB covers the Eastern region
GoC covers the Northern border areas
GoI covers the Southern border areas
World Bank covers the Western region

Key Issues to be addressed:





Lack of sustained maintenance of both SRN and LRN
Lack of adequate signage
Key tourism node access routes are not being developed in sync to compliment
in progress airport upgrading
Distinct weakness of sector-wide coordination in planning and development of
current and future road network

(2) Air
(a) International Access
In 2013, at the time of the production of the National Tourism Strategy, 2013-2022, there
were 28 international airlines with an average of 255 weekly scheduled flights to
Tribhuvan International Airport (TIA). Annual international passenger numbers in 2010
were reported as being 2,699,83418 (including both arriving and departing passengers)
from the sole in international air gateway of Nepal, TIA, which is located in Kathmandu.
Seasonality of airlines, their flight frequency and aircraft types flying to Nepal marginally
affects available seat capacities. The winter schedule during the months of October
through to March provided a total of 47,057 seats a week 19 . The summer schedule
during the months of April through to September provided a total of 43,710 seats a
week20.
Since 1963, the Government of Nepal (GoN) has signed bilateral air service agreements
(BASA) and MoU's with a total of 36 countries (Table 19). These established provisions
enable 5.25 million in and out bound seats with Nepal, which only around 60% of this
agreed capacity was filled in 2012. Restricted optimal usage of these seats is
compounded by the fact that 18 countries with established agreements to date do not
have direct air connections with Nepal.

18
19
20

Source: CAAN, 2011
Source: NATIONAL TRANSPORT PLAN Current Situation and Diagnostic, 2012
Source: NATIONAL TRANSPORT PLAN Current Situation and Diagnostic, 2012

65

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Table 19: Established International Air Service Agreements with Nepal
Country

Agreement
type

Active

Country

Agreement
type

Active

Austria

MoU

No

Macau

MoU

No

Bahrain

MoU

Yes

Malaysia

BASA

Yes

Bangladesh

BASA

Yes

Maldives

BASA

No

Bhutan

BASA

Yes

Myanmar

MoU

No

Brunei

BASA

No

Netherlands

MoU

Yes

China

BASA

Yes

Oman

MoU

Yes

Croatia

MoU

No

Pakistan

BASA

Yes

Egypt

MoU

No

Philippines

MoU

No

France

MoU

No

Qatar

BASA

Yes

Germany

BASA

No

Republic
Korea

of BASA

Yes

Hong Kong

BASA

Yes

Russian
Federation

BASA

No

India

BASA

Yes

Saudi Arabia

MoU

Yes

Italy

MoU

No

Singapore

BASA

Yes

Israel

MoU

No

Sri Lanka

BASA

No

Japan

BASA

No

Thailand

BASA

Yes

Jordan

MoU

No

Turkey

MoU

Yes

Kuwait

MoU

No

UAE

MoU

Yes

Luxembourg

MoU

No

United
Kingdom

BASA

No

Source, CAAN, 2012

Indian arrivals into Nepal make up the largest proportion of passenger air traffic and is
set to grow further with the recent signing in 2010 of an updated Air Services Agreement
(ASA). This agreement allows both Indian, and Nepalese carriers to fly between
Kathmandu and 28 cities in India. It also enhances allowances in passenger capacity
from 6,000 to 30,000 seats a week and enables unlimited air cargo flights. The ASA
further enables cross-border flights between regional airports, including Pokhara,
Bhairahawa, Biratnagar, Janakpur, Nepalgunj and Dhangadhi in Nepal and Varanasi,
Patna, Gaya and Lucknow in India.
Chinese tourists visiting Nepal hold a 10.5% market share and are second only to India
in terms of international arrivals by air. In 2003 both China and Nepal established an
ASA that provides 10,000 seats a week between Kathmandu and seven cities in China.
This capacity allowance has now been reached, especially during high seasons and is
compounded further that Nepalese carriers are unable to utilise the allocated seats for
these designated Chinese cities. ASA protocol enables Chinese airlines to operate 14
flights a week to TIA and is currently served by three Chinese carriers. Demand is so
strong from the Chinese market where passenger occupancy grew by 35% in the first 6
months of 2013, that the GoN issued temporary operating permits for an additional 12
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flights a week. Anecdotal evidence suggests that the GoN is currently reviewing the ASA
and is moving to engage in formal negotiations with Chinese authorities to increase
cross-border seat allowances.
(b) Airports
(i) Tribhuvan International Airport
Nepal is served by a single international airport, Tribhuvan International Airport, which is
located 5.5 km east of the city of Kathmandu at an elevation of 1,339 m. The airport has
an asphalted runway 3,500 m in length, which is capable of accommodating full
weighted aircraft of up to Airbus A340 or Boeing 747 in size. The runway is illuminated
and has an instrument landing system (ILS) for night landings. In 2012, the airport
served 2,794,869 in and out bound international passengers.
The airport was first built in the 1950's and since has been expanded on several
occasions to accommodate growth in demand. Currently both terminal size and facilities
do not appear to be coping with present levels of demand. For international flights the
airport has a full time customs and immigration service presence as well as departure
lounge catering and duty free shopping.
TIA upgrades are presently under way through the Air Transport Capacity Enhancement
Project (ATCEP), which is under a joint funding scheme between the ADB and CAAN at
the cost of USD 92 million. Project phase 1a is the first of four planned, though only the
initial phase has secured funding and should be complete by the end of 2014. The
remaining three phases have been taken on by CAAN to source required funding
partnerships via a PPP model and to source technical expertise to complete the entire
project.
Initial upgrades have focused on extending the current runway, building a new rapid exit
taxiway, expanding international aprons with a further 9 parking stands and enhancing
aircraft landing systems to international requirements. All of which shall increase airport
capacity and credibility amongst international air carriers to develop new routes to Nepal.
Certain upgrades are designed to address European Union concerns on airport safety
and, therefore, may encourage direct air traffic growth from these market segments.
New terminals (domestic and international) have been ear marked for development
within phase 1b (2015 onwards) of the project and will be 56,000 m2 in area, on three
levels with provisions to incorporate six passenger loading-bridges. Phase 2 will further
expand the International Terminal Building by 34,000m2 area on three levels.
Issue: to date no funding has been secured for subsequent phases after 1a.
(ii) Gautam Buddha Airport, Lumbini
Soon to become Nepal's second international airport that will also aim to serve as a
regional hub. The location of this airport is of strategic importance to increase
international and domestic access to the World Heritage Site of Lumbini, the birthplace
of Lord Buddha and is of huge importance to the half billion persons that practice
Buddhism globally. Once open, this gateway will relieve air traffic pressure in TIA,
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increase international volumes to Nepal via new market segments and consequently
open up new circuits around the country that will lead to greater poverty alleviation.
The airport upgrading is substantial and has been on the drawing board since the
inception of the current 1974 Lumbini master plan. Estimated at just over USD 90 million
that will be funded by loans, grants, CAAN budgeting and the ADB South Asia Tourism
Infrastructure Project (SATIP). Expansion plans will be implemented in two phases, the
first to include runway extension to 3,000 m, aircraft parking stands, new domestic and
international terminals. At the end of phase one, airport capacity will be 600,000
passengers per year (in and out bound) and upon final completion via phase 2, the
airport will aim to service 5 million passengers annually.
(iii) Pokhara airport
This is another airport that has been earmarked for construction that will ultimately
enable international regional flights. Land has been acquired as far back as 1975 by the
government 3 km east of the current domestic airport. Plans have been made to
construct a 2,500 m by 50 m blacktop runway, domestic and international terminals with
supporting cargo hangers etc. Financing of this project has encountered problems in
resolving the fixed cost of construction that has balloon four fold since the original
projection of USD 39.6 million in 1989. Anecdotal evidence suggests that a Chinese
contractor will be awarded build contract if the price is right. This new airport is deemed
of vital strategic importance for sustained tourism growth, in particular for the Western
regions of Nepal by the consulting team drafting this report.
(iv) Domestic access and airports
Along with the SRN, these small airports are vital means of access for local populations,
yet alone for tourists to reach and leave remote regions of Nepal. This form of passenger
movement has increased from 1.38 million (1998) to 3,32 million (2011) in 14 years and
with an annual average growth rate of 7%. To serve on-going growth in the domestic air
passenger movements, a large airport network has been constructed, which now totals
54 airports and 6 more are planned for construction. Presently only STOL type aircraft
are suitable for these airports. Not all of these airports are currently operational and most
are affected by the seasonal impacts of localised climatic conditions. It is said, though
accurate information is not readily available, that only 34 airports are operational and
even some of these will close during certain seasons (Figure 8). Only five of these
airports act as regional domestic hubs that individually connect to smaller and more
remote locations. At present, there are no cross sector flights and all access to these
hubs are connected directly with TIA, dramatically increasing time needed to travel and
costs to passengers (national and international).
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Figure 8: Aviation and road networks in Nepal

The four regional airport hubs are Nepalgunj (dedicated to Far- and Mid-Western
regions), Pokhara and Bhairahawa (Western regional access) and Biratnagar (enabling
Eastern region access).
Despite having a large network of airports dotted around the country, most of them face
multiple constraints and deficiencies that render them dangerous according to
international aviation standards. Most airports do not have on-going maintenance plans,
passenger terminals, air traffic control towers and blacktopped runways. Despite this all
of them can operate under Visual Flight Rules (VFR), but only five implement
Instrumental Flight Rules (IFR). This lack of basic infrastructure and facilities render
higher operational costs and risks for serving airlines. The larger carriers will not proceed
to these areas without IFR as operational insurances are cost prohibitive and
approach/take off is considered too dangerous. Rather than consolidate the established
airports network with required infrastructure, more airports are under construction and at
the time of writing are at various stages of development. Out of the 54 airports, only 10 21
are financially self-sufficient in covering operational overheads and this does not include
maintenance or development costs.
Internal air access within Nepal is served by 13 different air carriers, of which eight are
fixed wing operators and five are helicopter operators. Anecdotal evidence suggests the
latter is concentrating on air rescue and medical flights. All the airlines offering domestic
flights specialise in short distance flights and have suited aircraft to do so. In addition to
conventional carriers, there are 16 additional agencies licensed for micro-light and
paragliding activities.

21

CAAN, Caan souvenir, 2012
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Lukla, Talcha (Rara) and Simikot airports have been identified for upgrading by CAAN
and are incorporated into phase 1a of the ATCEP. Air traffic control systems, snow
plugs, and meteorological equipment are to be integrated into Rara and Simikot airport.
Lukla airport will receive runway landing lighting upgrading, abbreviated Precision
Approach Path Indicator (APAPI) and a Visual Approach Guidance System (VAGS)
equipment. The installation of this equipment will vastly improve air safety and reduce
operational insurance costs for air carriers on these routes.
Key issues to be addressed:





No cross sector flights
Elevated costs to international passengers
High airline operational costs due to the lack of key airside infrastructure
Inefficient onsite (TIA) visa system for arriving international visitors

(3) Waterway traffic
Waterway traffic is presently limited to tourist rafting and other passive forms of pleasure
water traffic. Seasonal variation in river flow and heights makes substantiated passenger
traffic unfeasible in Nepal. Therefore it is not represented in the scope of this report as a
viable mode of transport, but elaborated as a tourism activity for further expansion.
(4) Railway
There are 53 km of narrow-gauge railways lines operated by the Department of Railways
and the Nepal Railways Company (NRC). Soon to merge to become the Railway Board,
an autonomous body to further develop the country’s railways sector. This small network
is composed of two sections, one operational and one dysfunctional. The former
between Jaynagar (India) to Janakpur is served by a 32 km stretch for normal passenger
traffic. The latter is a 21 km stretch linking Janakpur to Bijalpura. Indian railways manage
a six-kilometre line that links Raxaul (India) and Birgunj, which hosts an Inland
Clearance Deport (ICD).
A newly formed Railway Board shall be incorporated into the portfolio the Minister for
Physical Infrastructure and Transport. This will become official once the Railway Act
1963 has been amended to take into consideration the new operational body, associated
changes in regulations and enabling enhanced PPP's for the development of an
extended national railway network.
The GoN has shown its intent to develop several railway projects throughout the country,
such as enhanced cross-border linkage with India, a Metro Rail network for the
Kathmandu Valley, a Kathmandu to Pokhara link and an East to West line connecting
Kakardbhitta and Gaddanchauki. The latter project is estimated at NRs 800 Billion and
will aim to connect, India with Nepal and pass through all the major business hubs in the
Terai region. If this line were to follow through, it would be quickest direct route to
connect certain regions of India, pick up considerable traffic from an already congested
Indian Railways network and would be considered of strategic importance to the Indian
Government.
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The development of these railway networks will greatly improve access to and
throughout the country. It will also render the exploitation of national agricultural and
mineral resources more viable. In addition it may be possible to integrate these planned
routes into national tourist itineraries. The programme for the implementation of any
future railway network is however somewhat unclear with anecdotal reports that it may
be not be completed until after 2022, and thus beyond the time frame of this strategy.
2.3.2 Utilities infrastructure
(1) Water supply
Nepal is blessed with more than 6,000 rivers and tributaries, which all eventually feed
into the mighty Ganges River in India. Annual average run off of all the combined river
systems is estimated at a massive 225 billion cubic metres (BCM) 22. These are supplied
by high altitude glaciers and seasonal monsoon periods throughout the country.
Despite that vast water resource, only 80%23 of the population is thought to have access
to basic water supply and this figure is contested by several organisations based in
Nepal. Only an average of 25% of the national population have access to basic
sanitation facilities. Access is predominantly available in urban areas and generally more
limited in rural areas. Responsibility of fresh water provision is under the authority of
Department of Water Supply and Sewerage (DWSS) since 1972. Initially focused on
urban zones, the DWSS has taken steps to enhance rural network schemes. There are
over 500 such schemes in place that are now in control of local community associations,
who are responsible of operation and maintenance.
Particular concern is of sewage run off into fresh water streams and lakes, the very
sources that also provide fresh water down at lower altitudes. Treatment of sewage is
virtually non-existent in Nepal is of great concern for future tourism development as well
as for the local populations. The non-treatment of wastewater induces higher rates of
water-borne diseases such as diarrhoea, dysentery, typhoid, gastroenteritis and cholera.
Recent studies have also indicated a rise in heavy metals, notably arsenic in shallow
bore water sources in the Terai region of Nepal.
It is not believed that the overall scale of tourism development in Nepal will, over the plan
period, generate levels of demand for water supply that cannot be met from local
sources that are located within the country's watersheds. Sites that are above these
watersheds, especially at higher altitudes, water is a valuable commodity and therefore
tourism needs should not conflict with social needs. However, site investigations have
revealed a number of issues that should be addressed in order to enable further tourism
development. The water supply and lack of sewage treatment in Pokhara, which is
identified as a TDA within this strategy, is a major concern. Phewa Lake, the core
attraction of the area, has high levels of eutrophication, sediment load, agricultural
pesticides and fertilizers, solid waste and invasive plant species that are indicative of
high levels of pollution.

22
23

Source: http://www.moen.gov.np/pdf_files/national_water_plan.pdf
Source: Department of Water Supply and Sewerage, 2013
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Key issues to be addressed:



MoCTCA policy does not provide provisions for tourism operators to establish in
house water filtration systems.
Phewa Lake in Pokhara is quickly reaching 'acceptable' levels of pollution and if it
continues unabated will become an ecological disaster.

(2) Electricity
One autonomous body manages electricity generation and supply in Nepal: the Nepal
Electricity Authority (NEA). Established in 1985 under the Nepal Electricity Authority Act
of 1984, it was a result of the merging of the Department of Electricity Development,
Ministry of Water Resources, related Development Boards and the Nepal Electricity
Corporation. The amended NEA act of 1992 replaced their function from that of a
monopoly to that of a licensee that purchases privately generated power and therefore
promoting Independent Power Producers (IPP).
As one of the poorest countries in the world, a very low percentage of the population, by
some reports as low as 15%, has direct access to electrical power with the most
common energy sources being wood and charcoal. Urban electrification is estimated at
90% and rural coverage is as low as 5%. Many of the country’s rural areas, especially up
into higher altitudes are without electrical power and many businesses and residents in
these areas rely on small petrol powered generators, micro hydro-power or small solar
power units to meet their needs.
At present, the NEA has a total installed electricity generation capacity of about 619 MW,
of which the hydro-power/ thermal capacity is 562 MW and the remainder is generated
by coal or diesel plants. Hydropower is the obvious choice for power generation in
Nepal, out of which 389 MW is generated from major hydro projects, 13MW is sourced
from projects of less than five MW capacity and a top up of 6.2 MW comes from isolated
micro hydro projects. The private sector, through a Power Purchase Agreement (PPA)
model are generating a further 148 MW. Extra capacity of 55 MW is available from
thermal plant production. Transmission lines extend access to electricity through the
country. There are about 2,076 km of 132 kV lines, 593 km of 66 kV lines and 2485 km
of 33 kV lines in the country. The total substation capacity is 1,089 MWA.
In spite of this, the entire country is often faced with a rolling outage programme to
balance supply and demand. This is especially prevalent during the non-monsoon
season where reservoir capacities are at their lowest. To reverse this deficiency, around
50 hydro projects of various power outputs are in the process of completion or in
planning and once implemented the total installed capacity shall reach 2,100 MW.
In Nepal, hydro power schemes of up to 1 megawatt (MW) does not require any licence
for development and also do not have to pay any income/corporate tax on the revenue
generated from such schemes. Those schemes, however, need to be registered the
local district administration office. This government policy has greatly helped proliferate
decentralised small and micro hydropower systems in the hilly and mountain districts of
Nepal. In recent years, such micro hydro projects have helped to meet the community’s
minimum electricity requirements. All other renewable energy equipment is subject to a
1% import excise duty. Though anecdotally, actual import tariffs will vary considerably

72

The National Tourism Strategy Plan for Nepal – 2014 - 2023

and are usually much higher than the 1%. Additionally, no royalty is imposed if an
industry generates electricity for its own usage and all business related expenses are
deductible from taxable income including expenses occurred to reduce pollution and
minimises the adverse environment effects and research and development
expenditure.24
Key issues to be addressed:






High and unclear tariffs in regards to import of renewable energy equipment.
Limited power distribution networks in rural areas, especially in mountainous
regions.
Limited capacity to assemble and maintain renewable energy equipment.
Lack of clear MoCTCA policy encouraging renewable energy usage.
NRs 4 billion derived from 50% electricity royalties (up to 2012) to enable rural
electrification has not been used.

(3) Telecommunications
Nepal has a total of only a little over 834,000 main lines for telephone use, considered a
low rate of fixed line phone penetration in the world at less than one line per 36 people
and is currently rated 83rd in the world in respect of fixed line telephone use penetration.
The general lack of fixed line telephone infrastructure has however been overcome to
some extent by the arrival of mobile telephony in the country. There are now an
estimated 18.125 million mobiles operating in Nepal, placing the country 54th in the
world in terms of mobile telephone usage. Currently the domestic telephone system
consists of open-wire, fibre optic lines, CDMA, along with low capacity microwave radio
relay.
Fixed line telephone services in the country are provided by the Nepal Telecom
company limited (formally known as the Nepal Telecommunications Cooperation, a
government entity). Nepal Telecom, 91% government owned, offers telecommunication
services such fixed line, Internet, and GSM services. The company is headquartered in
Kathmandu. In December 2005 the Government announced its intention to break Nepal
Telecom monopoly and this allowed for Ncell pvt ltd to formally enter the market in 2006.
It was assumed that following privatisation of the telecommunications sector,
infrastructure and Internet linkages would be greatly improved. Eight years on, no extra
service providers has gained a foothold in the Nepalese market.
Mobile telephone coverage in the country is in the hands of two main providers, Nepal
Telecom and Ncell. Mobile coverage throughout the country was generally found to vary
substantially in coverage. The Terai and urban centres are well covered, but coverage
quickly diminishes in hilly and mountainous zones, which some receive none at all. Both
operators are rapidly bringing new technology to the market including mobile Internet,
CDMA, GPS and 3G services.
Unlike fixed and mobile telephony, Internet usage in Nepal is extremely limited once out
of established networking zones. The Internet country code is .np. As of 2012, there
were 41,126 Internet hosts, making Nepal 100th in the world in terms of number of
24
25

Source: Nepal Income Tax Act, 2002
Source: CIA fact book on Nepal, 2013
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Internet hosts. As of 2009, there were 577,800 Internet users, making Nepal 116th in the
world in terms of countries with the most Internet users.
(4) Waste management
Waste management, including solid waste, sewage treatment, and disposal in Nepal
varies greatly in coverage, standards and quality. Kathmandu has a sewage treatment
plan but its coverage is limited. Nepal Water Supply Corporation (NWSC) has the
responsibility of organising, maintaining and managing water supply and waste water
services in the country, but is underfunded and is struggling to implement nationwide
coverage. Kathmandu Upatyaka Khanepani Limited (KUKL) under public private
partnership is responsible for sewerage and wastewater treatment services but only
covers 40% of the Kathmandu’s needs 26 . Other cities and towns do not have an
adequate sewerage system or wastewater treatment facilities. Sanitation services in
rural areas are limited and only a minute percentage of the population use functional
facilities.
In general, the situation with regards to solid waste is becoming alarming. However, in
some of the low-income areas of the bigger towns, such as Kathmandu, waste disposal
is already becoming problematic. Therefore, it is recommended that a start be made with
enhancing organised refuse collection in the bigger towns. In Nepal, according to ADB
reports, the present collection efficiency ranges between 70% and 90% in major towns
and is below 50% in several smaller municipalities.
Table 20 indicates the types of active municipal disposal systems. Solid waste generated
in rural areas is normally managed locally and is not generally monitored. In the capital
and in most urban centres, pollution from domestic and industrial wastes is increasing.
Table 20: Types of Solid Waste Disposal Method in Municipalities of Nepal
Type of disposal system

No. of Municipalities

Sanitary landfill

5

Controlled dumping

6

Open dumping

25

Riverside dumping

13

Open dumping and riverside dumping

6

Roadside dumping

1

No system
Source: ADB, 2013

2

Abattoirs, breweries, agricultural industry, and other manufacturing sectors in Nepal's
capital and the many smaller cities around the country release their untreated water
directly into the rivers and open spaces, posing a major potential environmental hazard.
Given the current levels of waste treatment infrastructure, new tourism developments,
and hotels in particular should be obliged to incorporate sewage treatment in the form of
septic tanks or bio-digesters into their design proposals. Additionally, site planning
26

Source: ICIMOD, MOEST/GON, UNEP, 2007
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should incorporate facilities for solid waste collection, organic composting and sorting
with disposal to an approved site.
Key issues to be addressed:


MoCTCA policy does not provide provisions for tourism operators to establish in
house sewage disposal and waste separation systems.
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2.4 Quality in Tourism
Tourism in Nepal is a dichotomy of outstanding tourism products and often poor service
delivery. The mountains, physical environment and cultural heritage are truly worldclass, the people are friendly and hospitable – Nepal is a fabulous tourism destination.
However, despite many good examples of high quality accommodation, delicious local
food and great personal service, overall the tourist experience is very mixed, with the
best and worst in one package. Without tourism product quality there will be no tourism
sustainability, a danger of destination degradation and leakage across the tourism value
chain, leading to lower than expected tourists numbers, less revenue and ‘once is more
than enough’ mentality.
‘Tourism standards, norms and related regulations are strategic policy instruments for
the tourism sector. They can ensure the integrity of the national tourism sector,
guarantee the sustainability of tourism practices and set strategic priorities. Quality
tourism and result in a high level of tourist satisfaction and, at the same time, protect the
environment and culture of a destination. However, it is important to understand that the
implementation of quality and sustainability standards and norms is a continuing process
which needs the involvement and cooperation of all stakeholders along the tourism
supply chain (UNWTO, 2013)’.27
This section of the Nepal Tourism Strategy Plan reviews the quality issues in the tourism
product through the tourism supply, or value chain. There is a need for an integrated
approach to managing the quality of tourist experiences across the six key elements
below (Figure 9) to ensure tourist satisfaction and loyalty, and possible a repeat visit.
Figure 9: The six key elements of the visitor experience

Source: Consultant

27

UNWTO (2013) Quality in Tourism http://sdt.unwto.org/en/content/quality-tourism
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2.4.1 Defining quality in tourism
The definition of quality for the tourism sector is all about the satisfaction of the
consumer, in this case the tourist. However, it has to be targeted towards the quality of
the tourism product. Quality is the perception by the tourist of the extent to which his
expectations of the product are met by his experience of the tourist product. Quality
cannot be identified with luxury, since it must be present in every kind of tourist product
or service such as on trekking or mountaineering expeditions.
Table 21 identifies the principal stakeholders involved in quality processes, and their
different roles:
Table 21: Key stakeholders in the enhancement of tourism quality
Role

Key stakeholders

Policymakers, destination
management, and quality
control

MoCTCA, NTB, regional, district, village and local
administrations (including destination managers); quality
assurance authorities; environmental organisations.
Accommodation sector; food sector; adventure, sport and
leisure sector; MICE sector; tourist guide and trekking services;
secondary suppliers; transport sector.

Suppliers of tourist subproducts
Commercial Intermediaries in
Tourism

Tour operators; Information intermediaries (e.g. Internet),
Tourist Information Centres

Training suppliers

Specialist tourism colleges and Vocational training
organisations

Guests or customers

Individual consumers and groups

Host community

Local groups, families, homestays etc

In this Tourism Strategy Plan the emphasis is on quality improvement – moving the
Nepal tourism product and services up to the next level. So, quality improvement
involves both prospective and retrospective reviews. It is aimed at improvement –
measuring where Nepal tourism is and figuring out ways to make things better. It
specifically attempts to avoid attributing blame and to create systems to prevent errors
from happening.
2.4.2 Working towards quality in Nepal
(1) Tourism associations contribute to quality and regulation
Nepal is a profoundly community-based society, with strong connections, loyalties and
ties between people from different regions, ethnic groups and similar backgrounds. The
country has hundreds of associations, unions, federations, chambers and groups, and
even within the tourism sector there are more than fifty groups representing various
interests. The most well-known associations are TAAN (Trekking Agencies’ Association
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of Nepal), HAN (Hotel Association of Nepal), NATO (Nepal Association of Tour
Operators), NATTA (Nepal Association of Tours and Travel Agents) and (NARA) Nepal
Association of Rafting Agents. There are also others that are less well known, such as
Nepal Rickshaw Pullers' Union, WMA (Nepal Women Mountaineers’ Association) and
many others28. These many associations provide a strong collective voice, most require
adherence to standards of conduct for business, and also provide training and
development opportunities for their members and others.
(2) Safety regulations are in place for many adventure activities
With the extensive range of outdoor activities (bungee jumping, paragliding, microlighting etc.), adventure and nature activities and mountaineering and trekking, there is a
need for safety and security for tourists who take part in these activities. NATHM (Nepal
Academy of Tourism and Hospitality Management) is responsible for trekking guide
licensing, and the government has put in place a licensing scheme for mountaineering,
trekking, river guides, rafting and other hazardous activities29.
(3) National hotel rating system has been established
The Ministry in 1998 specified a rating system for hotels and resorts based on criteria for
location and physical facilities, public areas, food and beverage outlets, bedrooms and
bathrooms and service levels. These standards are almost 16 years out of date and
need to be reviewed, updated and broadened to take account of a wider range of
available accommodation in Nepal30.
(4) Food safety and hygiene inspections take place
Food hygiene standards are the responsibility of the Department of Food Technology
and Quality Control (DoFTQC) under the Ministry of Agriculture and Development. Even
though Nepal is a largely agricultural economy, over 60% of food needs to be imported
and the Department does not have the resources to monitor food quality. There are only
five food testing laboratories in the country and these are poorly equipped and there are
only forty food inspectors 31 who in 2011 inspected just 1,021 hotels and restaurants
around the nation32. Street food is totally unregulated.
(5) The Tourism Policy makes provision for quality standards
The Tourism Policy, 2065 (2008) 33 includes sections on safety of tourists and crisis
management (Policy 8 (k)). It includes travel safety, expansion of the Tourist Police
Force and search and rescue. The Policy also covers accommodation services (Policy
8(l)) and specifies basic requirements and support from the government to develop the
accommodation sector.

28

Nepal Tourism Board (2013) Tourism Associations http://welcomenepal.com
Ministry of Culture, Tourism and Civil Aviation (2013) Issued Licenses http://www.tourism.gov.np/
30
Ministry of Culture, Tourism and Civil Aviation (1981) Hotel, Lodge, Restaurant, Bar and Tourist Guide
Regulation, (BS 2038) http://www.tourism.gov.np/
31
Matharu. S. (2012) Nepal battles poor food safety standards. (http://www.downtoearth.org.in)
32
Department of Food Technology and Quality Control (2011) Annual Report
33
MoCTCA (2008) Tourism Policy, BS2065
29
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(6) The transport system for tourists
Although the roads are generally poorly maintained, tourists can travel by road to most
destinations, if they have the time, and using either ‘Tourist’ designated buses or local
transport. If they have the money, they can travel by air using national carriers, but
paying quite expensive airfares. Air safety is a concern for many travellers and airports
should be upgraded and air traffic controllers should be well trained.
(7) Tourism attractions and the environment are prime products
The variety of scenery – from the Terai to the hills and mountains is stunning. The rich
flora and fauna, cultural heritage and spiritual locations, adventure holidays – Nepal has
something for everyone. Preservation and sustainability are critical issues, and
overcrowding and waste management in some of the National Parks, including Lukla
and Everest base camp are problematic. Destination management in some of the prime
locations such as Pokhara, Lumbini, Chitwan, Mount Everest and even in Kathmandu
are a concern – how to maintain and improve quality and at the same time cater for a
growing number of visitors.
(8) The people
Nepal’s people are one of its greatest assets – adaptable, hospitable, hard-working,
loyal – many people speak English too, and Nepal has the natural human capital to
contribute a great deal to the tourism industry. According to the Travel and Tourism
Competitiveness Report (World Economic Forum, 2013),34 Nepal is one of the friendliest
nations on earth – which also is a great tourism asset. The key highlights of the report
refer to many quality issues pertaining to Nepal’s tourism assets.
2.4.3 Challenges faced in ensuring quality in tourism
Quality in tourism is the result of a process which implies the satisfaction of all the
legitimate product and service needs, requirements and expectations of the consumer,
at an acceptable price, in conformity with the underlying quality determinants such as
safety and security, hygiene, accessibility, transparency, authenticity and harmony of the
tourism activity concerned with its human and natural environment (UNWTO, 1999)35.
The main quality challenges faced by Nepal include the following:
(1) Human resource constraints
Low levels of education, low literacy and lack of vocational training make it difficult for
hotels at every level to find and employ competent staff. This is especially true outside
the Kathmandu Valley and in the more remote regions and rural areas away from the
main tourism locations.
Issue: Training and development of young people for employment in the tourism
industry is critical for the future development of the industry and to meet expected
tourism demand in the coming years. More training opportunities should be provided in
34
35

World Economic Forum (2013) The Travel and Tourism Competitiveness Report 2013
UNWTO (1999) Guide for Local Authorities on Developing Sustainable Tourism
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the regions to enable more of the poor and less-educated population to gain skills
suitable for tourism employment. This issue has been addressed in the HRD section of
this plan.
(2) Quality of accommodation
Accommodation in Nepal can range from a simple room with mud floor on the trekking
trail to a five-star luxury suite in Kathmandu – and everything in between. Prices of hotel
rooms in Nepal are relatively cheap compared to other regional locations, so it may be
that the expectations are lower in the country than elsewhere. However, the standards of
accommodation can be unsatisfactory, as even for starred hotels as in many locations
the maintenance and housekeeping services are not up to standard. Rooms are in need
of deep cleaning, repair or renovation, and often room servicing is lax and rooms are
dirty and uncared for.
The rigour of the hotel rating system by regular Ministry inspections is not often done,
and so once a hotel has registered and received the rating they can do the minimum
required to keep their rooms open. In the short-term this may be acceptable, but in the
longer-term the hotel will lose business, as its reputation (especially with the use of
social media ratings) will go down.
Issue: Although the Hotel Regulation36 has recently been reviewed to include higher
category hotels, it should still be broadened to take account of a wider range of available
accommodation in Nepal, such as homestays and teahouses.
Issue: The hotel rating system does not include the inspection and rating renewal
requirements. An inspection process needs to be implemented that will ensure the hotels
keep up their standards and if not, the hotel should be upgraded. This will encourage
hotels to raise the standard of their facilities and services. A fee should be paid by
registered hotels to remain on the registered system and renew their licence, which
would enable the Tourism Industry Division at MoCTCA to cover the cost of all annual
inspections throughout the country.
(3) Service quality
Service quality varies greatly in Nepal, and is affected mostly by the expectations of
tourists and the perceptions of what service level should be supplied by tourism
businesses and workers. The ServQual (service quality) model (Parasuraman, et al,
1985)37 explains that customers generally have a tendency to compare the service they
‘experience’ with the service they ‘expect’. If the experience does not match the
expectation, there arises a gap. There are five problem areas or gaps shown in Figure
10.

36

Ministry of Culture, Tourism and Civil Aviation (1998) Sub-rule (2) of Rule 5 of the Hotel, Lodge,
Restaurant, Bar and Tour Operator Regulation, 2038 B.S. (1981 A.D) Additional Issue 42 (c) Part 3
37
Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), A conceptual model of service quality and its
implication, Journal of Marketing , Vol. 49, Fall, pp. 41-50
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Figure 10: The service quality gaps

Source: Parasurman, Zeithaml and Berry (1985)

Gap 1 is between customer expectation and management perception - when the
management does not correctly perceive what the customer wants. Gap 2 is between
management perception and service quality specification – the performance standard.
Gap 3 is caused by service delivery – due to poor training or unwillingness to meet the
set service standard. Gap 4 is between service delivery and external communication –
where the information before the visit does not match up with the customer expectations.
Gap 5 is between expected service and experienced service - this gap arises when the
customer may misinterpret the quality of service they expect.
The issue for Nepal service providers is: a) to ensure that what they advertise on their
websites and what they do in practice actually match; b) that they set standards and
ensure staff are trained and able to meet the standards; and c) that they have the means
to ensure the dissatisfied customer can be handled well and leave with a positive
experience. NTB Marketing Division could assist tourism businesses with advice,
support or training courses to ensure that their enterprise marketing is realistic as well as
training for management and front line staff on how to handle customer problems and
events.
Issue: Service quality needs to be improved across most tourism-related businesses
and public tourism business services.
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(4) Food safety and hygiene
As already mentioned, there are only forty food inspectors38 who inspected just 1,021
hotels and restaurants around the nation 39 on behalf of the Department of Food
Technology and Quality Control in 2011. Food safety and hygiene is high on the priority
list of most international tourists, and needs to be a priority for the tourism industry.
Tourists are concerned about sickness while travelling, and more can be done to raise
the standards of hygiene and food safety in hotels, restaurants and other food outlets.
Training and information from NTB, the government and the associations could help to
raise awareness in tourism businesses about the importance of food safety and hygiene
and to help them gain more business. Leaflets, training manuals and other publicity
should be considered, as well as closer liaison between MoCTCA and the Ministry of
Agriculture and Development.
Issue: Standards of hygiene and food safety in hotels, restaurants and other food outlets
needs to be raised, and seen to be done.
(5) Immigration procedures and visa services
For most foreign tourists, their first experience of Nepal with is on arrival at Tribhuvan
International airport. Especially during busy times when more than one international flight
arrives, there is overcrowding and a sense of chaos at the airport. Immigration and
ground staff could do more to improve the negative first impression of Nepal by some
simple actions. a) Ensure more immigration and ground staff are on duty during busy
periods; b) provide more signage and channels so that it is clear where to queue; c)
consider providing online visa payments (similar to Sri Lanka and Cambodia) where the
visa is paid for and downloaded for presentation at the immigration desk. Lastly, train
airport staff and immigration officers in customer service skills, a smile and welcome
makes a huge positive impression on newly arrived tourists.
Issue: Poorly managed arrival procedures and visa handling should be improved. Poor
customer service by airport and immigration officers should be addressed through
information and training.
(6) Quality at destinations
There are many challenges in the popular destinations of Nepal, including infrastructure,
poor attraction management, overcrowding, degradation, safety and sustainability
(Figure 11).

38
39

Matharu. S. (2012) Nepal battles poor food safety standards. (http://www.downtoearth.org.in)
Department of Food Technology and Quality Control (2011) Annual Report
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Figure 11: Sustainable tourism activities in Nepal

The prime locations such as Pokhara, Lumbini, Chitwan, Mount Everest and Kathmandu
are a concern – how to maintain and improve quality and at the same time cater for a
growing number of visitors. Better destination management is needed – especially in
infrastructure but also in human resource development.
2.4.3 Need for coordination and regulation
(1) Lack of coordination between tourism associations
Most tourism associations have their own constituency and objectives, and some are in
direct competition with other similar associations. Therefore, the danger of varying
standards of conduct or business practices can easily occur, to the detriment of tourists
and customers. Inconsistent quality standards for association members apply to service,
safety and quality – and where the associations are responsible for adventure sports of
hazardous activities, there is a need to ensure that standards of safety and security are
applied.
There is a need for an agreed Code of Practice (incorporating code of conduct) for
service standards across the tourism sector. This has partly been done by some
associations (e.g. The Trekking Agencies’ Association of Nepal (TAAN) has taken the
initiative to develop a Code of Conduct for Responsible Trekking Operations in Nepal),
but there should be some common standards on hygiene, safety and security, as well as
ethics, corporate social responsibility and sustainable tourism business.
Tourism entrepreneurs of Pokhara have introduced a Code of Conduct for thirteen
different sectors in Pokhara to make the tourism sector more organised and professional
(Box 1). This is an example that should be replicated throughout the country.
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Box 1: Code of Conduct for tourism entrepreneurs in Pokhara

Case study
Tourism entrepreneurs of Pokhara have introduced a Code of Conduct for thirteen different sectors
in Pokhara to make the tourism sector more organised and professional. The codes, prepared
jointly by the Pokhara Tourism Council and Switzerland-based National Centres of Competence in
Research (http://www.snf.ch), focus on operating enterprises by acquiring licences from the
Government, promoting locally produced goods, creating uniformity in room rates and food prices,
holding promotional campaigns in and outside the country, ensuring security and catering fresh
food, among others.
The codes were introduced to ensure sustainable development of the tourism sector, as Pokhara´s
tourism sector is currently growing at a rapid pace, and if entrepreneurs are not capable of
managing it, they might start losing business. The codes apply to Paschimanchal Hotel Association,
Trekking Agencies´ Association of Nepal, Nepal Association of Tour and Travel Agents, Restaurant
and Bar Association, Taxi Entrepreneurs Association, Pokhara Bus Entrepreneurs Association,
Trekking Equipment Shops Association, Embroidery and Garment Association, and Nepal Air
Sports Association.

Issue: There should be some common standards agreed between tourism organisations
and supported by the Government on hygiene, safety and security, as well as ethics,
corporate social responsibility and sustainable tourism business.
(2) Lack of coordination between government agencies
Many key responsibilities regarding tourism-related activities are held by different
ministries, even though part of the Tourism Policy explains that works shall be executed
in coordination with National Planning Commission and Ministry of Finance on policy
matters, as well as different Ministries, Departments Offices and other Authorities at the
work level40.
Tourism services are regulated by various acts: Industrial Enterprise Act, Tourism Act,
2035 (1978) amended in 2053 (1997), the Hotel, Lodges, Restaurants, Bar and Tourist
Guide Rules, 2038 (1981), the Travel and Trekking Agency Rules, 2037 (1980), the
Trekking and Rafting Rules, 2044 (1985), and the Mountaineering Rules, 2036 (1979).
Private sector regulation is through the Ministry of Industry and it can be very confusing
for new tourism companies and frustrating for existing companies to have to deal with
more than one Ministry department in order to setup or run their business. A travel and
tours private limited falls under the Cottage and Small Scale Industry Act, the Company
Act and also the Tourism Act, and these acts do not necessarily complement each other,
and were drafted at different times41.
If a tour and travel operator wants to register, then they have to go to the Registrar
Office, Nepal Tourism Board, Department of Cottage and Small Scale Industries and the
Tax Office. Each of these departments is governed by their own set of laws – tax law,
company act, tourism act and many others. Government regulations need to be updated
40
41

MoCTCA (2008) Tourism Policy, (Para N. Coordination, monitoring and evaluation (Relating to Policy 8)
Adhikary, D.K, Krishnan.A, and Giri.S. (2013) Doing Business in Nepal: Ground Realities
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and synchronised between ministries to avoid leakage, wastage, confusion or
misunderstanding and setting up a one-stop shop with electronic systems could also
reduce the number of processes and the time and cost for regulatory compliance. (This
issue is addressed in the Business Environment Section of this plan).
There are also many unregistered or unregulated tourism related businesses (tourism
training centres, accommodation, restaurants etc.). Some are registered with Ministry of
Industry, Commerce and Supplies, but not with MoCTCA. This makes it very difficult for
MoCTCA and NTB to know the numbers of tourism-related businesses, and so cannot
regulate nor collect fee revenues to be used to strengthen and support these
enterprises.
Issue: Lack of coordination between associations and government departments makes
tourism inefficient, wasteful and can lead to a lowering of standards.
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2.5 Market Conditions and Current Marketing Actions
2.5.1 Key market trends and characteristics
The market analysis contained in Appendix 2.5.1 reveals some notable and important
trends, of which the following are particularly important for future tourism development in
Nepal:


Nepal’s tourism sector underperforms when compared with global and Asian
destinations and tourism receipts per visitor and per visitor-day compare
particularly poorly.



While knowledge regarding the nature and extent of the Nepal domestic market
is limited, indicators suggest that the domestic market may be more important
and vibrant than what is generally recognised.



Following fluctuating tourism growth trends over the past decade the country is
currently on a new tourism growth path and record numbers of international
visitors arrived in 2011 and 2012, with total arrivals increasing from 511,965 in
2009 to 803,092 in 2012.



The growth trend in visitor arrivals changed substantially from 2009 onwards,
with arrivals from India and China growing exceptionally well, while growth from
mainstay long-haul markets have slowed considerably. Almost 50% of the
increase in total annual arrivals between 2009 and 2012 is attributable to the
performance of three major “volume” markets, namely India, China and Sri
Lanka.



India remains by far Nepal’s biggest generator of tourist arrivals, with a market
share of more than 20% in 2012. Keeping in mind that the official statistics
include only Indian arrivals by air India’s market share is clearly underestimated.
The rise in Indian tourism arrivals, stimulated by the entry of various low-cost
carriers on India-Nepal routes has resulted in Nepal gaining more than 70,000
additional Indian air arrivals in 2012 when compared to 2009.



China has performed equally impressive with Chinese arrivals growing at more
than 30% per annum over the past three years, again driven on by liberalised
skies and the introduction of direct flights by various airlines. Nepal gained
additional almost 40,000 visitors per annum from China in 2012, compared to
2009.



Sri Lankan arrivals in Nepal coincidently have almost mirrored arrivals growth
from China, driven mainly by overland arrivals from India to visit Lumbini as part
of the Buddhist Circuit.



The majority of traditional developed country markets have been negatively
affected by the global economic slowdown, with the UK market being the hardest
hit. However, Germany and the USA were the good performers during the past
three years, growing at an average 15% to 16% per annum and posting visitor
gains of more than 10,000 and 20,000 per annum respectively from 2009 to
2012.
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A comparison of Nepal’s tourism arrivals with those of Sri Lanka, another South
Asian country emerging from conflict and receiving a similar magnitude of
arrivals, indicates that Sri Lanka’s tourism arrivals have grown far more rapidly
than those of Nepal since 2009, with Sri Lanka gaining 417,000 additional visitors
per annum over this period compared to Nepal’s 293,000 additional visitors.
Importantly, more than 75% of additional visitors attracted to Sri Lanka were from
affluent long-haul markets in Europe, North America and Australia.



The holiday/leisure segment was by far the largest contributor of foreign arrivals,
contributing more than 47% of all arrivals in 2012 with India and China jointly
contributing about 30% of all arrivals in this segment and with North America
(9%), Japan (5%) and the UK (5%) adding a further 20% of arrivals. Holiday and
leisure arrivals have increased sharply over the past three years, primarily driven
by improved air access from India and China.



Pilgrimage was the second largest source of arrivals comprising almost 15% of
(air) arrivals from India, 60% of arrivals from Sri Lanka and 45% of arrivals from
Thailand. The pilgrimage market has largely followed the same trend as holiday
and leisure travel and from a low base in 2000 the market has grown sharply
over the past three years with almost 40,000 more pilgrims visiting Nepal in 2012
than in 2000.



Trekking and mountaineering attracted about 13% of total arrivals and was the
primary purpose of visitation for 20% to 35% of visitors from most long haul
destinations in Europe, North America and Australasia. Visitors from Germany,
France UK, North America and Australia displayed a particular preference for
trekking and mountaineering and collectively they contributed almost 50% of
arrivals in this segment. All in all the segment has declined at an average rate of
-4.1% per annum since 2000 and Nepal received 13,765 (11.6%) fewer trekker
and mountaineers 2012 than in 2000.



Considering the growth trends highlighted above it appears that tourism supply in
Nepal has not capitalised effectively on demand patterns. The slack growth in
hotel capacity over the past three years and the high growth in registered
trekking companies and guides runs contrary to demand trends and is indicative
of market failure conditions and structural challenges in the industry.



As indicated in section 2.5.2 (1) the revenues extracted per visitor to Nepal lag
behind most other destinations in the world and the region. Three key factors
influence visitor yield, namely expenditure per day, length of stay and seasonal
fluctuations in arrivals, as high seasonality leaves hospitality facilities and
services underutilised during some periods of the year, while operating at high
capacity during busy periods.



Visitor expenditure data is scant and the last (and only) visitors profile and
expenditure survey conducted by NTB in 2008 indicates that visitors from longhaul markets in North America, Western Europe and Australia spend in total
between 70% and 85% more than visitors from India and between 25% and 45%
more than visitors from other SAARC countries, due mainly to the higher length
of stay of such long-haul travellers. However, when considering daily expenditure
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per visitor Indian visitors and those form SAARC countries and Asia arriving by
air outspend long haul travellers.


Long haul visitors from North America, Europe and Australasia stay between 2
and 3 times longer in Nepal than Asian holiday and pilgrimage visitors and as a
result the percentage share of bednights of long haul markets is higher than their
share of arrivals is, while Asian markets have lower shares of bednights
compared to their shares of arrivals. While India remains by far the largest
contributor of both bednights and arrivals, the USA and UK moves ahead of
China and Sri Lanka in share of bednights.



When multiplying the total number of bednights contributed by each major source
market with their estimated average visitor expenditure per day (according to the
adapted 2008 figures) India offers twice as much value as any other market,
followed by the USA, China and the UK. Germany and France are also high
value markets, while the Buddhist pilgrimage markets offer less financial value
mainly due to their short length of stay in Nepal.



Overall arrival trends illustrate that seasonality is deep seated with monthly
arrivals ranging from around 80,000-90,000 in March, October and November to
around 50,000 during May, June and July. Fortunately for Nepal arrivals trends
from India are converse to those from the rest of the world and arrivals from
China also have a remedying effect on seasonality.



According to Department of Immigration figures in 2012 tourism is concentrated
in a few key centres with 54% of all trekkers recorded on routes on Manaslu Trek
and Mustang Trek, almost 75% of visitors to conservation areas concentrated in
only two areas (ACA and Chitwan) and more than 136,000 visitors visiting
Lumbini in 2012.



Tourism supply is clearly heavily concentrated in Kathmandu Valley and
Pokhara, with limited concentrations of services around Lumbini and Chitwan.
Accommodation and other facilities are poorly represented in other areas of
Nepal.



There is a male bias in arrivals and this gender gap widened between 2007 and
2012, exacerbated by the growth in arrivals from India. Around 60% of visitors to
Nepal are younger than 45 years, although the proportion in this age bracket has
declined slightly over the past decade in favour of older visitors in the 61+ years
category.
2.5.2 Destination marketing

Destination marketing is the mandate of Nepal Tourism Board (NTB). NTB has
formulated a marketing strategy for the period 2005-2020 (Nepal Tourism Board, 2005:
Tourism Marketing Strategy for Nepal 2005-2020) and operates according to annual
operational plan. Both these instruments are currently quite outdated as the marketing
strategy is already seven years old and the last approved annual operational plan was
for the financial year 2011/2012. The following section provides an overview of the
marketing strategy and current marketing actions.
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(1) Current marketing strategy
Since the drafting of the marketing strategy major market shifts have occurred globally
and while the strategy follows the appropriate direction market shifts have in various
cases resulted in substantial differences between projected and real market demand as
pointed out in Table 22 the following being the most substantial shifts:







North America has outperformed projections by a fair margin.
While China fell well short of projected market demand by 2010, this market
rapidly caught up and in 2012 fell only 1% short of the 10% market share
projection.
Growth from India fell way short of projections by 2010, but caught up over the
2011-2012 period and reduced the major deficit of 12 per cent in projected
market share to just under 7%.
Sri Lanka was a star performer and greatly exceeded market expectations and
market share growth.
The traditionally strong developed country markets like the UK, Netherlands and
France fell way short of projections and the same was the case for Japan.
German speaking markets and Australia/New Zealand have remained largely on
par with projections.

Table 22: Projected and actual target market arrivals, 201242
Projected

Source
Market

No
Visitors

% Market
Share

Difference
Actual-Projected

Actual
No Visitors

% Market Share
No
%Market Share
2012
Visitors

Australia

19,313

2

22,030

3

2,717

1

German
speaking

43,238

5

41,252

5

-1.986

0

44,008

5

62,492

8

18.484

3

China

85,650

10

71,861

9

-13,789

-1

France

40,287

5

28,805

4

-11,482

-1

India

239,424

28

165,185

21

-74,239

-7

Italy

13,511

2

14,614

2

1,103

0

Japan

54,874

6

28,642

4

-26,232

-2

Netherlands

27,593

3

15,445

2

-12,148

-1

Spain

19,269

2

14,549

2

-4,720

0

Sri Lanka

26,495

3

69,476

9

42,981

6

UK

54,944

6

41,294

5

-13,650

-1

Others

192,866

22

229,459

29

36,593

6

Total

86,1473

100

80,5104

100

-56,369

0

USA
Canada

42

&

Figures for India are arrivals by air only
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In summary:


The 2005 marketing strategy provided a good foundation for NTB to focus and
prioritise activities when it was formulated in the mid 2000’s. However, the market
environment has changed considerable over the past seven years.



Such changes include global economic events and shifts, entry of new airlines
including various low cost ones, rapid development and consumer adoption of
new technologies, demographic changes, entry of new competitors and shifts in
competitive positioning of others, etc.



There is a need to review the strategy in view of the current marketing
environment and the outlook for the next five years in particular.

(2) NTB marketing operations
The NTB formulates an annual operational plan in support of the marketing strategy. The
following section provides an overview of NTB marketing priorities and activities.43
(a) Finances and focus areas
Table 23 below indicates how the NTB budget has increased and shifted over the past
10 years.
The table indicates that:


Total Revenues (Net of the Tourism Information Management System (TIMS)
pay-out) increased by a healthy 11,6 % per annum over the period 2001/2 to
2011/12, although the total budget of over $US4 million compares unfavourably
with the marketing budgets of other national destination marketing organisations.
The main contribution came from revenues derived from the Tourism Service Fee
(levy on the air ticket), which increased by an average 10 % per annum over the
period.



Regarding expenditure administration and corporate management expenses
(including contribution to funding reserves and retirement funding) increased by a
substantial 20 % per annum on average, pushing the share of such expenditure
from 15 % of total expenditure in 2001 to 32 % in 2011. This has been mainly at
the expense of Marketing, PR and research expenditure, which increased at a
rate of just over 9 % per annum, with the marketing and PR share of expenditure
decreasing from 56 % in 2001 to 45 % in 2011



Despite these shifts return on marketing spend appears to be healthy, with the
total expenditure per additional visitor attracted coming being just over US$6 and
considering average receipts per arrival of US$438 this means a ROI of more
than 70 times. However, it should be kept in mind that markets like China and
India where the marketing expenditure and activity was lower have mostly

43

This section is intended as a broad evaluation and does not delve into the effectiveness and efficiency of
NTB operations
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boosted the growth in arrivals. Some of the traditional markets may have
returned worse ROI ratios.
Table 23: NTB planned revenues and expenditure, 2001/2 - 2011/1244

Item

Budget (NRs) (000)
2001\02

Total Revenue Inc.
TIMS Gross
Revenue Net of TIMS
payout
TSF

2011\12

CAGR
2001\2 - 2011\13

% Share of Total
(Net of TIMS Payout)
2001\02
2011\12

110,000

388,000

13.4

-

-

110,000

328,600

11.6

100

100

110,000

288,500

10.1

100

88

TIMS (Gross)

0

90,000

-

0

9

Other

0

9,500

-

0

3

110,000

387,444.289

13.4

-

-

110,000

328,044.289

11.5

100

100

16,494.6

105,011.341

20.3

15

32

5,222

6,430

2.1

5

2

61,798.38

148,397.947

9.2

56

45

26,485.02

68,205

9.9

24

21

0

59,400

-

-

-

305

446

3.9

-

-

-

581

-

-

-

361,237

736,215

7.4

-

-

Total Expenditure Inc.
TIMS
Expenditure Net of
TIMS Payout
Admin & Corporate
(Incl. Reserve &
Retirement Funding)
Capital
Marketing & PR &
Research
Product & Resource
Dev. (Inc. Pokhara)
TIMS
Expenditure (Net of
TIMS) per visitor
arrival
Additional
Expenditure per
additional visitor
arrival
Total Visitors
Source: NTB, 2011

(b) Industry views towards NTB
The survey among local tourism operators tested their views regarding NTB’s marketing
effectiveness, as presented in Figure 12.

44

The revenue and expenditure figures were derived from NTB’s approved operational plan for 2011/2012 –
actual expenditures are not assessed as such information was not available
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Figure 12: Local industry evaluation of NTB effectiveness
Considering the available marketing resources, how would you rate
the effectiveness of NTB in promoting destination Nepal in terms of
the following aspects?:
Marketing Nepal in Western markets
(Europe/USA, etc.)
Marketing Nepal in Asia (India/China,
etc.)

Respondents
handling 500+
pax (n=18)

Visitor information materials and
services

All repondents
(n-80)

Brand development and promotion
Online marketing
Other marketing aspects
Market research and strategic
planning
Domestic marketing in Nepal
1,0
1= Largely ineffective

1,5

2,0

2= Average Effectiveness

2,5

3,0

3= Largely effective

Source: Local tourism operators survey

As can be seen from the figure, private operators at the time of survey did not appear to
have a high confidence in NTB’s effectiveness and rated most of NTB’s marketing
activities as being of ‘average effectiveness’. Some activities were rated far below
average, including brand development/promotion and market research and planning,
while online marketing and domestic marketing were rated as particularly lacking.
There is clearly a big task ahead of NTB to gain industry confidence and the impasse in
leadership at NTB over the past few years has further aggravated the situation.
(c) Market research
While the target market approach contained in the marketing strategy is commendable
information on target market behaviour is limited and the market is not segmented
according to consumer types and value potential. For example, while special interest
segments, MICE, and various other niche markets are identified in the strategy, the
operational plan has not clearly translated these into tactical activities and very little is
known about these markets.



NTB’s market intelligence about both a) current visitors to Nepal, and b) potential
markets and segments is lacking.
The last visitor exit survey was conducted in 2008 and there is no market
research about current visitor profiles, satisfaction levels, requirements,
expenditure, itineraries and areas visited, etc.
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Similarly no dedicated research exists on travel profiles, preferences and
potential of high growth source markets like China, India, South-east Asia,
Europe and North America, to inform the NTB’s marketing strategy and tactics
Not only does the lack of reliable market intelligence affect the decisions making
abilities of NTB; it also reduces the reliability and accuracy of calculations
regarding tourism receipts and economic impact of the tourism sector and the
ability of the tourism authorities to demonstrate the value of tourism and convince
the treasury to give tourism the priority it deserves.

(d) Marketing and PR activities
During the past two years NTN has followed a largely traditional marketing approach
with most of its marketing and PR expenditure being applied to attending trade shows,
conducting selective sales missions, managing some media educationals and producing
marketing collateral such as printed thematic brochures, CDs and DVDs. Table 24
provides a breakdown of marketing and PR expenditure.
Table 24: Breakdown of main marketing and PR expenditure items

Function
Division Marketing and Promotion
Trade Fairs

Total Programs
Budget (NRs)
(000)
2011/12

% Share of
Division
Expenditure

% Share Total
Programs
Expenditure

41,097.947

56,6

13,7

15,100

20,8

5,0

Joint promotions

8,600

11,8

2,9

Collaborative initiatives

6,000

8,3

2,0

Other

1,800

2,5

0,6

72,597.947

100,0

24,3

22,150

39,2

7,4

CD/DVDs

3,500

6,2

1,2

Online/web

5,400

9,5

1,8

Brand promotions

2,000

3,5

0,7

Media familiarisation

7,500

13,3

2,5

Diplomatic joint promotions

3,500

6,2

1,2

Advertising

6,000

10,6

2,0

Outsourced local partnerships

3,200

5,7

1,1

Crisis centre

3,300

5,8

1,1

56,550

100,0

18,9

Sales missions/workshops

Sub-Total Marketing & Promotions
Division PR & Publicity
Printed materials

Sub Total PR/Media
Total Programs Expenditure

299,252.277

Source: NTB, 2011
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The table highlights some areas of concern in NTB’s programs and marketing mix,
including:
Marketing and PR, the core business areas of NTB comprise less than 45% of total
programs expenditure.


Expenditure within the two divisions Marketing & Promotion and PR & Publicity is
highly concentrated in a few areas, with:
o
o

Trade fair attendance comprising more than 56% of Marketing and Promotion
expenditure.
Production of printed materials and DVDs/CDs comprising almost 45% of PR
and Publicity expenditure.

While NTB’s structure is evaluated in another section of the document, there is a need to
critically evaluate the marketing and PR mix and the various expenditure items in these
divisions. Table 24 provides a summary of Marketing and PR activities for June 2012 to
July 2013. The following gaps and opportunities warrant further attention and
consideration:


Trade shows: Trade show attendance is spread widely over 18 source market
countries. NTB attends no less than seven fairs in Europe and one in the USA,
with some trade fairs attended in secondary markets. Private participation is
marginal in most trade shows and only major international fairs like WTM (UK),
ITB (Germany), COTTM (China) and FITUR (Spain) have significant private
sector participation of 10 participants or more. Private participants are heavily
subsidised to attend fairs and pay only a portion of stand costs. Since trade fairs
primarily provide a platform for “B2B” sales and transactions such low
participation may be indicative of the business value of these fairs. Given the
rapid shifts in distribution channels (online “looking and booking”), consolidation
of wholesale and retail intermediaries (fewer and larger conglomerates with fewer
points of contracting) and improved remote communication with intermediaries
(Skype, mobile and other internet-based channels) consideration should be given
to rationalising expenditure and possibly participation in accordance with the
target market strategy and returns on investment.



Printed marketing collateral: The major expenditure on printed generic
marketing materials requires critical scrutiny. More than NRs25 million was
budgeted in 2011/12 for print and CD/DVD generic collateral. More than 25
printed brochures and books are produced for separate product topics. While
NTB’s printed materials are well designed and the quality is excellent the
effectiveness of such a spread of high quality, heavy printed materials seems
overkill by any standards. Given the exponential growth in online marketing and
information channels, the cost of production, freight and distribution, the spread
of existing guide books covering Nepal and containing most of the information
covered in the brochures and the environmental impacts of paper production
there is clearly a case for rationalising the scope and scale of such publications.
Scaling down the production of DVDs and CDs should also be considered, since
technology is fast moving away from such technologies in favour of real time
digital media and social interaction.
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Media partnerships and familiarisation: There is a need for a proactive,
focused and targeted strategy for hosting the right media that potentially offer the
best coverage and have the best reach in specific target markets and segments.
Currently media are selected based mainly on recommendations by foreign
diplomatic missions or when NTB is approach by journalists. A focused media
strategy requires specialised analysis of media channels in the various target
countries and it would be useful for NTB to invest in such media evaluation and
structuring its media hosting programs accordingly, so as to achieve an on-going
relationship and continuity of media coverage in key markets.



Sales missions: While NTB engages in trade workshops and road shows in
some markets (India in particular) such direct trade interaction could be
increased as these can often be often a more productive alternative to trade
show attendance. However, it has been proven that the best avenue for
educating the trade is to bring key on-sellers to the destination so they can
experience it first-hand.



Marketing campaigns: While NTB has engaged in some annual marketing
campaigns such as Visit Nepal 2011, Visit Lumbini Year, etc. these appear to be
fairly ad hoc and only annual. Consistency of messages, local trade participation
and conversion potential is questionable. Consideration should be given to
developing and launching a multi-year campaign theme in support of Nepal’s
positioning and brand and to connect all marketing initiatives with such theme
over the course of the year.



Advertising: While NTB undertakes virtually no above-the-line television, print
and outdoor advertising. While such advertising is expensive and in many
respects out of reach for NTBs budget, consumer advertising in Nepal (domestic
marketing) and neighbouring markets (India and China) should be within NTBs
reach. Through engaging in focused travel trade agreements, shifting some
expenditure towards consumer initiatives and leveraging additional private sector
participation NTB should be able to conduct focused advertising in support of a
particular campaign promotion, aimed at improving demand during the slower
season months, in particular.



Domestic marketing: NTB does not do any domestic marketing except for
supporting some events and there exists no coordinated domestic tourism
campaign drive to promote local travel in Nepal. It has been noted earlier in this
section that the domestic market may well be significantly more vibrant and
valuable than what it is generally considered to be. Given the potential value of
the domestic market and the possibility of raising local tourism awareness urgent
consideration should be given to launching a domestic marketing initiative.



Measurement and monitoring: There is limited focus on measuring and
evaluating the results and business returns of promotional activities. While
expenditure on trade fairs constitutes a significant share of the NTB expenditure,
information on outcomes and results of attendance (e.g. new business
generated, marketing agreements, etc.) is scant.
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Follow-through on marketing initiatives such as attendance of trade fairs, media
hosting, and sales visits is limited and no systems exists for logging and
monitoring contacts and interactions. Many opportunities for establishing loyal
relationships with travel operators may go amiss due to such limited follow
through. Similarly there is no consistent measurement of returns following media
trips regarding the nature, extent and value of media coverage generated in
relation to NTB’s efforts and expenditure.



Market representation: The fact that NTB has no specialised tourism marketing
representation in key markets is considered a major shortcoming. Most of the
above mentioned proposals would only be possible through having specialised
capacity on ground, which understand and know the markets and have
established the required trade, media and consumer networks. Diplomatic
missions alone are no able to fulfil this role as they have a considerably different
mandate and skills set.

(3) Online marketing
Online marketing is of a very limited scale and consists mainly of a well-designed
website displaying activities and destinations, with no online push and campaign
marketing. In 2005 when the strategy was formulated the World Wide Web was relatively
new to the tourism destination marketing mix and social media has just emerged. The
following section provides an overview of NTB’s online marketing tools and abilities.
a) Welcomenepal.com usage statistics
The following trends are observed from Google Analytics for www.welcomenepal.com46,
as displayed in Table 25.


Significant growth: the April 2012 redevelopment of the welcomenepal.com
website lead to an increase in traffic. Visitor numbers grew by 122% from 12801
monthly visits in March 2012, to 28,480 visits in May 2012. This is a significant
jump in traffic, and may be attributed to the new website’s improved content
structure and usability.



Comparison of Website Statistics between October 2012 and October 2013:
From October 2012 to October 2013, total website visits grew by 92% from
30,694 to 58.897 visits per month. The number of unique website visitors
(individuals visiting the website) increased by 92%, and page views increased by
61%.



As can be seen in the table, the country share of website visits largely
corresponds with the share of arrivals; however growth in website visits is
between five and ten times higher than the growth in actual arrivals. This points
to the power of the wen as a potential channel for converting latent tourist traffic
into actual travellers.

46

A detailed analysis was undertaken of Google Analytics for www.welcomenepal.com; only key aspects are
reported here
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Long Term Growth Trend: The monthly growth in website visits has been
consistent over the period 1 November 2012 to 31 October 2013, and exceeds
the expected cyclical changes in visitor numbers.



Google is the largest source of search traffic, referring 95% of all organic search
traffic in October 2013. Naver, Bing and Ask grew the most, comparing search
traffic for September 2013 to October 2013. The 37.93% growth in traffic from
Naver, despite lack of Korean language support, may indicate a seasonal interest
from the South Korean market.



Concerning keywords used:
o

o
o

Search engines see welcomenepal.com as an authoritative source of
broad and industry related information. The most popular single keywords
relate to the country (“Nepal” broad search) and the tourism industry
(“Nepal Tourism”).
Broad and industry related search traffic is decreasing year on year.
Travel-related search traffic is growing. (travel broad, destination, travel
information).

In essence, www.welcomenepal.com” ranks well on search engines. When searching for
“Nepal” it comes up third and when searching for “Nepal Tourism” it comes up first.
Given the good search ranking of the website and the huge growth in annual visits
reported above it would be highly advisable for NTB to invest heavily in online marketing,
using the website as a platform for converting “lookers” to “bookers” and as a referral
platform for building a social media community and increase loyalty and word-of-mouth.
(b) Evaluation of online marketing tools
The following Table 25 provides a comprehensive evaluation of NTB’s online marketing
tools and recommends improvements for capitalising on the positive growth in online
interest.
Table 25: Evaluation of NTB's marketing tools
Aspects

Assessment

Website evaluation (www.welcomenepal.com)
Website usability
and content
architecture






The overall usability of the website is on par with web design and
usability standards. Navigation is clear, content is legible. The website is
usable.
The primary navigation menu divides the website into nine core
categories, with sub categories nested within each category. Each sub
category clicks through to a dedicated landing page. There are no pages
for core categories, to serve as landing pages or directories for sub
categories.
There is currently no definite split between traveller-related content
(destinations, attractions, activities, travel products) and trade-related
content (tourist arrival statistics, industry press releases, branding
downloads) on the website.

97

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Content themes
assessment



The website does not currently categorise content under specific themes
or interests.

Filtering and
search of travel
products
Travel product or
service listing



All travel products are listed under the main category ‘useful contacts’.
Each product type is categorised and listed alphabetically.



Mapping and
Geo-location
assessment
Bookability



Travel product or service listings include basic contact and address
details, including telephone numbers, website address, email address,
physical address, and the name of the manager of director.
The website currently offers a range of static, downloadable maps of
significant cities, regions, routes and mountain ranges.

Integration with
social networks
and third-party
services



Internationalisation



Mobility
assessment





Visitors are referred to the websites of travel products and services for
bookings and enquiries. No official booking system is in place for
accommodation, flights or electronic tickets.
Most pages contain social sharing buttons, encouraging visitors to share
page content on Facebook, Twitter and Google Plus. There is a link to
the Nepal Tourism Board’s Facebook page in the footer of the website. A
Tripadvisor widget is present on some pages, linking to the Nepal
Holidays page on tripadvisor.com.sg.
The website currently has content available in 7 languages, catering for
short-haul Asian markets and long-haul western markets. As per the
Google Analytics report for 2 October 2013 - 1 November 2013, 83% of
visitors accessed the website from an English browser environment, 1,93
from a Spanish environment, 1.65% from a German Environment, 1,39%
from a French environment and 1,29% from a Chinese environment.
The NTB website is currently not optimised for mobile devices through
either a dedicated mobile website or responsive web framework. The
website is functional and useable on major mobile operating systems and
devices. As per the Google Analytics report for 2 October 2013 - 1
November 2013, 18% of all traffic came from mobile phones, while 8%
came from computer tablets - a combined total of 26% of traffic coming
from mobile devices.

NTB Facebook Page
Facebook Page
community



Facebook Page
content



At the time of this evaluation, the NTB Facebook page had 3802 Likes
with 234 people actively engaging with content published from the NTB
account, as per Facebook’s ‘People talking about this’ metric.
Demographically, the majority of community members consisted of
individuals between the ages of 18 and 34. The majority of engagement
on Facebook content came from Kathmandu, Nepal.
Content published from the NTB Facebook page consists of a
combination of industry news, press releases, links to weekly electronic
newsletters and media about Nepal’s tourist attractions, activities and
culture.

Electronic newsletter
Email
communication
frequency



An electronic newsletter is sent to NTB’s mailing list once a week. During
the first 3 quarters of 2013, each newsletter contained an average of 5
news entries.
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Aspects
Electronic
newsletter
content
Electronic
newsletter
design and
functionality

Assessment
 Newsletters currently feature a combination of industry-related
updates, including industry events, feedback on industry trade
shows, public sector announcements and industry statistics or
trends.
 Newsletters follow professional design and layout principals, and
comply with legal requirements and standards for email
communication (Organisation details, unsubscribe functionality
and newsletter terms). Upcoming events and featured
photographs are displayed in a dedicated area of the design, but
do not link through to an external web address for further
information or galleries. The newsletter design is currently not
optimised for mobile devices.

2.5.3 Destination branding
The NTB has developed its brand ‘Naturally Nepal – Once is not Enough’ about eight
years ago. It is widely applied on NTB marketing collateral and promotional initiatives.
Active application and adoption of the brand is limited among industry and public sector
partners.
The following are some views expressed by key industry members during consultations:


During workshops in Birathnagar, Kathmandu and Bairahawa there were calls for a
revision of the brand to be more inclusive of both product and geographical diversity.
There were strong views that the brand focused well on nature but that it
underplayed the variety of cultural and spiritual experiences on offer. In addition, the
feeling was that the brand did not allow adequate flexibility for regional and local
differences and sub branding.



To evaluate these views a focus group discussion was held in Kathmandu with a
group of key industry professionals, nominated by NTB, some who had also been
involved in the development of the ‘Naturally Nepal’ brand. The conclusion of the
attendees was that the brand ‘Naturally Nepal’ was still relevant and that it had not
been given adequate opportunity to gather traction within the industry.



During the meeting individuals involved in developing ‘Naturally Nepal’ explained the
rationale for the brand and cited the lack of a comprehensive communication and
education strategy as the main reason for the limited industry take up. This included
the lack of communication about the brand values and essence, no proper brand
manual produced, no brand audit done, etc. In addition, they felt that NTB has not
taken up its rightful role as destination brand ‘champion’ and that the brand has not
been vigorously promoted.

In addition to workshops and focus group consultations, the survey of international and
local tour operators tested operator views regarding the brand and the results
representing the view of 72 local operators (21 handling more than 500 passengers per
year) and 43 international operators (12 of which handle more than 300 passengers per
year) who answered this question are presented in Figure 13 and Figure 14.
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Figure 13: Brand recognition by foreign operators
Foreign tour operators: Are you able to immediately recall Nepal's
destination brand identity/statement?

17%

No

Yes

83%

The figures indicates that:


Only 17% of foreign operator respondents were able to immediately recall
Nepal’s brand proposition.



There is an ambiguity regarding the brand among both international and local
operators. On average, operators agree that the brand is perfect for
distinguishing Nepal from its competitors, with international operators being
somewhat less positive about this point than local operators.



At the same time, on average both foreign and local operators agree that the
brand is too narrow; that Nepal offers more and that it should be adapted to be
more diversified and enticing.



On the strength of this evidence it could be concluded that travel trade are
neither unhappy nor very happy with the brand as its stands. It is recommended
that the brand be promoted and communicated as is in the short term; but that it
be tweaked in the medium term to accommodate a broader selling proposition
and to allow for geographic and thematic sub-branding.

Operators were also asked to rate various suggested selling propositions for Nepal
(Figure 15) and the following emerged from such ratings:


Nepal as a mountaineering and trekking destination, its pure natural beauty and
the diversity of attractions were rates as strong selling propositions, while holistic
upliftment, ecotourism, pilgrimage and shopping were rated as relatively weak.
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While these results prove a good indication of market realities they should be interpreted
with care as they represent the views of existing operators that have mostly been selling
the traditional product spectrum.
Figure 14: Local and foreign operator's views towards brand 'Naturally Nepal'
Nepal's tourism destination brand is "Naturally Nepal" with byline
"Once is not Enough". Please indicate below your
agreement/disagreement with the following statements:
Should be adapted to be more
diversified and enticing
Evocative and works for my market;
keep it
It is too narrow, Nepal offers more
Local

Focuses very well on what Nepal has to
offer

Foreign

Does not effectively differentiate Nepal too similar to other brands
Perfect for distinguishing Nepal from its
competitors
1,0

2,0

3,0

4,0

5,0

1= Strongly disagree 2=Disagree 3=Neutral 4=Agree 5=Strongly agree
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Figure 15: Foreign and local operators rating of various selling propositions
Considering the tourism offers of Nepal and its competitors, how
strong would you rate the following selling
propositions/messages for promoting Nepal in your market?
Stimulating cultural heritage
Holistic upliftment for body, mind and spirit
Pure natural beauty
Mountaineering and trekking heaven
Local
Foreign

Ecotourism paradise
Pilgrimage retreat
Diversity of culture, nature and spiritual
attractions
Excellent for shopping
1,0

1,5

2,0

2,5

3,0

1= Strong and competitive 2=Moderate, somewhat competitive 3=Weak, not competitive

Key implications for the tourism strategy
The following key implications for marketing and branding Nepal emerge from the
situational analysis. These points should be read in conjunction with the detailed
analysis contained in the various situation analysis sections:


Nepal should urgently implement measures to sustain the recent (2010 – 2012)
growth trend in arrivals and most importantly improve the yield (value) derived
from such visitor increases.



This could be achieved through focusing resources and efforts on attracting a
portfolio of market segments and source markets that could sustain balanced
growth in both visitor numbers and visitor yields, in terms of increased revenues,
reduced seasonal disparities and greater spread of tourism to new tourism areas.



A combination of sustained growth from conventional long-haul markets and
rapid expansion of short-haul neighbouring markets could provide the most
suitable market mix.



New tourism growth markets, especially neighbouring China and India no doubt
provide Nepal with a major growth opportunity. These markets should also be
able to help reduce seasonality and create demand for expanding leisure tourism
beyond the traditional product range.
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The Nepalese domestic market should not be neglected when striving for
sustained tourism growth.



The trekking, mountaineering and pilgrimage markets clearly remain important
pillars of Nepal’s tourism landscape and should be planned and organised in the
most optimal and sustainable manner. This would require substantial investment
in appropriate access, facilities and infrastructure.



Changes in visitor demography, especially aging of traditional markets in Europe
and entry of families and younger visitors from surrounding countries provide new
market and product growth opportunities.



To fully capitalise on these opportunities, Nepal will have to be proactive in
diversifying its tourism products and services and providing suitable soft
adventure and exploration experiences, activities and facilities that appeal to
these new growth markets and growth segments.



NTB should critically evaluate its marketing mix, institutional structure and budget
allocations to capitalise on new market opportunities, growth prospects and
technologies.



The conventional focus on trade fair attendance and production of print collateral
should be urgently reviewed and shifts should be considered in favour of clearly
measurable marketing initiatives such as convertible trade marketing activities,
targeted media partnerships and a greater focus on consumer promotions in
certain markets.



Online marketing is limited. The www.welcomenepal.com website ranks well on
search engines and could become NTB’s most important and effective
destination marketing and information channel. The website should be improved
considerably and a much greater focus should be placed on dynamic destination
content and integration of social media and publishing destination collateral
online.



While the current brand remains relevant, it should be promoted more
aggressively and in partnership with the industry. Industry acceptance and
consumer brand equity should be measured and evaluated over the short term
and unless the recognition, usage and value of the “Naturally Nepal” increases
significantly, a brand adjustment should be considered.
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2.6 Review of Tourism Resources and Assets
This section provides an overview of the major natural, cultural and religious tourism
resources that Nepal is endowed with and the issues that are causing damage to the
asset base and to their appeal as tourism attractions. It focuses on the most important
sites around the country.
2.6.1 Natural tourism resources
(1) National Parks, conservation areas, wildlife reserves and hunting reserves in
Nepal
Nepal’s 20 protected areas cover 23.23% of its land. Its 10 national parks, three wildlife
reserves, six conservations areas and one hunting reserve cover various geographical
locations from the sub-tropical Terai jungles to the arctic Himalayan region. UNESCO
lists two of Nepal’s natural areas, Chitwan National Park and Sagarmatha National Park,
as Natural World Heritage Sites.
The National Parks, conservation areas, wildlife reserves and the hunting reserve are
indicated in Figure 16.
Figure 16: National Parks, conservation areas, wildlife reserves and hunting
reserves in Nepal

No
Protected Area
National Parks
1
SheyPhoksundo
National Park
2
Langtang
National Park

Description
Shey-Phoksundo National Park is situated in the Trans-Himalayan region
of North-West Nepal. It is Nepal’s largest National Park covering an area
of 3,555 km2. It was established in 1984 to preserve a unique TransHimalayan ecosystem with a diversity of flora and fauna.
It was established in 1976 to conserve the unique flora and fauna of the
region. It is the nearest national park of the capital Kathmandu in the
Central Himalayan Region. The park represents a meeting point between
indo-Malayan and Palearctic realms, and holds a rich biodiversity.
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3

Sagarmatha
National Park

4
Makalu Barun
National Park
5
Khaptad
National Park
6
Rara National
Park
7
Bardia National
Park
8

Banke National
Park

9
Chitwan
National Park
Shivapuri
Nargun National
Park
Conservation areas
10
Api Nampa
Conservation
Area
11
Annapurna
Conservation
Area
12
Manaslu
Conservation
Area

Sagarmatha (Mount Everest) National Park is spread over an area of
1,148 km2 in 1976, of the Himalayan ecological zone in the Khumbu
region of Nepal. The Park includes the high Himalayas, ranging from
2,845 m at Monjo to the top of the world's highest Himal - Sagarmatha at
8,848 m above the sea level. Other peaks above 6,000m are Lhotse, Cho
Oyu, Thamserku. Nuptse, Amadablam and Pumori. The famed Sherpa
people, whose lives are interwoven with the teachings of Buddhism, live in
the region. For its superlative natural characteristics, UNESCO listed SNP
as a World Heritage Site in 1979.
Makalu Barun National Park and Buffer zone area (previously
conservation area) was established in 1992. Government of Nepal and
supported by The Mountain Institute's initiative, is an innovative
conservation model that integrates protected area management and
community development.
Khaptad National Park is located in the Far-Western region of Nepal. The
park was gazetted in 1984 covering an area of 225 km2. The park is the
only mid-mountain national park in Western Nepal, representing a unique
and important ecosystem.
Rara National Park is located in the North-Westem high mountains of
Nepal. The park was gazetted in 1976 to conserve the unique beauty of
Lake Rara, and to protect the representative flora and fauna of the HumlaJumla region. The park is Nepal's smallest protected area, comprising an
area of 106 km2.
Bardia National park is the largest national park in the lowland Terai
covering on area of 968 km2. The park situated in Nepal's Western Terai
was established to protect representative ecosystems and conserve tiger
and its prey species.
Was established as 10th Park on 12th of July 2010. The Park is linked
with trans-boundary Landscape that joins Suhelwa Wildlife Sanctuary in
India through national and community forests towards South.
The park is situated in South central Nepal, covering 932 km2 in the
subtropical lowlands of the inner Terai. The area was gazetted as the
country's first national park in 1973 and UNESCO declared RCNP a World
Heritage Site in 1984. It is the most visited park in Nepal.
Shivapuri Nagarjun National Park (159 km2) is situated on the Northern
fringe of Kathmandu valley and lies about 12 km away from the centre of
capital city. The area was gazetted as the country's ninth national park in
2002.
1,903 km2 District boundary of Bajhang in the East, International
boundary of Mahakali river in the West, International boundary with Tibet
Autonomous Region of China in the North and Laku River and Naugadh
river in the West. Home to various scarce fauna and flora species.
The Annapurna Conservation Area (ACA) contains some of the world’s
highest peaks the world’s deepest valley-the Kali Gandaki River Valley
and is Nepal’s largest protected area (7,629 km2). It was established in
1992. The conservation area encompasses the Annapurna range in
Western Nepal. The nearest town is Pokhara, 30 km to the South.
Manaslu covers an area of 1,663 km2. The region harbours a mosaic of
habitats for 33 species of mammals, 110 species of birds, 11 species of
butterflies and 3 species of reptiles. There are approx. 2000 species of
plants, 11 types of forests and over 50 species on useful plants. The
altitude rises from a mere 600 m to the summit of Mt. Manaslu (8,163 m),
the eighth highest peak in the world.

105

The National Tourism Strategy Plan for Nepal – 2014 - 2023

13

Gaurishankar
Conservation
Area

14
Kanchenjunga
Conservation
Area

Blackbuck
Conservation
Area

Wildlife Reserves
15
Shuklaphanta
Wildlife Reserve
16
Parsa Wildlife
Reserve
17

Koshi Tappu
Wildlife Reserve

Hunting reserve
18
Dhorpatan
Hunting
Reserve

The 2,179 km2 conservation areas borders onto the Sagarmatha NP and
BZ in the East and Langtang NP and BZ in the West, Tibet Autonomous
Region (AR) of China in the North.
Kanchenjunga Conservation Area is named after Mt. Kanchenjunga
(8,586 m) - second highest mountain in Nepal and the third highest in the
world. It covers an area of 2,035 km2 in Taplejung district, lies in the
North-East corner of Nepal. Taplejung district is also renowned for high
peaks (eleven peaks higher that 7,000 m) and glaciers. The conservation
area with unique mountain ecosystems is envisioned as a tri-national
peace park with Tibet Autonomous Region (TAR) of China to the North
and Sikkim, India, in the East.
Blackbuck Conservation Area is in Bardia district covering an area of
15.95 km2. This is the first organised effort to conserve the already
endangered Blackbuck (Antelope cervicapra cervicapra), the last Northern
most population in the world. Now the population of Black buck in
Khairapur Conservation Area is 213. To protect the species, a guard post
was established on site in 1975. Blackbuck conservation action plan was
prepared in 2007 and awaited approval.
Shuklaphanta covers an area of 305 km2 and lies in the extreme SouthWestern section of Nepal’s Terai in Kanchanpur District. The reserve
shares a common boundary with the Indian state of Uttar Pradesh in the
South and West. Although the area of the Reserve is small, it supports a
wide range of biodiversity, which is nationally and globally important.
Parsa Wildlife Reserve is located in the South-central lowland Terai of
Nepal. The 499 km2 of pristine sub-tropical jungle makes Parsa Nepal's
largest wildlife reserve and was gazetted as a wildlife reserve to preserve
the habitat for wild Asian elephant, and a variety of other fauna- It is
contiguous with Chitwan National Park in the West.
Koshi Tappu Wildlife Reserve lies on the floodplains of the Sapta Koshi
River in the South-Eastern Terai. The reserve was gazetted in 1976 to
preserve habitat for the only remaining population of Wild buffalo, Arna
(Bubalus arnee). It is Nepal's smallest wildlife reserve (176 km2).
This is the only area in Nepal where licensed hunting is allowed.
Spreading over an area of 1325 km2 the reserve begins at 3,000 m
reaching 7,000 m. The Blue Sheep is the main attraction for hunters but
also pheasant and partridge. Other animals found here are leopard ghoral,
serow, Himalayan Thar, Himalayan Black bear, barking deer wild boar,
rhesus macaque, langur and mouse hare. Endangered animals in the
reserve are musk deer, wolf red panda, cheer pheasant and danphe.

The Department of National Parks and Wildlife Conservation acknowledges that
protected areas in Nepal are major tourist destinations. Protected areas alone attract
more than 50% of the total foreign tourists in Nepal 47. Nepal's protected areas have
continued to attract increasing number of visitors (more than 300,000 in F/Y 2065/2066).
Ecotourism is a major contributor to the income of protected areas. Considering the
great potentials of ecotourism in protected areas, various facilities and activities have
been provided including domestic elephants riding, visitor information centres and
points, jungle drive, camping, boating etc. Some regular activities like construction and
maintenance of road, bridge and watchtower are being carried out in parks/reserves.
Local people are benefiting from cultural tourism in buffer zone villages and training is
47

http://www.dnpwc.gov.np/index.php/programs
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provided to local people in aspects like nature guiding, trekking, cooking, hotel
management, handicraft production, jointly with other like-minded Government, nongovernmental and community-based organisations. Protected area management plans
have inbuilt ecotourism components aimed at promoting and concurrently regulating
tourism in protected areas. The promotional activities are convened in coordination with
other relevant organisations both at national and international arena.
(2) Mountain peaks
A large part of the Himalayas, the highest mountain range in the world is in Nepal. Eight
of the fourteen mountains higher than 8,000 m are located in the country, either in whole
or shared across a border with Tibet or India. The Ministry of Culture, Tourism and Civil
Aviation issues permits to trek or climb for the bigger mountains while the Nepal
Mountaineering Association issues permits for the smaller trekking peaks between 5,587
m and 6,654 m.
Table 26: Mountain peaks in Nepal higher than 8,000 metres
Mountain/Peak

Metres

Feet

Section

Earth’s highest from sea level

Mount Everest

8,848

29,029

Kangchenjunga

8,586

28,169

Lhotse

8,516

27,940

Makalu

8,462

27,762

Cho Oyu

8,201

27,762

Dhaulagiri l

8,167

26,795

Khumbu
Mahalangur
Northern
Kangchenjunga
Everest Group
Makalu
Mahalangur
Khumbu
Mahalangur
Dhaulagiri

Manaslu

8,156

26,759

Mansiri

8 highest

Annapurna l

8,091

26,545

Annapurna

10 highest

rd

3 highest on Earth
th

4 highest
th

5 highest
th

6 highest
th

7 highest
th

Photo 2: Kangchenjunga, 8,586m

th

Photo 2: Everest, 8,848m
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(2) Tourist activity areas (hard and soft adventure)

Figure 17 shows areas where tourists enjoy adventure tourism. The trekking areas are
shown in dark green, white river rafting river are represented by blue dots, the higher
Great Himalaya Trail – GHT by red dots and the lower GHT by yellow dots.
Figure 17: Areas of tourist activities in Nepal (hard and soft adventure)

(3) Flora and fauna
Nepal is indeed rich in natural resources. Comprising only 0.1% of the total land area on
a global scale, Nepal possesses a disproportionately rich biodiversity. Of the total
number of species found globally, Nepal possesses 2.80% plants, 3.96% mammals,
3.72% butterflies and 8.9% of birds. Of 6,391 species of flowering plants recorded in
Nepal, 399 are endemic. Among the 399 endemic flowering plants in Nepal, 63% are
from the high mountains, 38% from the mid-hills, and 5% from the Terai and Siwaliks.
Similarly, the central region contains 66% of the total endemic species followed by
Western (32%) and Eastern regions (29%). Nepal’s wildlife belongs to the Palaearctic
and Indo-Malayan realms. The 136 ecosystems are confined to 11 bio-climatic zones
and 9 eco-regions that are defined by ecological features, climate and plant and animal
communities. The endemic fauna are: Himalayan field mouse, spiny babbler, Nepali kalij,
14 herpetofauna, and six types of fishes. Wildlife also includes endangered animals like
the Royal Bengal tiger and the one-horned rhinoceros. Nepal is home to 850 species of
birds and more than half of these are found in the Kathmandu Valley.
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2.6.2 Cultural and religious tourism resources
Nepal has a wealth of cultural and religious resources that attract hundreds of thousands
of visitors every year (albeit on just day trips for some religious sites like Lumbini near
the Indian border). Figure 18 shows the location of the main cultural and religious sites in
Nepal. A more detailed map of the Kathmandu Valley is presented in Figure 19.
Figure 18: The main cultural and religious sites in Nepal

Customs and traditions differ from one part of Nepal to another. A conglomeration lies in
capital city Kathmandu where cultures are blending to form a national identity.
Kathmandu Valley has served as the country’s cultural metropolis since the unification of
Nepal in the 18th century. A prominent factor in a Nepali’s everyday life is religion.
Adding colour to the lives of the Nepalese are festivals the year round which they
celebrate with much pomp and joy. Food plays an important role in the celebration of
these festivals.
Religions practiced in Nepal are: Hinduism, Buddhism, Islam, Christianity, Jainism,
Sikhism, Bon, ancestor worship and animism. The majority of Nepalese are Hindus
(81%) and 9% are Buddhists. The two have co-existed in harmony through centuries.
There are many temples, shrines and monasteries, which are equally sacred to both
Hindus and Buddhists. While there is the Pashupatinath Temple, the holiest of the holy
temples for Hindus, in Kathmandu, Lumbini, the birthplace of Lord Buddha and one of
the most sacred places for Buddhists, is located in the Terai district of Rupandehi. There
are monasteries and caves where Guru Rinpoche, or Padmasambhava, is believed to
have meditated. The temple of Muktinath, situated in the trans-Himalayan district of
Mustang and dedicated to Lord Vishnu and Avalokiteshwar, is a site equally venerated
by the Hindus and Buddhists alike. Gosainkunda, a holy lake tucked in the serene arid
lap of the Himalaya at an altitude of 4,380 m, is dedicated to Lord Shiva. There are also
Bonpo shrines in Lupra, North of Jomsom in Mustang, and Shey Monastery in Dolpo.
These pilgrimage sites are visited by a large number of pilgrims during specific festivals
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and occasions. The temple of Pashupatinath draws large numbers of pilgrims from
Nepal and India during the Shivaratri festival. Besides their overwhelming religious
significance, the Kathmandu Valley, which includes the three palace complexes in
Kathmandu, Lalitpur and Bhaktapur, Changu Narayan Temple, Pashupatinath Temple,
the two great stupas of Swayambhunath and Bauddhanath, and Lumbini, the birthplace
of Lord Buddha are UNESCO World Heritage Sites.
Janakpur is an important pilgrimage site in the South Central Terai. It is the birthplace of
Sita, the consort of Lord Ram and in ancient times, it was the capital city of the Kingdom
of Mithila. The Janaki Mandir temple was constructed in 1874 and is a blend of Mughal
and local architecture. The temple is a three-storey building and has 60 rooms, making it
the largest temple in Nepal. Thousands of pilgrims flock to the temple and every year on
Vivah Panchami day, which falls in December the marriage anniversary of Lord Rama
and Sita is celebrated.
Figure 19: Cultural and religious sites in the Kathmandu Valley

The Kathmandu Valley comprises the three ancient cities of Kathmandu, Patan and
Bhaktapur, which were once independent states ruled by the Malla kings from the 12th
to the 18th centuries. The three cities house seven monument zones, which are together
listed as the Kathmandu Valley UNESCO World Heritage Site (Culture). The valley is
also home to hundreds of other exquisite monuments, sculptures, artistic temples and
magnificent art – reminders of the golden era in Nepal’s architecture. The Gopala and
Kirati dynasties were the earliest rulers here followed by the Licchavi (300-879 A.D.),
under whom flourished trade and crafts. But the valley’s remarkable cities with their
ornate palaces, the superbly crafted pagodas and the monumental stupas are testimony
of the artistic genius of the Newar craftsmen, the original inhabitants of the valley, whose
skills were championed by the Malla kings and appreciated even by the Mongol rulers of
18th century China.
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The following are the key tourist points in the valley:
Kathmandu, the largest city of Nepal, is the bustling political as well as cultural capital of
the country. Kathmandu is a city where ancient traditions rub shoulders with the latest
technological advances. However, it is the grandeur of the past that enchants the visitor
whose gaze may linger on an exquisitely carved wooden window frame, an 18th century
bronze sculpture or the spiritually uplifting stupas. The religious festivals staged in the
city are steeped in legend and are quite a spectacle with chariot processions and
masked dancers often possessed by the spirits of deities. The key sites include
Kathmandu Durbar Square (UNESCO World Heritage Site), Akash Bhairav Temple,
Asan Market Square, Swayambhunath stupa (UNESCO World Heritage Site),
Pashupatinath temple (UNESCO World Heritage Site), Bouddhanath Stupa (UNESCO
World Heritage Site), Balaju Garden, Thamel tourist district, Dharahara Tower, Garden
of dreams at the entrance of Thamel, Budhanilkantha statue, Kirtipur ancient Newar
township; Pharping monastery and temple, Dakshinkali temple and Shesha Narayan
temple, representing one of the four Narayans of the Kathmandu Valley.
Kathmandu has recently been voted in third place by users of the travel website
Tripadvisor in the top 10 destinations on the rise in the world48 ranking in 2013.

Photo: Patan Durbar Square

Photo: Swayambhunath Stupa in Kathmandu
Patan, also known as ‘Lalitpur’, the city of artisans, lies 5 km South-East of Kathmandu,
and is home to the valley’s finest craftsmen. As in Kathmandu, Hinduism and Buddhism
have co-existed here for ages, influencing each other, and the religious harmony is
exemplary. Sites include Patan Durbar Square (UNESCO World Heritage Site),
Mahabouddha Temple, Rudra Varna Mahavihar (Buddhist monastery), Hiranya Varna
Mahabihar (Buddhist monastery), Kumbheshwar Shiva temple, Jagat Narayan temple,
four Ashoka Stupas, Tibetan refugee camp and Patan industrial estate.
Bhaktapur or Bhadgaon, literally the City of Devotees perched on a hill 12 km to the east
of Kathmandu, is a major tourist destination that takes visitors back in time. Bhaktapur
48

http://www.tripadvisor.co.uk/TravelersChoice-DestinationsontheRise
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lies on the Arniko Highway that leads to the Chinese border. Bhaktapur is still untouched
by rapid urbanisation and has managed to retain its brick paved roads, charming red
brick houses and a way of life that goes back to medieval times. This ancient city is also
famous for pottery and woodcarving amply displayed on the squares and windows
respectively. Sites include Bhaktapur Durbar Square (UNESCO World Heritage Site),
Nyatapola temple, Bhairavnath temple, Dattatreya Square, Siddha Pokhari pond, Thimi
Newar town, Surya Binayak temple and Changu Narayan temple (World Heritage
Monument).

Photo: Bhaktapur Durbar Square

Photo: Pottery Square in Bhaktapur

2.6.3 Other tourism resources
(1) Pokhara
Pokhara City’s pristine air, spectacular backdrop of snowy peaks, serene lakes and
surrounding greenery make it ‘the jewel in the Himalaya’, a place of remarkable natural
beauty. With the magnificent Annapurna range forming the backdrop and the serenity of
three major lakes – Phewa, Rupa and Begnas – Pokhara is the ultimate destination for
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relaxation. Pokhara Valley, gateway to the Annapurna region where a trekker finds his
Shangri-la, sits high on the list of ‘must visit’ places in Nepal. Pokhara once lay on the
important trade route between India and Tibet. To this day, mule trains set up camps on
the city outskirts, bringing goods from remote Himalayan regions including Mustang.
Gurungs and Magars, who have earned worldwide fame as fierce Gurkha warriors, are
predominant here. Thakalis, indigenous of the Thak Khola region of Mustang are known
for their entrepreneurship and run teahouses along the trek routes in the Annapurna
region.
(2) Villages and ethnic cultures
Despite the rapid growth of the cities, nine-tenths of the population is rural and traditional
village life adds an interesting aspect to tourism experiences. The many cultural
groupings in Nepal make for an extremely interesting human mosaic and provide
opportunities for cultural tourism interaction at community and village level. There are
123 ethnic groups in Nepal ranging from the Sherpas and the Dolpa people and the Rai
in the High Himalayas, the Newars in the Kathmandu Valley, the Magars in Western
Nepal, the Gurungs in the Annapurna area and the Rai in the Far East, to the Tharus in
the Terai.
Community-based tourism has been progressed successfully over many years and, with
many parts of the country being largely undiscovered by tourists, there is much scope for
advancing local cultural interaction.

Photo: Rai people weaving baskets

Photo: The village of Bandipur has
become a tourist destination

113

The National Tourism Strategy Plan for Nepal – 2014 - 2023

2.6.4 Issues affecting the tourism resource base
To ensure the sustainability of the tourism resource base it is important that the issues
that may degrade the tourism assets are identified and remedial actions are set in
motion. Section 2.11, ‘Issues affecting the natural heritage and overall environment’ and
Section 2.12, ‘Cultural heritage and tourism: importance and issues’ covers the issues
that will affect the tourism resource base and recommendations on protecting the natural
and cultural heritage of Nepal are made in Chapter 5.
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2.7 The Institutional Framework
The tourism sector in Nepal is developed, managed and controlled by a combination of
public sector, private sector and Private Public Partnership (PPP) bodies. This section
briefly describes the different institutions leading the sector in 2013.
2.7.1 Public sector institutions
The Ministry of Culture, Tourism and Civil Aviation (MoCTCA) is the governing body for
the tourism sector in Nepal and is mandated by law. It has several implementing
agencies to action the policies formulated by the administration.
(1) Ministry of Culture, Tourism and Civil Aviation
The tourism sector was considered important enough in 2035 (1978) to be governed by
its own ministry. Civil Aviation was merged into the Ministry of Tourism in 2039 (1982)
and the Culture sector in 2057 (2000). After several restructuring the Ministry of Culture,
Tourism and Civil Aviation came into existence in 2012.
The structure of the Ministry and its relationships with other agencies, partners and
levels of government are depicted in Figure 20.
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Figure 20 Structure of the Ministry of Culture, Tourism and Civil Aviation
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The Ministry, headed by the Minister and the Secretary, comprises seven line function
departments: three covering the tourism sector, two responsible for civil aviation, one
covering culture, and a Legal Division for all matters relating to laws and regulations.
The three divisions concerned with formulating the policy and strategy for the tourism
sector include the Tourism Industry Division, the Planning and Evaluation Division and
the HR and Tourism Promotion Division. The Tourism Industry Division is responsible
for regulation and quality control of the industry, trekking and mountaineering permits
and safety as well as the tourist police. Destination planning, the collection, analysis and
dissemination of statistics, the Tourism Infrastructure Development Project and the
Ministry’s monitoring and evaluation function fall under the Planning and Evaluation
Division. The HR and Tourism Promotion Division is responsible for developing
policy for promotion, human resources as well as finance and administration.
The Ministry is represented at regional level by six offices at Birgunj (South), Bhairahawa
(South-West), Janakpur (Mid-East), Kakadbhitta (Far-East), Nepalgunj (Far-West) and
Pokhara (West), each headed by an officer of the Ministry.
The role of the Ministry is to formulate the tourism, the civil aviation and culture policies,
strategies and regulations, which are implemented by its agencies and its partners. The
tourism line function divisions at the Ministry are primarily responsible for planning, policy
making, regulation, monitoring and inter-governmental liaison. Statistics obtained from
the forms collected by the Department of Immigration are also compiled and published
by the Ministry. In addition, it has also taken on various implementation projects under
the South Asian Infrastructure Development programme (i.e. Gautam Buddha airport
improvements, the Greater Lumbini improvement scheme, etc.) funded with loan and
grant assistance from ADB in partnership with MoCTCA/CAAN, the Tourism
Infrastructure Development Programme – TIDP - (trail development, beautification,
formulation of area master plans) and various aviation safety improvement initiatives
also funded through ADB in partnership with MoCTCA.
Tourism is represented at the local level by Area Tourism Development Committees,
Tourism Development Boards, District Tourism Committees and Village Tourism
Committees.
The major Tourism Development Boards and Committees formed by the Government
with defined mandates include:














Taragaun Development Board 2034
Nepal Academy of Tourism and Hotel Management 2029
Mountain Academy Development Committee 2059
Khaptad Area Development Committee 2063
National Lakes Conservation and Development Committee 2063
Ruru-Resunga Area Conservation and Tourism Development Committee 2063
Chisapani Area Tourism Promotion and Development Committee 2066
Lumbini Area Tourism Promotion and Development Committee 2066
Simraugarh Area Tourism Promotion and Development Committee 2066
Bideh-Mithila Area Tourism Promotion and Development Committee 2066
Birat Area Tourism Promotion and Development Committee 2066
Karnali Area Tourism Promotion and Development Committee 2066
Salhesh Area Tourism Promotion and Development Committee 2066
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In addition to those listed above, these organisations are also involved in tourism
development:

















Pashupati Area Development Trust
Patan Museum Development Committee
Hanumadhoka Conservation Development Committee
Integrated Janakpur Development Committee
Cultural corporation, Nepal
Fine arts academy, Nepal
Music and Drama academy, Nepal
Devghat Development Committee
Integrated Barah Area Committee
Baudhanath Development Committee
Mankamana Area Development Committee
Budhanilkantha Area Development Committee
Haleshi Mahadev Development Committee
Pathibhara Area Development Committee
Bhanubhakta Birthplace Development Committee
Mechi Pahadi Tourism Promotion and Development Committee

(2) The Nepal Tourism Board
The Nepal Tourism Board is an implementation agency of MoCTCA, established by the
Nepal Tourism Board Act, 2053 (1997) with the mandate to:







Introduce Nepal in the International arena by developing it as a fascinating tourist
destination.
Develop, expand and promote tourism business while protecting and promoting
natural and cultural heritage and environment of the country.
Create maximum employment opportunities by increasing national production
and foreign currency earning through the development, expansion and promotion
of tourism.
Establish Nepal’s image in a high and dignified way in the international tourism
community by developing Nepal as a safe, reliable and attractive tourist
destination.
Conduct or commission functional research, as necessary, to solve problems
encountered in the tourism sector so as to provide qualitative services to the
tourist.
Assist in establishing and developing institutions necessary for tourism
development.

Its functions are to represent the Government of Nepal in activities related to tourism;
market and promote the destination; carry out public relations and publicity; plan and
develop Nepal as an adventurous and attractive tourist destination; develop
infrastructure for tourism; protect the environmental, cultural and religious assets; liaise
with and motivate the private sector; focus on rural tourism; encourage the participation
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of local communities in the sector; develop human resources for tourism; organise
events and carry out research.
NTB is headed by a Chief Executive Officer (CEO) and reports to an 11 member
Executive Committee, chaired by the Secretary of MoCTCA. The Committee comprises
five public sector members, including the Chairman, the Joint-Secretary of Ministry of
Finance; the Director General, Department of Immigration; a first class Officer nominated
by the Government of Nepal from any other ministry related with tourism development;
and the Director General of the Civil Aviation Authority. The rest of the Committee is
composed of six private sector members nominated by the Government of Nepal, which
includes the CEO of the Board (who is selected by a three-man panel from the private
sector members). The private sector members of the Executive Committee are elected
for a three-year term in office. The Act prescribes that the Executive Committee meets
every two months.
NTB has five functional departments, each headed by a Director: Tourism Marketing and
Promotion; Public Relations and Publicity; Research, Planning and Monitoring; Tourism
Products and Resources Centre; and Corporate Services (Figure 21). The Board has 60
staff.
Figure 21: Current structure of the Nepal Tourist Board
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NTB is funded through two main sources: the Tourist Service Fee from departing
foreign passengers at the Tribhuvan International Airport in Kathmandu (NRs 500 per
departing visitor) and a proportion of the Trekkers Information Management System
(TIMS) fee, a provision to ensure the safety and security of the trekkers and to control
illegal trekking operations.
(3) Other agencies reporting to MoCTCA
The Civil Aviation Authority of Nepal (CAAN) was established by the Civil Aviation
Act, 2053 (1996) as an autonomous regulatory body to make aviation safe, regular,
standard and efficient. It ensures flight safety and sustainability of civil aviation. It has the
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responsibilities of constructing, operating and maintaining airports and of equipping the
airports with necessary communications and navigational facilities.
The Nepal Academy of Tourism and Hotel Management (NATHM) was created in
2029 (1972) to produce skilled manpower for the tourism industry. It provides basic skills
training as well as a Bachelor degree in Hotel Management and a Bachelor degree in
Travel and Tourism Management in affiliation with Tribhuvan University as well as a
Masters Degree in Tourism and Hospitality Management.
Nepal Airlines Corporation (NAC) is the national carrier founded in 2019 (1958). It
serves 10 international destinations in India, South East and East Asia and the Middle
East and 30 domestic destinations.
The Department of Archaeology (DOA) protects and maintains archaeological sites,
ancient monuments, and is concerned with museum and archive management. It
regulates all archaeological activities in the country.
2.7.2 Private sector institutions
There are many associations connected with the tourism sector. In this section the most
important associations are briefly described.
(1) Nepal Association of Tour and Travel Agents (NATTA)
The Nepal Association of Tour and Travel Agents was established in the year 1966 as a
pioneering association of professionals in the travel trade business before the
Government had set up a tourism department. Today the association has more than 550
members with two strong regional associations, NATTA Western Regional Association
(Pokhara) and NATTA Eastern Regional Association (Kakadbhitta).
Its mission is to unite tour and travel agents and represent, promote and safe guard their
interests and those of firms associated to them, cooperate with the Government in the
promotion of tourism and in all matters pertaining to interests of tourist industry and
trade, and develop professional ethics among all components engaged in tourist industry
and trade.
(2) Trekking Agencies Association of Nepal (TAAN)
Formed in 1979, TAAN is the umbrella association representing the interests of private
sector trekking agencies. It has also taken on the responsibility of developing and
promoting adventure tourism and plays a significant role in mitigating environmental
stress in the mountains through policies, adopting Codes of Conduct, and organising
workshops. TAAN has 921 general members, 7 Associate Members and 71 general
members of TAAN Regional Pokhara Chapter. Membership is open to international
firms. The members meet annually to formulate policy guidelines and work with
Government agencies to simplify the procedures and solve the problems related with
trekking.
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(3) Hotel Association of Nepal (HAN)
The Hotel Association Nepal (HAN), established in 1966, represents more than 300
hotels, resorts and guesthouses in Nepal. Its mission is ‘to facilitate the full potential of
Nepal's hotel and tourism industry by raising concerted voice to make conducive
environment for the growth of this sector. HAN aims at serving its members by fulfilling
their needs and building partnerships in a socially responsible and sustainable manner’
and its vision is ‘to become the national driving force to achieve world-class vibrant hotel
industry with the private sector leadership, which will fuel the country's development49’.
The association works closely with Government to resolve issues related to the tourism
sector such as environment, pollution, strikes, labour problems, aviation etc. and
influences Government policy.
(4) Nepal Mountaineering Association (NMA)
The Nepal Mountaineering Association was established in 1973. ‘It is a nongovernmental, non-profit and non-political organisation working as a national alpine
association of Nepal to promote mountain tourism, climbing sports, protect mountain
environments and preserve and promote cultural heritage of mountain people. It is the
only national alpine club authorised to issue climbing permits for 33 mountain peaks of
Nepal’. The association aims to promote the mountaineering activities in the Himalayan
region, to safeguard the interest and to upgrade the professional and mountaineering
skill of Nepalese mountaineers, popularise mountaineering activities among Nepalese
students and youths, and create awareness both in national and international level to
preserve the beauty of Himalayan region for future generations.
(5) National Association of Rafting Agents (NARA)
The National Association of Rafting Agents, registered as an association in 1989
represents 61 companies that operate on Nepal’s waters. It prides itself that the sector is
entirely Nepalese-owned. According to the association its objectives are to ‘introduce
and promote Nepal’s rafting (River sports) in national and international sector…train
people and create job to help unemployment problem…promote and advertise rafting in
international sector and bring more tourists to help earn more foreign currency and
revenue to the Government’50.
(6) Other associations
Other associations include amongst others: Nepal Canyoning Association (NCA)51
2.7.3 Civil Society and International Organisations
There are many NGOs that are working in the tourism sector both nationally as well as
regionally. Major projects have included the Great Himalayan Trail, which was developed
by the Ministry with the assistance of SNV and funded by Dfid. Other major projects
implemented in the last decade are:
49

http://www.hotelassociationnepal.org/index.php/about-han/objectives
http://www.raftingassociation.org.np/
51
Other associations are listed on the NTB website:
http://welcomenepal.com/corporate/directory_729658731675
50
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Tourism for Rural Poverty Alleviation programme (TRPAP) – UNDP, SNV, Dfid.
Marketing Assistance to Sustainable Tourism Products (MAST Nepal) –
UNEP/DTIE, SNV Nepal, NTB and Leeds Metropolitan University.
The Employment Creation and Peace Building based on Local Economic.
Development (EmPLED) – ILO, with local Government.
Conservation and Sustainable Use of Wetlands in Nepal (CSUWN). Ministry of
Forests and Soil Conservation (MFSC) funded by UNDP/GEF/UCN.
2.7.4 Public Private People Partnership (PPPP)

There are some examples of PPPP. The only one related to the tourism sector is
Dhangadhi Airport. This has been one of the notable and successful projects implanted
through this mechanism. It was designed to upgrade and develop the existing airport,
which is now the country’s second largest airport. Investors came from all walks of life
and even rickshaw pullers invested their savings in the project52.
The second project in the pipeline is being implemented by the Federation of Nepal
Chamber of Commerce and Industries (FNCCI) a fast tunnel track from Kathmandu to
Hetauda which will be the shortest road connecting Terai and Kathmandu Valley.
Although not a tourism project the connectivity that it will bring will greatly enhance
tourism along that corridor.
2.7.5 Issues relating to the institutional framework for tourism
There are several issues impeding the institutional framework for tourism that need
resolving.
(1) Knowledge about the tourism sector at MoCTCA is weak and there is a high
turnover of staff because the tourism divisions are not technical
The Ministry has three main areas of intervention: Culture, Civil Aviation and Tourism.
Both Culture and Civil Aviation are technical divisions that recruit staff with an academic
background and/or experience in the work they are going to be performing at the Ministry
and they tend to stay longer in their jobs. Staff of the tourism divisions at the Ministry are
administrative rather than technical, and when they start their job they rarely have any
technical knowledge about tourism. Furthermore, they tend to be moved around
Ministries on a regular basis and rarely spend more than two years at the same Ministry.
Therefore they spend time learning about the sector and how it works and by the time
they have acquired some knowledge they are moved on. It is important that all the
divisions at the Ministry are declared technical to improve the knowledge base in the
Ministry and retain staff and their expertise for longer periods.
(2) Evaluation and monitoring is weak therefore plans are rarely assessed and
often abandoned
The Evaluation and Monitoring unit at the Ministry is in the Planning and Evaluation
Division at the Ministry and in the Research, Planning and Monitoring Department at
NTB. However, both units seem to be rather ineffective.
52

Information provided by the Stakeholder Consultation in Dhangadhi, 2013
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(3) The National Tourism Council and the Tourism Development Coordination
Committee rarely meet and are not effective
It is exceptional that these two bodies have been created to ensure coordination
between tourism stakeholders and between MoCTCA and other Ministries that impact on
the tourism sector. These are excellent management tools designed to resolve issues
and to take joint decisions on tourism development opportunities. Unfortunately, these
bodies rarely meet and are, therefore, more or less redundant. The frequent changes of
administration means that meeting schedules are not set or respected and issues are
not discussed in a stakeholder forum.
(4) There is a need for better regular collection and dissemination of demand,
supply and value statistics
This issue has already been highlighted in Section 2.1 and 2.2. It is repeated here to
highlight that institutional strengthening is required to ensure that the statistic units at
both the Ministry and NTB manage an efficient and effective tourism statistical system.
(5) There is a need for Regional Tourism Departments
While the Ministry has six regional offices and NTB has a regional office in Pokhara and
a Tourism Information Centre (TIC) at the international airport as well as smaller TICs in
other parts of the country, these are small and, according to stakeholders, not very
active. These should take over some of the activities performed by the centre. Today
permits issuance or tourism business registration with MoCTCA can only be done in
Kathmandu and not locally, which is a serious inconvenience and even a deterrent to
start a business or to decide to go on a last minute trek.
Regional offices would work with local authorities for tourism development and to resolve
local issues. Already, because of the lack of assistance from the centre local
stakeholders are setting up their own tourism development institutions such as the
Tourism Development Society (TDS) set up and funded by local tourism businessmen in
Dhangadhi with the support of GIZ (German Technical Cooperation) in the Far West.
The objectives of the TDS, based on responsible tourism practices, are to generate
employment, tourism promotion, information and awareness building, operating a Tourist
Information Centre (TIC), quality improvement and promoting local culture, traditions and
handicrafts. Basically, they have taken over the functions of NTB for their area out of
frustration of the lack of support from the centre.
Therefore, there should be fully functioning regional offices with responsibility for
regional product development, HRD and to connect with national tour operators for
marketing and promotion of the region.
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2.8 The Tourism Policy, Strategy and Regulatory Framework
This section provides a critical analysis of the current tourism policy, an overview of the
range of regulations that impact on Nepal’s tourism sector, and an assessment of the
relevance and effectiveness of the most important regulations.
2.8.1 The Tourism Policy, 2065 (2008)
The tourism policy currently in effect was drafted in 2008, replacing Tourism Policy 2052
(1995). After the Peace Accord was signed in 2006, the number of visitors to the country
increased rapidly as well as investment in the sector. Realising the economic benefits
that tourism could bring to the country the Government declared tourism a priority sector
and decided to revise the 1995 policy and frame a new policy.
The emphasis of Tourism Policy, 2065 is firmly anchored on community inclusion in the
sector and poverty alleviation, promotion and expansion of rural tourism, new product
and location development, increase in revenue and economic contribution to the country,
enhancement of services to encourage visitors to stay longer in a safe environment and
Public Private and Community Partnership to achieve these objectives. The long-term
vision for tourism expressed in the policy is:
‘to develop Nepal as an attractive, pleasing, safe and unique destination
in the global tourism map through conservation and promotion of the
natural, cultural, biological and human-made heritage of Nepal’
…and the mission is:
‘to improve the living standards of the people through tourism activities
with a substantial contribution towards the national income by sustainable
use of the national heritage’.
The four main objectives to achieve the vision and mission are centred around
developing the industry and creating jobs to improve the living standard of the Nepalese,
especially poverty alleviation through ecotourism and rural tourism; developing Nepal as
a major tourism destination and promoting and conserving its natural and cultural
heritage; expanding and spreading tourism through safe, reliable and regular air and
land transport; and ensuring that the environment is protected and that the development
of tourism infrastructure uses natural resources sustainably.
The overall policy for tourism development is quite comprehensive and is expressed
through sixteen policy statements to be achieved through 152 ‘policy actions’. Policy
actions appear to be strategies to implement the policy statements. These are
categorised by the following policy areas:





Promotion
Rural tourism
Domestic tourism
Diversification, expansion and development of tourism
o MICE
o Mountaineering
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o Trekking
o Rafting
o Adventure tourism
o Religious tourism
o Sports tourism
o Casino
o Cinema tourism
o Education tourism
o Health tourism
o Agro-tourism
Development of air services
Role of the Government and the private sector
Human resources development
Environmental conservation and sustainable use
Use of information technology and statistics
Safety of tourists and crisis management
Concessions and facilities
Harmonious relation between entrepreneurs and workers
Legal, administrative, institutional and managerial reform
Coordination, monitoring and evaluation

A combination of state-sponsored bodies and executive agencies and private sector
organisations are responsible for implementing the policy. These include the Nepal
Tourism Board (NTB), the Civil Aviation Authority of Nepal (CAAN), Nepal Academy of
Tourism and Hotel Management (NATHM) and the Nepal Airlines Corporation (NAC) as
well as peak tourism associations such as the Trekking Agents Association of Nepal
(TAAN), the Hotel Association of Nepal (HAN) and the Nepal Association of Tour and
Travel Agents (NATTA), amongst others.
(1) Analysis of Tourism Policy 2065
One recurring comment that was made at every workshop, stakeholder meeting and
interview conducted during this study was that Government policy is not sufficiently
translated into actions. In the absence of a strategy and action plan, the policy actions
are presented in the document as the mechanism to implement the policy.
A methodology was developed to analyse the effectiveness of this mechanism and to
assess the degree to which the policy is being implemented. Each policy action was
evaluated and graded in terms of whether it has been or is being implemented fully,
partially or at all. A 5-point scale was used in the evaluation ranging from 0 for not
implemented to 4 for fully implemented. The detailed results are presented in an
evaluation matrix in Appendix 2.8.1 and include explanations for the grades allocated.
The analysis shows that around 35% of the Tourism Policy is currently being
implemented, mostly partially, with very few policy areas fully implemented. Certain
areas of policy are particularly weak in terms of implementation. Table 27 breaks down
overall policy into policy action areas and highlights the areas that are especially lacking
in implementation.
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Table 27: Degree of implementation of Tourism Policy 2065 by area of policy
Policy area

% implementation

Harmonious relation between entrepreneurs and workers
Role of the Government and the private sector
Human resources development
Environmental conservation and sustainable use
Safety of tourists and crisis management
Legal, administrative, institutional and managerial reform
Diversification, expansion and development of tourism
Promotion
Use of information technology and statistics
Concessions and facilities
Domestic tourism
Development of air services
Coordination, monitoring and evaluation
Rural tourism

75
60
53
48
44
33
33
28
27
27
20
20
20
16

The policy area that scores the highest in terms of degree of implementation is the
relationship between entrepreneurs and their workers, which concerns matters like life
insurance, accident insurance, medical, rescue and emergency relief for the workers and
employees employed in the tourism industry. According to key informants, bulk
insurance is in place, especially for trekking and mountain expeditions and the insurance
limit was doubled last year.
The ‘Role of the Government and the private sector’ scores above average. According to
the analysis, the Government’s activities score well overall but are weak on security
outside Kathmandu and Pokhara, rescue, research and international cooperation. NTB
and the private sector are cooperating in matters of tourism promotion and the
professional environment is improving with the Government working on policies and
regulations to attract businesses. An investment board was formed under the Office of
the Prime Minister for mega projects.
The ‘Diversification, expansion and development of tourism’ policy actions focus on the
development of several types of tourism. Some policy actions were implemented for
‘Sports Tourism’, ‘Mountaineering’, ‘Adventure Tourism’ and ‘Ecotourism’ as well as
‘Cultural Tourism’ and ‘Casino Tourism’. However, ‘Rafting’, ‘Cinema Tourism’ and
‘Health Tourism’ scored very low.
Despite a strong focus on poverty alleviation and community participation in tourism in
the vision, mission and objectives expressed in the policy, ‘Rural Tourism’ scores
particularly lowly in the implementation of policy actions. Other areas where actions have
been poorly implemented and must be remedied include ‘Coordination, monitoring and
evaluation’, ‘Development of aviation services’, ‘Concessions and facilities’ and ‘Use of
technology and services’. There will be a focus on these areas in this strategy plan.
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Issue: Overall Tourism Policy, 2065 is comprehensive and describes in details the
intent, wishes and aspirations of the Government. However, there are certain areas that
can be improved with more targeted focus. Under environmental sustainability, the score
only reflects the work that has been carried out in National Parks and Conservation
Areas, World Heritage Sites and for mountain and expeditions. Specific policy actions
dealing with the impact of tourism business operation is very weak. For instance, in
Kathmandu Valley and Pokhara there is no specific policy on waste management and
garbage disposal for tourism enterprises. Furthermore, during the workshops in
Kathmandu and Pokhara, participants clearly reflected the negative impacts on the
environment from the tourism industry. Stakeholders in Pokhara specifically stressed the
need for sewerage management. At the moment, the Government does not have a
specific policy on promoting the use of renewable energy for tourism enterprises. While
the major private sector associations all stress that they have Codes of Conduct for their
members to follow regarding environmental protection, this is not enforced and
implemented by the Government.
In terms of tourism and the environment, the tourism policy should link into the policies of
the Ministry of the Environment such as its Nepal’s Climate Change Policy (see Section
2.11).
On its own, the Tourism Policy 2065 is not a guiding document able to drive the
implementation effort. Because the policy is not linked to a strategic plan the bodies
responsible for its implementation just have the policy actions to guide their activities.
However, these are lacking methodology, targets, timelines, and a monitoring and
evaluation mechanism; furthermore, it is not clear which bodies, institutions or
organisations are responsible for these actions. It appears that several of the policy
actions are quite similar and repeated with minor nuances.
The policy needs to be revised so that there is a clear mechanism that will ensure that
actions are taken to implement the policy areas identified, with responsibilities and
schedule allocated to both public and private sector stakeholders and that an evaluation
and monitoring mechanism is put in place to ensure that the actions have been
completed successfully or to introduce remedial actions.
2.8.2 Tourism Vision 2020
Building on the substantial increase in arrivals to Nepal and in investment in the tourism
sector after the 2006 peace accord and the drafting of the Tourism Policy 2065 (2008),
MoCTCA in partnership with industry partners formulated Tourism Vision 2020 in 2009, a
strategy document designed to guide the development of the sector to 2020. It provides
clear goals and strategic guidelines for tourism development, a Vision and Overarching
Goals (which are presented in Chapter 3 of this document) and a set of objectives with
strategies to achieve them. These objectives with their strategies are to:







Improve livelihoods and spread the benefits of tourism (11 strategies)
Tourism into the Nepal economy (3 strategies)
Expand the tourism product offering (5 strategies)
Promote destination Nepal (6 strategies)
Enhance all aspects of aviation (8 strategies)
Attract new tourism investments (3 strategies)
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Each of these objectives is supported by a range of strategies/strategic guidelines,
among others concentrating tourism around a main hub in each of the regions. The
document also presents a list 20 immediate actions and 11 long-term actions relating to
the objectives and strategies.
Issue: Whilst Vision 2020 is a good concerted effort by the Government and the private
sector working together to guide the development of the sector to the year 2020, there
are issues that are hindering its successful implementation. There is no plan in place to
achieve Vision 2020. In the Tourism Policy 2065, the Government clearly states that
‘Master Plans shall be formulated for the development of the tourism industry along with
concept of regional development and such shall be implemented while including them in
periodic plans and annual programmes’. This policy has not been implemented to this
date. Clearly, the strategies proposed in Vision 2020 are not supported by an Action
Plan, which would identify resources required, time schedules to respect and bodies
responsible for implementation.
Reviewing the achievement of 2011 when the target was set at attracting one million
international visitors, it is clear that this was not attained. Therefore, the targets set in
Vision 2020 of 2 million arrivals by 2020 should be reassessed in light of global, regional
and national socioeconomic environment and current and forecasted growth trends.
2.8.3 The regulatory framework
The tourism sector is subject to many acts and regulations, such as:
Acts:









Tourism Act, 2035 (1978)
Nepal Tourism Board Act, 2053 (1997)
Civil Aviation Act, 2015 (1958)
Civil Aviation Authority Act, 2053 (1996)
Nepal Air Service Corporation Act, 2053 (1996)
Immigration Act, 2049 (1992)
National Parks and Wildlife Conservation Act, 2029 (1973) last amended in 1992
Labour Act, 2048 (1992)

Regulations:











Nepal Tourism Board Rules, 2055 (1998)
Hotel, Lodge, Restaurant, Bar and Tour Operator Regulation, 2038 (1981) – this
has recently been updated but has not been published yet
Homestay Operating Procedure, 2067 (2010)
Hiking Related Rules, (2002)
Mountaineering Expedition Regulation, 2059 (2002)
Rafting Regulations (1996)
Civil Aviation Rules (1996)
Civil Aviation Accident Investigation Rules (1967)
Aviation Safety Regulations (1989)
Airport Operation Regulations (1981)
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Immigration Regulation, 2051 (1994)
Internal Procedural Directive (2007)

The main act regulating the tourism sector is the Tourism Act, 2035 (1978). It has been
amended several times, the last in February 1997. The Act covers the basic regulatory
framework to enable and control the tourism business environment.
Issue: During the workshops and stakeholder consultations, the private sector raised
several concerns that their specific requirements were not being addressed or enforced
either in the Act or in the Regulations. These include:


Pricing: there is a provision by law that every enterprise should submit the price
list of its products and services. However, this is not being enforced. Private
sector associations are requesting that the Government provides stricter controls
on price transparency to avoid the rampant undercutting that is experienced in
the industry.



Penalties: companies that are not abiding by the regulations or behaving in a
way that is detrimental to the industry should be penalised through fines and
eventual closure for a limited period. While this provision is clearly stated in the
Act, it is not being strictly enforced. Stakeholders at the workshops suggested
further sanctions for firms that persistently ignore the rules and/or those that act
in a fraudulent manner. In the worst case scenario they request that the Act be
amended to include the provision of closure of rogue firms and banning them
from operating in the industry in the future. They would like to see fines
increased.



Provision of guides: The Tourism Act, 2035 clearly states that a person who
would like to become a guide must have a licence issued by the appropriate
authority but private sector members complain that this is not being implemented.
They request enforcement of this rule and regular inspections to be carried out.
Guides operating without a licence should be sanctioned.



Employment and minimum wages: The Tourism Act still follows the Labour Act
in terms of employment and minimum wages for skilled, semi-skilled and
unskilled workers, based on conditions in other industries rather than on the
specific nature and requirements of the tourism sector, particularly for employees
working in high-altitude trekking and expeditions. This has caused conflicts
among workers and entrepreneurs and has resulted in the fixing of minimum
wages. The private sector requests that the tourism labour force be categorised
by type and nature of work, with corresponding minimum wages, and this should
be included in the Act and in the regulations.



Waste management: Although waste management is mentioned in the Act, it is
not supported by clear guidelines and regulations and is rarely monitored.
Stakeholders request that the Act and regulations be revised and the rules
enforced.



Trekking Information Management System (TIMS): TAAN is requesting that
TIMS is applied to all major trekking trails in Nepal to monitor tourists on routes
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but also enterprises that are operating in the sector to ensure that they are
abiding by the rules and regulations.
2.8.4 Restricted areas and permits
Tourism in Nepal is affected by the number of permits that have to be obtained to
participate in some tourism activities and by restrictions on visiting certain areas of
interest. Many of these fall outside the control of MoCTCA. The private sector requests
that a single permit system is applied within an area so that all the necessary permits
can be obtained from a single source. In terms of restricted areas, communities living in
these areas feel disadvantaged because tourists are deterred by the high taxes imposed
on entering these areas. They request that the existing Restricted Area Regulations are
reviewed and relaxed to attract more tourists to their areas.
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2. 9 Investment and Business Environment
This section analyses several indicators and situations that have a bearing on tourism
investment and the tourism business environment.
2.9.1 Tourism product potential
As previous sections have testified, Nepal is very well endowed with tourism assets and
resources and the country can offer multiple products to the tourism world. However,
investment in the development of tourism infrastructure through the development of
tourism commodities and services, and their marketing and increased access is a major
challenge (Economic Survey, Government of Nepal, 2013).
2.9.2 Government priority
The manifesto of the major political parties in the recent election all declared the tourism
sector to be among the top three priorities for the development for the Nation. The
Government plan (Approach Paper for 13th Plan) also has accorded high priority status
to the sector. However, this has not yet been translated into policy reforms that
encourage the involvement of the private sector and FDI in the sector. From this year,
there will a significant shift in the budgetary allocation in favour of the sector (more
below). Accordingly, subsequent policy reforms may be addressed.
2.9.3 Current Investment scenario in tourism sector compared to other
industries
Tourism represented 17.7% of the total number of registered firms in 2012, 7.7% of total
project costs and 8.26% of capital formation. It is the third most attractive sector for the
private sector (after energy and the service sector). There were 855 registered tourism
firms, with NRs 389,563.6 million of project costs and NRs 34,269 million of capital
formation (88% of the total project costs). Annual registration currently stands at 61
(7.6% annual growth) with annual investment of NRs 1,649 million (annual growth of
5%), as shown in Table 28. The Government has specified additional benefits in tax and
incentives to export industries and priority industries. However, the tourism sector is not
considered in these categories, except for a few rural tourism products. Conditions will
therefore be the same as for other industrial firms. Tourism incentives in the countries
with fast tourism growth will need to be studied and reforms to the existing system will
need to be pursued.
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Table 28: Licensed industries for operation (in NRs 10 million)
Production
Orientation

Number

Total Project Costs

Until
2011/
12

%

Services

1,356

28.1

105

8,851.50

17.7

95,967

6,398.05

15.42

894.07

Tourism

855

17.7

61

3,864.36

7.7

181.07

3,426.90

8.26

164.89

40

0.8

2

621.90

1.2

49.00

587.5

1.42

45.60

114

2.4

33

18,319.91

36.7

5,501.49

17,611.27

42.45

5,326.36

217

4.5

12

1,142.72

2.3

16.12

967.93

2.33

14.27

42

0.9

7

374.38

0.7

16.40

330.40

0.80

12.91

4,831

100.0

279

49,961.91

100.0

8,447.74

41,485.43

100.00

7,936.18

Construction

Energy

Agro-based
Mining
Total

FY
2011/
12

Total Fixed Capital

Until
2011/12

FY
2011/12

Until
2011/12

FY
2011/12

Source: Department of Industry/Economic survey

2.9.4 Foreign Direct Investment
International experience shows that attracting FDI is key to promoting tourism products,
providing value additions to rural tourism and connecting foreign tourists to the
destination resulting in a faster growth of tourist arrivals. FDI is allowed in Nepal up to
100% except in industries on the negative list. Permission is granted for the use of
foreign technology, repatriation is allowed of the amount received for (a) sale of the
whole or any part of the equity, (b) benefits or as dividends against foreign investment
(c) payment of principle and interest on any foreign loan and (d) amount received under
the agreement for the transfer of technology in specified currency assets. Likewise, no
tax is imposed on interest income earned by a foreign investor from foreign loans. Only
15% income tax is levied on royalty, technical and management service fees. The
industry receives priority in the supply of electricity but not in the cost. Freedom is
granted in fixing prices of products. Business visas are granted to foreign investors or
their dependent family members or authorised representatives to stay in Nepal for as
long as they maintain their foreign investment. A foreign investor and his dependent
family members are also granted residential visas for investments higher than USD
100,000, or an equivalent amount in any convertible foreign currency, as long as he
maintains the investment53.
Of the firms approved in all sectors for foreign investment at the end of FY 2011/12, 195
(8.4%) were large-size firms, 262 (11.2%) were medium-sized firms and 1,878 (80.4%)
were small-size firms. About a quarter of firms licensed for FDI are involved in the
tourism sector. Firms licensed for FDI in the sector accounts for only NRs 83 million
(USD 830,000) a year, a very small amount although growing at about 9.9% a year from
53

FNCCI ‘Federation of Nepal Chambers of Commerce and industry website
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low base. FDI flow into the country is very small suggesting that the sector is not
attractive to foreign investors. Overall, foreign investment in licensed firms in the sector
accounts for 45% of the total (Table 29) compared to 53 % in the entire industrial sector.
From the FDI perspective, the tourism sector is the third best choice in Nepal, as shown
by the number of license obtained. India tops the list of FDI with 525 firms, followed by
China with 478, USA with 198, South Korea with 170 and Japan with 167, respectively.
Data from the Department of Industry shows that FDI commitment in 2012 was only NRs
7 billion. It increased to NRs 19 billion in 2012-13, after the reactivation of the Investment
Board in 2010/11. Tourism appears to have been the second best choice after the
service sector in commitments made. However, commitments do not necessarily imply
actual investment if those making the commitments are not confident with the situation,
including the on-going political scene. The need for political stability and foreign
investment protection agreement are the principal FDI issues in Nepal at present, as the
country is suffering from labour unrest and the vandalising of industrial building. Double
taxation avoidance agreement is another condition to attract FDI. Currently, Nepal has
double taxation avoidance agreement with only 10 countries (Department of Industry).
Table 29: Licensed firms for foreign investment
Number

Total Project Cost
( NRs million)

Net Fixed Capital
( NRs million)

Until
2011/12

Until
2011/12

Foreign Investment
( NRs million)
% of
Net
fixed
capital

2011/1
2

2,654.36

61.20

98.85

182.11

1,497.21

64.98

199.75

1,994.61

77.87

923.78

46.31

83.75

0

268.31

0

276.28

102.97

0

Types of
firms

Until
2011/
12

Production
Oriented

743

31.8

31

5,815.19

353.74

4,337.28

301.41

Service
Oriented

756

32.4

106

2,807.02

211.48

2,304.13

Tourism

625

26.8

64

2,132.12

90.47

42

1.8

0

360.53

Construction
Energy

%

2011/
12

2011/12

2011/12

Until
2011/12

51

2.2

4

4,576.87

500.95

4,521.35

483.25

1 751.63

38.74

299.75

Agro-based

75

3.2

15

184.86

17.42

124.86

15.10

105.55

84.53

16.22

Mining

43

1.8

7

533.42

17.17

435.43

13.07

306.19

70.32

15.77

2,335

100

227

16,410.03

1,191.23

13,985.77

1,072.81

7,515.00

53.73

714.09

Total

Source: Department of Industry

2.9.5 Budgetary expenditure in the tourism sector and MoCTCA’s on-going
tourism programmes
Tourism development needs various types of Government expenditure. Basically, the
Government is expected to invest in public good products to facilitate the sector because
many will share the benefits. Infrastructure development, information generation,
marketing, branding, research etc. mostly fall within such category. Direct Government of
Nepal expenditure on the tourism sector has been through MoCTCA by supporting
various institutions and the Nepal Tourism Board. NTB’s expenditure is mainly on
marketing and product development and their annual spend amounts to around NRs 400
million (funded through the service fee of NRs 500 per tourist collected through the
airport tax).
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Current MoCTCA investment programmes in tourism sector include (i) developing 18
selected districts, with the objective of reaching 2 million tourists arrivals by 2020; (ii)
tourism-related infrastructure development; (iii) the promotion of culture; (iv) the
protection of World Heritage Sites and monuments and other national heritage treasures;
(v) the promotion of rural tourism focused on homestays; and (vi) the dissemination of
information in the sector. Currently, it has been considering at investments in (a) the
international airport at Nijgadh (Central Terai) under the BOOT system, (b) improving
Tribhuvan international airport, (c) initiating the construction of Bhairahawa and Pokhara
as international regional airport, (d) developing Biratnagar, Janakpur, Bhairahawa,
Nepalganj, and Surkhet as regional hubs for flying to hill and mountain districts, and (e)
enhancing the capacity of remote area satellite airports.
The Ministry’s budget is NRs 7.9 billion with NRs 4.2 billion (53%) from Government
sources and the rest from external sources (foreign loan and grants). MoCTCA has
projected its development programme expenditure at NRs 8.8 billion for 2014/15 and
NRs 10.1 billion for 2015/16 with a growth of about 12.5% in nominal terms (about 4-5%
in real terms). Last year, its estimated budget expenditure on development programmes
was NRs 3.8 billion. The budget was increased by more the 100% for the current year,
basically in the areas of (a) South Asia Tourism Infrastructure Development programme
(b) aviation capacity enhancement, and (c) additional resources available to the Civil
Aviation Authority for the development of airports. With some exceptions, the budget was
increased also in most other areas.
2.9.6 Macroeconomic stability and foreign exchange reserves status
The macroeconomic fundamentals of the country are stable and reasonably strong
despite the past conflict and the continued political instability. The growth rate of the
economy is 4% a year in real terms. The annual growth rate of Government revenue is
18 % and the annual rate of inflation is within a manageable limit of 9% a year. The
outstanding foreign debt of the country is 18 % of GDP and the internal borrowing is 2.3
% of GDP. The foreign exchange position is comfortable, though it is mostly funded
through remittance, which stands at 25 % of GDP (Table 30). The foreign exchange
reserves provide a conducive environment for financing repatriation and the demand for
imports of capital goods. The Government is not tightly constrained by its fiscal situation.
However, a conducive political environment for investment is essential and main
challenge at present.
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Table 30: Macroeconomic fundamentals of the country (F/Y2012-13)
Macroeconomic fundamentals 2012-2013
Economic growth rate (%)
(Annual average of last three years)

4.0

Revenue /GDP ratio %

Gross national saving to GDP

38.4

Internal
borrowing
national income

18.5

Balance of payment

Surplus

Rate of inflation

9.1

Foreign exchange saving

9.2 months equivalent of
import of goods and
services

Outstanding debt as % of GDP

30.1

Outstanding foreign debt
as % GDP

17.6

Annual growth
revenue%

rate

of

fiscal

17.0
to

2.3%

Source: Economic survey 2012-13

2.9.7 Low labour productivity and skills
Migration out of the country of both unskilled and skilled labour to foreign markets is
high. The lack of sufficient job creation in the country has been a challenge to retain
semi-skilled workers in the country. Some 350,000 to 400,000 workers leave the country
every year. 54 This has led to a shortage of skilled and semi-skilled workers in the
industrial sector. Tourism also suffers from the problem of low labour productivity and
high cost of hiring. Mismatch of training provided for the types of jobs available are cited
as major problems in the tourism sector.
2.9.8 Infrastructure and IT
The poor aviation infrastructure in the country is a major problem and needs immediate
attention. Road construction is growing at a double-digit rate by connecting both the
North-South and East-West corridors of the country. The expansion of the roads has
increasingly opened up more tourist destinations every year. However, airport
development at tourist destinations has been a major constraint to the expansion of
tourism. The Government’s high priority is currently airport improvements in the central
hills area, which is going to benefit the tourism sector. Kathmandu, Pokhara and
Bhairahaw airports are the priority for improvement in the immediate future. Likewise,
additional airport improvements are also a high priority. The hills highway and the Great
Himalaya trail development are also of importance to the Government. However, due to
resource limitations, the country infrastructure development and improvement in airport
infrastructure may be slow. Tourism products development in the medium-term has to
take this into account, i.e. starting with what is already available.
Information technology is expanding very fast in the country. District headquarters and
towns are already connected by mobile, telephone and Internet networks.
Mobile/telephone connections have already reached to more than 70% of the population.
This is considerably improving rural tourism.

54

Nepal Migration Survey (2009 Census)
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2.9.9 Electricity and power supply
Power supply is major constraint for larger investment in the sector. Currently, load
shedding reaches up to 16 hours a day during the dry season. Even during the rainy
season, load shedding of 6 to 7 hours a day is common. However, this situation is
expected to improve in the medium term. Given the demand and supply of electricity in
Nepal, it is expected that the load shedding problem will be fully resolved within seven
years.
Issue: Given the current situation large investments cannot be expected in the tourism
sector within the next five years unless the Government comes up with a policy that
favours investment in the sector.
2.9.10 Local level and community involvement
The Local Self Governance Act, 1999 has empowered Village Development
Committees, District Development Committees and Municipalities to develop and
preserve tourist areas and to address pollution at tourist destinations. In addition, they
have development and protection roles in forestry and water sources. VDCs have been
bestowed the roles of developing trails and tracks in rural areas. District and
municipalities can also build and improve roads. Several village communities own and
protect community forests. The Government of Nepal shares 30% of tourism entrance
fees collected at Protected Areas with DDCs. Thus, there is an adequate legal
framework for partnerships to be built with local communities to develop tourism for the
benefit of both investors and local communities. With this in mind, NTB has been
supporting DDCs in the development of District Tourism Master Plans; ten such plans
have already been prepared. However, development opportunities in the local tourism
sector have attracted few investors until now.
2.9.11 Proposed federalism in the country
Federalism is on the agreed political agenda of the country. Accordingly, the new
constitution that will be drafted by the recently elected Constituent Assembly will design
the framework for Central, State and Local Level Government, with relevant expenditure
and revenue assignment. Under the federal structure, policy and guidelines are likely to
remain with the Centre, while the product development and management would be
either assigned to the Centre, State or Local Level, depending on the nature of the
product. Revenue assignment could be differentiated by level, with the Centre sharing
parts of its revenue with the states.
Issues identified
Issue: Weak coherence of rules, regulation and policies
The legal and regulatory environment is still considered difficult for investment in the
tourism sector. Though FDI rules and repatriations seem to be reasonable, there are
many other factors that are hindering tourism development. The labour law is unfriendly
to investment because of the strict rules on hiring. On the other hand, workers suffer
from inadequate health, security and working conditions. Furthermore, obtaining land to
develop resorts is difficult. The tourism sector is linked to many other sectors and the
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legal and policy framework of the tourism, forestry, industry, transportation sectors and
others have not been harmonised, which is causing problems for tourism development.
For example, a tourist vehicle is not legally allowed to pick up a domestic tourist, which is
hampering the development of domestic tourism. The tourism policy is only partially
implemented, inter-governmental bodies rarely meet to discuss the tourism sector and
the tourism industry has not been selected as a high priority industry in the industrial
policy, with the exception of a few rural tourism products.
Issue: Lengthy administrative registration procedures for tourism firms
All tourism firms have to be registered with the Department of Industry (DOI) and then
MoCTCA licenses them. The Industrial Division of MoCTCA facilitates the process by
providing the necessary information. Applications can also be filled electronically. All
agencies, hotels and restaurants serving tourists have to be registered and licensed.
The Industrial Division of MoCTA monitors the requirements of other institutions.
However, in practice, the monitoring has been weak because of lack of staff and
resources at MoCTCA. There are several institutions involved in the registration process
depending on the product and category (small to large) of the firm to be registered.
As rules and regulations are multi-sectoral, it takes a long time to complete the licensing
procedures, because co-ordination among the sectors is weak. Stakeholder feedback
during the workshop explained that there is a need for a single location to obtain all
necessary information and to complete all required procedures to get applications settled
faster. Some successful countries like Sri Lanka have adopted such a procedure. A
system to follow-up applications and a unified information dissemination system from a
single location has yet to be developed in Nepal, although it has been talked about.
Therefore, a one-stop service unit (OSU) should be developed at the Ministry. The
Industry Division would be the indicated institution to manage licensing and approvals in
the tourism sector from a single location. Some procedures already in place already
partially fit the OSU concept and need to be enhanced.
Issue: Political Instability
Political instability has been going on for long time in the country. The recent elections
may settle the situation for a while but this is not guaranteed and the threat of boycotts
and strikes that affect the development of tourism is always there. As the constitution
building process is likely to take more than a year, significant growth in tourism arrivals is
not expected over the next two to three years.
Conclusion
While there is high potential for tourism development in Nepal, exploiting its natural,
cultural and religious tourism resources, the opportunities are undersold. Several areas
need to be addressed to improve the investment and business environment. These
include expanding and improving the aviation infrastructure, resolving power shortages,
reviewing the regulations and administrative procedures to make them more conducive
to investment, reviewing the legal, incentive and procedural aspects to make them
attractive for FDI, building the capacity of middle level human resources, selecting
tourism industry as an industrial priority, enhancing local level participation as well as
settling political instability.
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2.10 Tourism Human Resources in Nepal
Tourism in Nepal contributes significantly to employment and job creation. The
Government of Nepal has identified the tourism sector as a ‘national priority industry’
because it provides income for impoverished rural communities, particularly where other
viable development opportunities are very limited. As tourism numbers increase, so
should job opportunities and the need for a competent and well-trained workforce to
provide the services required across a wide range of market segments and tourism
products. One of the goals of Nepal’s Tourism Vision 2020 is to expand economic
opportunities and increase employment in the tourism sector to one million by 2020. In
particular, the Vision aims to generate employment in rural areas enhancing the
inclusiveness of women and other deprived communities.55
2.10.1 The contribution of tourism to employment in Nepal
(1) Direct employment in tourism
Tourism makes a significant contribution to employment in Nepal, both from the formal
and informal sector, through direct and indirect jobs.
Tourism directly supported 553,500 jobs (3.6% of total employment) in 2012. This is
expected to rise by 7.0% in 2013 and by another 3.4% annually to 829,000 jobs (4.2% of
total employment) in 2023 (Figure 22)56,
Figure 22: Direct contribution of tourism industry to employment

Source: WTTC, 2013

55
56

Nepal Tourism Vision 2020, Ministry of Culture, Tourism and Civil Aviation, May 2009
WTTC Travel and Tourism Economic Impact 2013
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(2) Indirect employment in tourism
In Nepal, many tourism-related or induced jobs (such as in agriculture, handicrafts,
construction and public works) add to the total contribution of travel and tourism to
employment, and in 2012 was 8.2% of total employment (1,255,500 jobs). This is
expected to increase by 7.1% in 2013 to 1,344,500 jobs and rise by 3.4% each year to
reach 1,877,000 jobs in 2023 (9.5% of total) (Figure 23)57.
Figure 23: Total contribution of tourism industry to employment

Source: WTTC, 2013

(3) The split between hospitality and tourism jobs
Using the figure of 553,500 people directly employed in tourism in Nepal, it is possible to
estimate the numbers of staff employed in either hospitality or tourist jobs and then
project this over the next ten years to arrive at the staffing needs of hotels and travel and
tour companies each year. This will help in HR planning and in providing relevant
training over the next ten years.
(a) Employment in hotels
Based on the estimates of registered and unregistered accommodation in Nepal in 2011
(Sedai, 2011)58 – there were a total of 2,604 accommodation enterprises with 35,789
tourist rooms in the 15 major and five minor tourism sites of Nepal. Staff to room ratio in
hotels can vary from 2.5:1 (2.5 full time staff for every room available) in underdeveloped countries, through a ratio of 2:1 in countries like China and 1.75:1 in India59. If

57

WTTC Travel and Tourism Economic Impact 2013
Sedai. R.C (2011) Tourist Accommodation Facilities in the major Tourist Areas of Nepal
59
Narasimhan S.L. (2011) Staff to room ratio – indicator at best. http://www.blog-igniteinsight.com
58
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Nepal uses the same ratio as India, it would mean that the 2,604 enterprises (with
35,789 rooms) would need to employ 62,630 staff to operate their hotels.
(b) Employment in tourism-related jobs
If 553,500 people were working in tourism in 2012, with only 62,630 in the hotel sector,
then it would suggest that the balance of 490,870 employees were working in nonaccommodation enterprises - restaurants, travel agencies, trekking companies, tour
guides, rafting, tourism police and adventure sports (Figure 24).
Figure 24: Estimated breakdown of tourism jobs in Nepal for 2013

Source: Calculations based on WTTC data

2.10.2 Future manpower needs
(1) Expected growth in tourism accommodation and services
When elections are completed and investor confidence picks up in the hospitality sector,
it is estimated that Nepal will have at least five new five-star hotels in the next five years.
Figures from domestic and foreign investors indicate an investment in 65 hotel projects
that will add 3,036 beds to the country’s tourist accommodation capacity60. Examples
include the 225-room Sheraton Kathmandu Hotel, a partnership between MIT Group
Holding Nepal and Starwood Hotels and Resort Worldwide, who will manage the
property planned for opening in 2018. Nepal Hospitality Group has signed a
management agreement with a subsidiary of Marriott International to open a four-star
property Fairfield by Marriott Kathmandu. The proposed 10-storey hotel in Thamel will
have 108 rooms and is due to open by the beginning of 2016. In addition, some of
Nepal’s large companies such as Golyan Group, TM Dugar Group and Chaudhary
Group are investing heavily in the hotel sector.
Issue: An assessment and projection should be made of tourism employment capacity
over the next five to ten years, with the intention of matching tourism skills training
supply to demand and informing vocational and tertiary training establishments of the
60

Kathmandu Post (16.09.2013-09:38) Increasing number hotels and resorts across the country
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potential scope and demand for trained manpower. The drafting and execution of such a
plan will require close collaboration with private tourism operators as they are in the best
position to provide information of HR needs, ensure adequate opportunities for
practicum placements and eventually employ tourism graduates.
The projected growth of tourism in Nepal, along with the increase in tourism jobs to meet
this growth (829,000 by 2023: WTTC)61 suggests there will be a need to provide a much
greater range of training and development opportunities to ensure there are enough
trained personnel both in hotel jobs (11% of total needs) and tourism-related jobs (89%
of total needs) (Figure 25).
Issue: An in-depth training needs assessment should be conducted to establish the
current and future employment and training requirements for the tourism industry.
Figure 25: Projected hotel and tourism jobs in Nepal for 2023

Source: Calculations based on WTTC data

(2) Jobs across the tourism value chain
The tourism value chain details the steps and the organisations or tourism staff a tourist
interacts with from the moment they decide to travel to the completion of their trip. The
cumulative activities represent tourism in its entirety. While tourists may choose to
bypass some activities, Figure 26 is a broad classification and helps to identify the
occupations that interact at each stage in the chain.

61

WTTC Travel and Tourism Economic Impact 2013
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Figure 26: Tourism value chain in Nepal62

Source: Adapted from: Christian, M., 2010

Table 31 63 provides an overview of the most important job profiles linked to each
segment of the tourism value chain and helps to identify the areas for training and
development along the Nepal value chain. There are backward linkages between
specific good suppliers (such as handicrafts and food on the trekking trails) for
homestays and teahouses, and there are forward distribution linkages for all tourism
enterprises. There can also be horizontal linkages between enterprises in the same
value chain segment such as local tour operators and specialist guides.

62

Adapted from: Christian, M. (2010) Tourism Scoping Paper. DFID
Adapted from: Duke CGGC (2011) The Tourism Global Value Chain: Economic Upgrading and Workforce
Development, Center on Globalization, Governance and Competitiveness, Duke University
63
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Table 31: Job profiles in the tourism global value chain
Position

Minimum formal Training/
Education
Experience

Job Description

Skill
level

Distribution
Sells and arranges tours in
local destinations and acts as
Local
a broker between guides,
Arranger
excursion operators, and
tourists.
Promotes tourism destinations;
plans, organises and sells tour
packages and provides
Travel Agent
general travel information and
assistance. Must be
licensed/certified.
Designs, plans, and arranges
package tours, negotiates
Tour
rates with suppliers, and sells
Operator
travel products. Most are
licensed/certified.
Transportation and entry

High school
diploma/technical
education

Management
and soft skills



Certification
Programme,
technical
education

Technical
training



Technical
certification/
Bachelor’s
degree for owner

Internships for
support staff
Management
and soft skills.



Transport
drivers

Responsible for transporting
tourists to and from airports,
hotels, and sites. Most are
licensed.

No formal
education
required,
licenses,
insurance

On-the-job
training



Airline
Agents

Responsible for sales and
customer service including
tickets, reservations, check-in,
missing baggage and cargo
shipments.

High school
diploma/no formal
education

On-the-job
training



Immigration
and customs

Responsible for
documentation and security

High school
diploma/no formal
education

Technical
training,
internships



On-the-job
training



Lodging and Food
Housekeeping

Food and
beverage

Front Office

Responsible for cleanliness,
room preparations, laundry,
inventory, and maintenance.
Plans, organises, and
operates hotel room service,
bar, restaurants and/ or other
food and beverage services.
Responsible for front desk
operations (check in and
check out), customer
feedback, and customer
assistance; and manages

No formal
education
required; literacy
and numeracy
skills
Technical
certificate or
diploma
Programme
Technical
diploma or
certificate
Programme
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On-the-job
training and
internships
Technical and
on- the-job
training and
internships
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reservations and room
assignment.
Responsible for upkeep and
maintenance of
Home stay,
accommodation, receiving
teahouse or
visitors, food, health, safety
lodge owner and hygiene. Ensuring supply
of local food and materials.
Communication with guests
Responsible for hotel
operations, budgets,
supervising quality standards,
Management
hiring and training staff,
enforcing hotel policies, and
monitoring profitability.
Excursions
Offers tourist products such as
Retail
handicrafts and souvenirs for
tourists to buy.
Plans excursion itineraries,
Local Guide,
arranges transportation to site,
including
leads individuals or groups,
culture,
and advises on safety and
pilgrimage
emergency measures. Must be
and heritage
licensed/certified
Guides activities and provides
Specialist
specific services such as
guides canoeing, rafting, mountain
adventure
climbing, trekking etc. Most
activities
are licensed.

Skill
Level

Low 
No formal
education;
experience

Low–Medium 
Literacy and
numeracy
skills; experience

No formal
education,
literacy and
numeracy skills

On the job
training



Technical degree
/diploma or
business/tourism
Bachelor’s
degree

Management
and soft skills;
on-the-job
training



On-the-job
training



No formal
education
required
Degree or
Diploma
Programmes,
technical
certificate
licenses


Technical
training and
on-the-job
training

Technical
certificate
licenses,
insurance
Medium 
Technical
education/
certification

Technical
training and
on-the-job
training
Medium–High 
Technical
education/
undergraduate
degree



High 
University
degree
and higher

Source: Adapted from: Duke CGGC (2011)

2.10.3 Labour migration and the overseas ‘brain drain’
Abject poverty and high unemployment are rampant in Nepal, particularly in its remote
mountain communities. As a result, thousands of Nepalese citizens are emigrating every
day in search of better lives, finding work mainly in the Middle East and other parts of
Asia. The national census in 2011 reported a total of 1,921,429 Nepalese working
overseas, and of these the majority were young men (Table 32)64.

64

Centre for the Study of Labour and Migration (2011) http://www.ceslam.org/map/map.php
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Table 32: Overseas labour migration from Nepal (2009 Census)
REGION

Total

Male

Female

Western Region

579,828

518,502

61,326

Central Region

464,427

395,402

69,025

Eastern Region

429,851

388,619

41,232

Far Western Region

226,075

196,695

29,380

Mid Western Region

221,258

184,811

36,447

TOTAL
1,921,439
Source: Centre for the Study of Labour and Migration

1,684,029

237,410

Over 16,000 Nepalese migrant workers leave every month for the Gulf Cooperation
Council (GCC) countries in search of employment opportunities and better livelihood
options for themselves and their families 65 . The Middle East still remains the top
destination for Nepalese migrant workers and Qatar, Saudi Arabia, and United Arab
Emirates (UAE) were the main destination countries in 201266. The Government actually
encourages and regulates the export of labour through its Department of Foreign
Employment, which provides job vacancies, advice and support67.
This long-term and continuing trend of overseas migration due to the lack of decent work
opportunities at home means that Nepal is losing many of its young people from the
potential workforce, almost 11% in 2009 and rising (Table 33). Numbers are rising with
almost 500,000 departing in 2012 and a similar number expected in 2013.
Table 33: Percentage of Nepal working population working overseas68
Total population (2009)
Working age population (15-64)

26,630,809
17,951,875

100%
61.1

Total working overseas
% of working population overseas

1,921,439

7.2
10.7

Source: Centre for the Study of Labour and Migration

The tourism colleges in Nepal also contribute to the brain drain, as up to 50% of
graduates from the 37 or more tourism colleges in Kathmandu and Pokhara find work
overseas with better pay and prospects69.
Issue: One of the major challenges is for the industry to arrest the brain drain of trained
Nepalese workers moving abroad to earn better money in more lucrative, high-end
tourism destinations such as UAE, Thailand and other locations. Investment in higher
quality tourism services in Nepal will be required to arrest this trend and to provide
adequately lucrative employment conditions inside Nepal. The industry should do more
65

Bajracharya. R. and Sijapati. R. (2012) The Kafala System and Its Implications for Nepali Domestic
Workers
66
Ministry of Foreign Affairs http://www.mofa.gov.np/
67
Department of Foreign Employment http://www.dofe.gov.np/en/
68
Sharma. J.R and Sharma. S. (2011) Enumerating Migration in Nepal: A Review. Centre for the Study of
Labour and Migration
69
Interviews with 8 hotel and tourism colleges in Kathmandu and Pokhara
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to create job opportunities for new graduates from tourism colleges and technical training
schools.
2.10.4 Identified training and development needs in Nepal
(1) Training and development needs of the formal tourism sector
The tourism industry in Nepal is experiencing a steady growth with a rising number of
tourist arrivals each year; this translates into an increasing demand for staff (seasonal
and permanent, formal and informal) in primary tourism services. With a broadening of
the tourism markets (widening from adventure-oriented tourists only, to include cultureseekers, pilgrims, luxury, adventure and nature park travellers), also the expectation for
quality services is rising towards an international standard.
Stakeholder meetings, workshops, interviews with industry associations, NGOs, tourism
experts, government and international agencies and others in the tourism industry 70
identified training and development needs for the public sector in Appendix 2.10.1.
(Summary in Table 34).
The job areas and skills needs are not comprehensive, but reflect the areas that
emerged during the various consultations, a detailed training needs analysis is still
required to identify and prioritise the requirements.
Issue: The priority areas for public sector training and development should be focused
on tourism knowledge (technical, as well as local knowledge) and soft skills such as
communication, customer service and language skills. Marketing, information
management, conflict management and IT skills are also seen as important.
Accelerated management training and re-training may be introduced to expose
government officials at central and local level to the latest trends and developments in
the industry and, where necessary, bring them on par with global industry practices,
including aspects such as renewable energy management, internet and social media
marketing, brand management, e-business, quality advancements, consumer trends and
pricing practices, etc.
In the accommodation sector, the priority areas for most jobs are customer service skills,
communication skills, languages, sales, marketing and promotion, IT skills and health
and safety.
In the tour and travel sector the priority is for a sound understanding of tourism, including
local tourism knowledge and sustainable tourism. Additionally, customer service skills,
communication skills, languages (especially Chinese), health and safety, environmental
awareness and risk management.

70

Stakeholder meetings (around 200 people), site visits, interviews and workshops in all the major regions
of Nepal during October 2013
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Table 34: Training and development needs of the formal tourism sector
Accommodation
Sector

Public Sector
Tourism
knowledge
Communication
Customer service
Language skills
Marketing
Information
management
Conflict
management

Accelerated
management
training
Quality
management
E-business
Brand
management
Social media
marketing
Renewable energy
management
Consumer trends
and pricing
practices

Customer service
skills
Communication
skills
Languages,
Sales
Marketing and
promotion
IT skills
Health and safety

IT skills

Tour and Travel
Sector
Local tourism
knowledge
And sustainable
tourism.
Customer service
skills,
Communication
skills
Languages
(especially Chinese)
Health and safety,
Environmental
awareness
Risk management.

Issue: Increased opportunities for public sector staff training and development is
required to bring the workforce up to standard and improve tourism services.
Management and technical tourism training is also required for senior level staff in the
public sector. More training courses should be designed and available in Nepal focusing
on soft skills, communication and language skills both for the private and public sectors.
(2) Training and development needs of the informal tourism sector
The numbers of people working in the informal tourism sector, directly or indirectly
employed, is unknown. However,
several
organisations
and
agencies have been working with
the informal sector and providing
training and development. These
include
NTB
supported
programmes, international NGOs
and national NGOs and agencies
– too many to list here. In most
cases,
the
training
and
development linked to the skills
needed to start new tourism
businesses and means to sustain
those businesses.
Informal
include

tourism-related
housekeeping

jobs
and

restaurant service, stall and Photo: HITT training for assistant cooks in Kakani
market salespersons, craft and
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related trade work included handicraft workers in wood, textiles, leather, etc., food
processing and related trade work, and wood treating, cabinet making and related
trades. Elementary occupations include street vendors, domestic and related help,
cleaning, laundry, waste collecting and related work and transport labour.
Identified training needs included: baking, tourism entrepreneurship, guiding rescue
skills, waste management, health, hygiene, sanitation, HIV/ AIDS, gender awareness,
energy alternatives such as bio-gas and solar energy (TRPAP)71, basic women’s health
issues, basic hygiene and sanitation, trekking and eco-tourism, homestay and basic
lodge management, utilisation and promotion of local foods, environmental awareness,
basic conversational English (EWN) 72 , the environment, ecotourism, conservation,
leadership, language, mountain safety and First Aid (KEEP)73.
A training needs analysis conducted by the SNV High Impact Tourism Training
Programme (HITT) for the informal sector found that the poor are engaged in a multitude
of activities both directly in the trekking and accommodation sectors and indirectly in
supply chains such as producers/ suppliers of commodities used between arrival and
departure of tourist (e.g. food, accommodation, handicrafts, etc.), as service providers
(e.g. local specialised guides, transportation services, laundry services etc. and as full
time and part time employees (waitresses, cooks, etc.)74 The areas of greatest training
and development need for the informal sector (rural and urban) is shown below (Table
35)75.
Table 35: Training and development needs for the informal tourism sector
Hospitality

Travel and
Trekking

Environmental
Tourism environmental
awareness
programme (TEAP)
Sanitation and waste
management

Other

Accommodation
management (all types)

Mountain safety
and rescue

Basic management
and energy use

Trekking guiding

Maintenance skills

Porter services

Hygiene and health

Entrepreneurship

Housekeeping and
laundry
Food and beverage
preparation

Tourism health and
safety
Training for
rickshaw pullers

Utilisation / promotion
of local food products

Handicrafts
production
Gender
empowerment

Menu preparation

Handicrafts sales

Agriculture/
horticulture

Basic English

Housekeeping

Transport services

Energy alternatives

Online IT skills

Food safety and
hygiene

Ecotourism

Cultural show

Food/beverage service

Bee keeping

Food supply chain

Communication skills
HIV/AIDS awareness

Source: Stakeholder workshops and meetings, 2013 and HITT, 2010
71

Tourism For Rural Poverty Alleviation Program (TRPAP)
Empowering Women of Nepal (EWN) http://empoweringwomenofnepal.wordpress.com/
73
Kathmandu Environmental Education Project (KEEP) http://www.keepnepal.org/
74
HITT/SNV (2010) HITT Inception Analysis Nepal http://www.hitt-initiative.org/hitt-inception-analysis-nepal/
75
From stakeholder meetings and discussions and from previous tourism training initiatives in Nepal
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2.10.5 Tourism capacity building and poverty alleviation
As the United Nations Human Development Reports show, there is a close correlation
between countries with a high level of revenue from international tourism and the
countries at the top of the Human Development Index (UNDP, 2013)76. Tourism impacts
on human development mainly because it requires good education, health and social
infrastructure. A high level of education and public health provides a foundation for
developing sustainable tourism while benefiting local populations directly, generating a
knock-on effect in favour of human development. Pro-poor policies and significant
investments in people’s capabilities through a focus on education and employment skills
can lead to access to decent work and opportunities.
One of the main advantages of tourism is its ability to spread employment and income
benefits to the broad spectrum of citizens at local level. Nepal has made great strides in
community-based tourism and piloting projects to ensure that local people derive
benefits from tourism. These efforts should be accelerated based on the spatial
development plan and the standards improvement initiative and specific interventions
should be launched to build capacity, skills and quality improvement at local level.
Such capacity building programme should target public officials, community associations
and private individuals at district and village level. Programmes should ideally include
both skills training and mentoring components and contents should be determined in
consultation with District and Village Development Committees. Consideration should be
given to launching a youth tourism development initiative, including a programme of
tourism awareness at schools level as pilot programmes in selected areas.
(1) The informal tourism sector in Nepal
The informal hospitality and tourism economy in Nepal is extensive and largely
unregulated, and refers to all activities that are performed outside the formal structures
that govern taxes, workplace regulations and social protection schemes. Labour
relations are based mostly on casual employment, kinship or personal and social
relations rather than contractual arrangements with formal guarantees77.
The access to formal and non-formal education is often very limited for informal workers.
In Nepal, the informal tourism workforce would include:




Self-employed workers, such as rickshaw pullers, street vendors selling food or
handicrafts.
Micro entrepreneurs with unregistered businesses, such as homestay/teahouse
owners.
Dependent workers, paid or unpaid, such as labour and seasonal workers that
are employed for a daily rate e.g. guides and porters; family members (generally
unpaid) and apprentices/trainees generally paid a fee below the minimum wage
and with insecurity of employment.

76

UNDP (2013) Human Development Report 2013 from http://hdr.undp.org/en/reports/global/hdr2013/
ILO (2002) Decent work and the informal economy, International Labour Conference 90th Session 2002,
International Labour Office, Geneva
77

148

The National Tourism Strategy Plan for Nepal – 2014 - 2023

(2) The unskilled and employed
Nepal has high numbers of unemployed that lack opportunities to employment due to
various employability challenges (e.g. lack of practical skills and work experience). The
National Child Labour Report 2011 also estimates that 1,600,000 children between 5 to
17 years of age are working as labourers in the country, most in agriculture, but some
indirectly supporting tourism enterprises through manufacturing, handicraft production,
portering, street vending etc.78 The Government policies aim to reduce all child labour by
2020.
The ILO estimates that women's employment stands at 46% of the global tourism
workforce, with figures of 50% and above for more established tourism destinations like
Nepal79. Women direct participation in Nepal’s tourism industry is usually as full or part
time employees (mainly in lodge and tea houses) and sometimes as service providers
(vendors, guides, etc.) as well as producers/suppliers of commodities (e.g. handicrafts,
agricultural products, homestays, etc.).
Considering the low levels of skills and technologies in informal activities, the training
needs in the informal economy are substantial. The lack of skills is associated with low
productivity and efficiency resulting affect the ability of small businesses and individuals
to make a proper livelihood. Since these small enterprises cannot always afford to pay
part or full costs of such training, some concessions/subsidies from the state may be
warranted.
Issue: The Government and formal sector needs to support the informal sector by way
of providing concessionary training in areas of hospitality skills, management and soft
skills. In addition, women need to be given more opportunities for training for
employment.
(3) Embedding tourism in the school system
In the medium to long term, the initiative of the Ministry of Education to include tourism in
the 10+2 (Intermediate Level two years) curriculum. It is estimated that around 200
schools have already implemented the tourism curriculum, which it is hoped will
generate interest in school leavers considering study or a career in tourism. Every effort
should be made to introduce tourism into the primary and secondary school curriculum,
to ensure that the coming generation of government and private sector decision makers
are aware of the potential and requirements of a growing tourism industry.
Issue: In order to embed tourism into the national curriculum to meet future needs of the
tourism industry and provide a qualified workforce, the government should consider
introducing tourism into the full secondary curriculum and push to ensure that all 10+2
schools are implementing the curriculum.
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ILO (2011) Nepal Child Labour Report
Sherpa, D, Kruk E and Tamrakar N (2007) Gender and Social Inclusion in Sustainable Mountain Tourism.
In:
Ester Kruk, John Hummel and Kamal Banskota Facilitating Sustainable Mountain Tourism. Volume 1:
Resource Book, pp. 83-92. Kathmandu: International Center for Integrated Mountain Development
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(1) Current education and training status in Nepal
The current status of (registered) education and training provision is shown below (Table
36). As indicated earlier, the majority of university and educational institutions are
located in the main population centres, Kathmandu valley and the Terai.
Table 36: Overall education status of Nepal80
Institution
Schools
Higher secondary schools
Universities

Total

Public

Private

34,361

29,063

5,298

3,383

2,499

884

1,102

90

1,012

3

3

418

72

9

Campuses
Medical institutions (deemed universities)
Technical and Vocational Education
Institutions
Source: GoN, Ministry of Education

346

(2) Formal training institutions
There are more than 37 colleges in the country that offer degrees in hospitality and/or
tourism under the affiliation of Tribhuvan University, Pokhara University, Kathmandu
University and Purbanchal University. There are also a number of hotel management
colleges affiliated with overseas universities from the UK, USA, Switzerland, Austria,
India and Indonesia.
Most of the training is located in the Kathmandu valley with a handful of hospitality
colleges in the main population centres of Pokhara, Biratnagar and Chitwan. The
Council for Technical Education and Vocational Training (CTEVT) also offer hospitality
and cookery training and skills assessment at centres in Nepalgunj, Dhangadhi, Lete
and other locations (Figure 27).
In addition to the 80 or so hospitality colleges affiliated with universities or with CTEVT,
there are hundreds of smaller training institutes all around the country that offer short
hospitality courses to prepare trainees to take jobs overseas. Most of these institutes are
registered as small businesses with the Ministry of Industry, Commerce and Supplies
(MoICS) or through the Department of Cottage and Small Industries (DCSI).

80

Nepal Government, Ministry of Education
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Figure 27: Map showing main cities with hospitality and tourism colleges in Nepal

Issue: There should be an urgent review of the available training courses at every level
for the tourism, trekking, eco-tourism, National Park tourism and adventure tourism
areas. A major review of the standards for these important tourism occupations will be
needed, and development of current, up-to-date curriculum and specialist institutes to
cater for these requirements.
There is an obvious gap in training provision according to the projected numbers of
people employed, or who will be employed in the non-hospitality area, with the focus
from most of the colleges and training institutes on hotel operations and culinary arts.
The current tourism training and education provision is shown in Figure 28.
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Figure 28: Tourism education and training organisations in Nepal

(3) Colleges offering hospitality and tourism degrees
MoCTCA has established two national training academies, the Nepal Academy for
Tourism and Hospitality Management (NATHM) in 1972, and the Mountain Academy of
Nepal (MAN) set up in 2002. The other 30 or more hospitality and tourism institutions are
mainly in the Kathmandu Valley and include the International School of Tourism and
Hotel Management (affiliated with Salzburg University), Silver Mountain School of Hotel
Management (affiliated with American Hotel and Lodging Educational Institute)
Kathmandu Academy of Tourism and Hospitality and many others. Public Youth Campus
has opened a Bachelor of Travel and Tourism Management in Kathmandu.
(a) NATHM began as a vocational training
institution but has expanded to include
higher education at degree level. NATHM
offers a Master of Hospitality Management
(MHM), a Bachelor in Hotel Management
(BHM) and a Bachelor in Travel and
Tourism Management (BTTM) under the
auspices
of
Tribhuvan
University.
NATHM’s strategic plan has the vision of
becoming a tourism and hospitality
training centre of excellence for the region
and an autonomous degree awarding
institution81. It intends to increasingly shift
its focus from vocational to academic,
management level training.
81

Photo: NATHM Training hotel underway

NATHM (2009) Strategic Direction for NATHM
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Building is well advanced for the Academy to open an 80-room hotel on its premises for
student internships and to generate revenues from its rooms and restaurants. NATHM
has also indicated its desire to take over the tourism training certification and
accreditation system, given its intended move out of the vocational training sphere, but
this may be resisted by the other tourism institutions, CTEVT and the universities82.
The role and activities of NATHM as a Government training body should be regularly
evaluated and adapted as required based on the NATHM strategic plan and changing
supply environment. As a government-supported hospitality and tourism school NATHM
should also strive to address market failure in the sector by e.g. launching accelerated
industry learning programmes to fill scarce hospitality and tourism skills such as chefs,
housekeepers and waiters.
Issue: NATHM should also expand its mobile training to reach the mountainous and
rural areas, or hand over this role to another organisation. It should also consider
focusing on its core strengths of hospitality and MoCTCA should assign licensed training
of trekking guides, tour guides, river guides and other adventure sports skills to another
more appropriate training organisation.
Issue: A feasibility study should be undertaken by the Ministry to carefully review the
future role and status of NATHM as either an affiliated college with Tribhuvan University
or as an independent tourism university providing degrees to other institutions. At the
same time, a review of the status and role of the Mountain Academy of Nepal should be
undertaken to establish its future direction.
(b) Nepal Tourism and Hotel Management College (NTHMC) was set up in Pokhara
in 1999, affiliated to Pokhara University and offers a Bachelor in Hotel Management and
other business degrees. NTHMC is unique in Nepal, as it was established as an
educational foundation through the investment of 120 members of the local community
who still serve as the management board.
(c) Chitwan Hotel Training Centre (CHTC) was the first hospitality college in Chitwan,
established in 2003 under the Cottage and Small Industries Development Board
(CSIDB) affiliated with Council of Technical Education and Vocational Training (CTEVT)
to produce middle and basic level trained workforce for the growing tourism and
hospitality market.
(d) The Mountain Academy of Nepal (Parbatiya Prashichen Pratisthan Bikas Samiti)
one of the two MoCTCA-run colleges, is developing a 4-year Bachelor in Mountaineering
Studies, with the first two years delivered in Kathmandu and the final two years at a new
facility on 140 hectares of land in Garma in Solukhumbhu District of Nepal. This will be
the only mountaineering degree in the world and could attract domestic and international
students who wish to study mountaineering and adventure tourism. MAN also plans to
offer short training courses in adventure sports and guiding.

82

NATHM (2009) Strategic Direction for NATHM
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(4) The Council for Technical Education and Vocational Training (CTEVT)
CTEVT is responsible, under the Ministry of Education for technical and vocational
education. Currently, there are around 50 of CTEVT affiliated technical schools offering
hospitality or tourism courses – and most of these run from one week (cooking/baking),
12 weeks (housekeeping) to 26 weeks for front office operations management. Some
schools also offer 3 years’ diploma level programmes, but not in hospitality or tourism.
By all indications the current CTVTC vocational training certification system is not
adequately valued and respected by the tourism industry and does not provide
adequately for mobility (i.e. acknowledgement of qualifications) across the various
industry sectors.
Issue: CTEVT has been criticised by the private sector and by others for not being in
tune with private sector needs. There should be collaboration and consultation with the
private sector to overcome the problem of skills mismatch and make TEVT tourism
qualifications more marketable.
(a) National Skill Testing Board (NSTB)
Skills-testing was initiated in Nepal in 1983 through an autonomous body called the Skill
Testing Authority (STA), which introduced a system of occupational classification,
development of skill standards, skill testing and certification based upon the guidelines of
Asia Pacific Skill Development Project/ International Labour Organisation. After CTEVT
was constituted in 1989, the STA was placed under the umbrella of CTEVT as the
National Skill Testing Board (NSTB). NSTB has developed National Occupational Skill
Standards/Profiles in 257 different occupations and many craft areas have been tested
and certified83.
(b) CTEVT Accreditation Division
There is an Accreditation Division under CTEVT for ensuring the quality of private
technical institutions affiliated with CTEVT. The division is also responsible to provide
equivalency of non-university technical and vocational training of other countries. But the
division is not functional regarding accreditation84. However, accreditation is needed for
distinguishing reputable institutions from others, justified by possession of quality
standards and continuous effort to maintain them at a high level. It also helps in
transferring academic credits to other educational institutions, transferring students and
faculty as well as faculty exchange and cooperation. Accreditation also helps the
educational institutions to know their strengths and weaknesses for continuous
improvement.
The national CTEVT system is perceived by many to be irrelevant, ineffective, and
inefficient with weak links to labour market demands. Though the number of CTEVT
providing institutions has been increased substantially, most of the private institutes are
concentrated in the Kathmandu valley and Terai region. CTEVT should encourage TEVT
providers to run the programs in the remote and mountain region for increasing the
equitable access of the all people.85
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Adhikary.R B. (2010) TVET System in Nepal. UNESCO. http://www.unevoc.unesco.org/
APCCC (2013) Accreditation and Certification for TEVT Institutions in Nepal
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Acharya. T. (2011) A study of Technical Education and Vocational Training Programs in Nepal (CTEVT)
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Issue: A well-developed accreditation system helps the nation to express its confidence
in the suitability and the global competitiveness of its trained work force by the quality
assurance of accredited/nationally recognised educational institutions. Therefore, a
nationally recognised and independent accreditation board is urgently needed.
(c) Enhanced Vocational Education and Training (EVENT)
This project has been established with an agreement signed between the Government of
Nepal and World Bank in 2011. The main objective of this project is to expand the supply
of skilled and employable labour by increasing access to quality training programs, and
by strengthening the technical and vocational education and training system in Nepal.
The project emphasises in increasing access to technical education and vocational
training (TEVT) programs for disadvantaged youth especially poor, living in lagging
regions, female, Dalit, marginalised Janajatis and people with disability through targeting
and other inclusive processes. The project aims to reach approximately 75,000
Nepalese youth, who will get access to short-term skills training, technical education and
opportunities for certifying their existing skills.
Issue: A system for accreditation of prior experience and learning should be part of the
tourism standards development process, so that existing well-trained and experience
tourism employees could receive credit for their competencies and recognition for formal
education credit or exemption. This is a common practice in developed countries and a
system that should be established in Nepal.
2.10.6 Informal training provision
A great effort has been made over the years to provide training to the informal sector, to
rural areas and the more remote districts in Nepal. The organisations are too many to
mention, and their impacts have been varied. NTB have been instrumental in supporting
many of these initiatives, and INGOs local NGOs, trade associations, trade unions,
voluntary organisations, government organisations and others have been involved.
DDGs and VDGs have also been a critical part of the training infrastructure. Two case
studies of informal training provision are given below, the first from Empowering Women
of Nepal (EWN) (Box 2).
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Box 2: Case study - Advanced training programme: rock and ice climbing86
Empowering Women of Nepal (EWN) has expanded its training programmes to include advanced
courses for Senior Guides interested in expanding their skill set. EWN’s advanced training benefits
Nepalese women by expanding the female guides’ capabilities and diversifying the trips they are
able to lead, thus increasing their employment opportunities and self-sufficiency. The advanced
training is available in two levels: first the girls are trained in rock climbing and if they show
exceptional climbing aptitude they can advance to ice climbing. EWN’s rock climbing training was
established in 2005 and 134 women have participated in the programme. The ice-climbing
programme started three years later and 12 women have been beneficiaries of this training.

Photo 3: EWN training in the Annapurna area
In 2008, MMF and EWN conducted their first ice climbing training on Tent Peak (5700m) at
Annapurna Base Camp. In 2009 the two organisations conducted their second ice climbing training
on Chulu West (6700m) in the Manang area of the Annapurna area. In 2010, four trainees and one
representative from EWN went to Poland and also to Italy to receive more advanced technical
training. As a result of the success of the ice climbing expedition, many young trainees are
interested in expanding their horizons further through the advanced training programmes.
Moreover, there has been a significant increase in the enrolment of girls from rural, mountainous
areas who want to become trekking guides.

The homestay training organised by local community groups and NTB in Nagarkot is a
good example of a collaborative training initiative and could be replicated elsewhere
(Box 3).
Box 3: Case study - Homestay training in Nagarkot87
A one-week homestay training course organised by the Nagarkot Community Homestay
Rural Tourism Management Committee with the help of Nepal Tourism Board (NTB), EcoTourism Society and the Nagarkot VDC Office. The training was provided to locals of
Banstola village at Nagarkot-2 who will operate the first formal home-stay facility in
Bhaktapur consisting or 13 houses.
A total of 28 people including 18 women participated in the training, which included
language skills, housekeeping, waste management, welcoming guests, food preparation
and food service.

86
87

EWN (2012) www.empoweringwomenofnepal.wordpress.com
Nepal News April 2013
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Under the Ministry of Industry, Commerce and Supply MOICS, the Department of
Cottage and small Industries (DCSI) and Cottage and small Industries Development
Board (CSIDB) also offer vocational training in various skill areas, including business
skills for small enterprises such as lodges and hotels, restaurants and tour companies.
DCSI and CSIDB offer skills training in 27 and 48 districts through its district level offices
across the country. The main emphasis of both agencies is to facilitate self-employment
and employment creation through skills training.
2.10.7 Raising the quality of tourism training and education
(1) Develop greater gender equality
Gender equality, according to the UN World Tourism Organisation (UNWTO), is an
essential component of a sustainable tourism industry88. In Nepal, much of the tourismrelated work, especially in the more rural areas, is undertaken by women – yet women
have not received the opportunities of tourism education or training that has been
available to men. Women are an important component of the industry’s workforce. They
make up almost half of the formal sector yet they are far more likely than men to be
found in lower-paid, unskilled jobs.
Much of women’s work is unpaid, with women contributing to family businesses 89 .
Finally, in tourism colleges and in the workplace, women’s role in tourism and hospitality
can be stereotypical, with women undertaking certain less-skilled roles (such as
housekeeping) while men assume the front office and cooking occupations. Women
studying at NATHM over the past 20 years have numbered only 20% of the graduates of
the institution90.
Issue: An effort should be made to bring more women into hospitality education, at all
levels, and gender job stereotyping should be discouraged, with women being supported
to take up traditional male occupational training and opportunities.
(2) Develop more facilities and opportunities for study or training in rural areas,
mountain areas and outside KTM Valley
As mentioned earlier, most tourism training facilities and resources are concentrated in
the Kathmandu valley and central region. The colleges are primarily focused on
attracting well-educated students who can afford the tuition fees in order to gain a
degree and travel overseas to work or possible get employment in Nepal. (This is not
easy at the moment due to the slow inward investment in new hotel properties and the
restrictions the trade unions place on accepting new staff into local hotels).
Issue: The real need is for affordable, market-led, up-to-date qualifications for young
people in the regions outside Kathmandu, especially in the rural and mountainous areas
(Figure 29).
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UNWTO (2010) Global Report on Women in Tourism 2010
Equality in Tourism (2013) http://equalityintourism.org/why-gender-matters/
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NATHM (2011) Total Manpower production Chart up to 2010-11
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Figure 29: The tourism training pyramid

Source: Consultant

Practical skills should be imparted at local (community) level to ensure that local people
are able to capitalise on the tourism and hospitality opportunities associated with
industrial expansion. Nepal Tourism Board and MoCTCA should consider how to provide
training in the regions through regional centres that offer support for training and
development for young people and for rural communities. Distance learning and the reutilisation of many excellent training manuals developed in Nepal should be done.
(3) Direct tourism jobs created over the next ten years
Using the WTTC (2013) tourism industry employment figures 2012-2013, the following
table shows the jobs growth over the 10-year period (Table 37).
Table 37: New tourism jobs created each year91
2013

2014

Total
direct jobs 553,500 594,258
in tourism
New jobs
created
38,745
20,205
annually
Source: WTTC (2013)
91

2015

2016

2017

2018

616,477

639,452

663,209

687,775

714,178

740,445

767,606

795,692

828,733

20,960

21,741

22,549

23,384

25,248

26,141

27,065

28,020

29,007

WTTC Travel and Tourism Economic Impact 2013
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(4) The shortfall in trained tourism employees to meet future tourism demand
The number of graduates from the 37 main tourism colleges varies from 30 to 250 per
year (total graduates are around 3,000 per annum at an average of 100 per college).
Add to this an estimated figure of 100 hospitality trainees from the 50 CTEVT hospitality
colleges, then there could be a total 8,000 new hospitality or tourism professionals
entering the marketplace annually. However, currently, at least 50% of graduates find
better-paid work in the Middle East and elsewhere. In addition, retirees (approximately
2.5% of the workforce) plus an estimated 5% who leave for health or other reasons
increases the shortfall of trained personnel significantly (Table 38).
Table 38: Projected new manpower available from the Nepal college sector 20142020
80 colleges
Number of
graduates
50%
overseas
Balance of
graduates
Number of
new jobs
created
Retirees and
staff leaving
Annual
shortfall*
Accumulated
shortfall

2014

2015

2016

2017

2018

2019

2020

2021

2022

2023

8,000

9,000

10,000

11,000

12,000

13,000

14,000

15,000

16,000

17,000

4,000

4,500

5,000

5,500

6,000

6,500

7,000

7,500

8,000

8,500

4,000

4,500

5,000

5,500

6,000

6,500

7,000

7,500

8,000

8,500

20,821

20,205

20,960

21,741

22,549

23,384

24,248

25,141

26,065

27,020

18,371

18,996

19,642

20,310

21,000

21,714

22,453

23,216

24,005

24,870

-35,192

-34,701

-35,602

-36,551

-37,549

-38,598

-39,701

-40,857

-42,070

-43,390

-35,192

-69,893

-105,495

-142,046

-179,595

-218,194

-257,894

-298,751

-340,822

-384,212

Source: Consultant’s calculations (*total jobs created - based on WTTC 2013 - plus retirees
leaving less total of new graduates)

Informal, unskilled labour may make up the missing numbers; however, this implies that
less well-trained workers will be employed. In addition, tourism personnel trained at short
courses from colleges and through the many tourism associations may also help to
make up the shortfall.
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(5) Improve coordination and ensuring common standards in tourism
While various excellent initiatives have substantially enhanced the extent of tourism
training and capacity building in Nepal there seems to be an urgent need for an
integrated tourism and hospitality education and training strategy that is jointly compiled
and monitored by the public and private sector. Such strategy should a) progressively
build an understanding and affinity for tourism from primary school level through to
university level; b) be demand driven and informed by the expectations and needs of the
private sector who will mostly employ qualified students; and c) serve as a coordinating
framework for the efforts of government, donors and the private sector.
Issue: There is an urgent need for standardising tourism and hospitality training in Nepal
and options in this regard should be considered as a matter of urgency. A national
tourism skills council, drawn primarily from the private sector with support from
government should be formed as a body to define the occupational standards for all
tourism jobs and for the basis of an updated curriculum in the training institutions.
Issue: Occupational standards should be developed for all tourism jobs so that the
competencies (knowledge, skills and behaviours) can be assessed and used for skills
development, promotion and job progression.
(6) Ensure quality and provide accreditation
The Government has designed and implemented a number of policy initiatives targeted
at improving the quality aspect of education at higher education and TVET levels. At
higher education level, a Quality Assurance and Accreditation Council (QAAC) was
established and works in collaboration with universities and other tertiary institutions to
improve the quality of higher education (UNESCO, 2008)92.
As indicated the country is in need of a credible, industry supported tourism
qualifications framework that sets required curriculum and teaching standards and
serves as a basis for accrediting training providers and certifying skills qualifications.
Such a framework should ideally provide for skills building through various qualification
tiers and recognition of prior learning. A key challenge is establishing suitable
institutional arrangements for implementing the framework. Such standards and
certification body should be an independent, professionally staffed body not involved in
training provision.
Issue: NATHM would like to take on the role of quality assurance for tourism education
in Nepal, but this may cause a conflict of interest, and a lack of objectivity, as the
Academy is also a major training provider. It may, therefore, be necessary to set up a
separate department or division in one of the Ministry’s agencies to deal with this aspect.
(7) Ensure tourism education aligns with industry needs
The lack of updating of training and education programmes in the colleges, and for
some, a rather dated curriculum, will negatively affect the sustainability of the tourism
industry, and in turn, lead to disappointment of tourists visiting Nepal and adversely
affect local tour operators, employment and foreign exchange earnings. Education
92

UNESCO (2008) UNESCO National Education Support Strategy (UNESS) Nepal 2008-2013.
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management, quality, relevance, and access are also some of the critical issues of
tourism education in Nepal.
Issue: There is a need for the colleges and training institutions to ensure that their
programmes are current and that students are gaining up-to-date, relevant skills and
knowledge to meet the needs of industry.
Many academics at tourism colleges also lack academic qualifications necessary to
teach at higher levels, and to provide the research and critical thinking necessary for
degree studies. Many lecturers at bachelor and master level do not have a master or
doctor degree, and there is a lack of research culture. Students at NATHM, for example,
highly rate its practical courses, but are disappointed in the academic standards93.
Issue: There is also a need to review, revise and raise the quality of curriculum in
tourism colleges and to upgrade the skills and qualifications of the lecturers.
(8) Enhance the tourism culture and skills set
Tourism remains a secondary focused and resourced area, especially at local
government. Private sector collaboration and organisation is relatively weak, both among
private business leaders and between government and private sector leaders. As a
result the tourism ‘voice’ in Nepal remains fairly diluted. The nature and extent of tourism
managerial skills and awareness is limited and the majority of tourism managers service
the entry-level segments of the market.
Issue: There is a need to enhance the skills and knowledge of tourism at all levels of
government, but especially at local level, and capacity building will be required to move
tourism into the next level of service quality and pricing.
(9) Provide more short courses to meet needs of industry
A number of short courses are provided by industry associations, private training
providers, NGOs as well as colleges. These fall across 8 main areas and include 32
types of training courses ranging from one day to nine months duration (Table 39). The
majority of the training courses are offered by NATHM together with some private
institutions and the tourism associations.

93

Focus group interviews with NATHM graduates in Kathmandu and Nakarkot (2013)
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Table 39: Short tourism courses offered in Nepal94
Adventure Activity

Guiding

Mountaineering Guide
Mountain safety and
rescue
River Guide (Levels 13)
Trekking Cook and
Waiter
Trekking Porter
Trekking Guide
Food and Beverage

Religious Guide

Cooking/Bakery
Food Preparation
Butchery
Food and
Service

Accommodation
Travel Agency Ops
Tour
Package
Designing and Costing

Front Office Ops

Heritage Guide

Airlines Ticketing

Bell services

Nature Park guide

IATA Ticketing

Customer Care

Hotel Representative

Domestic Helper

Tourism Promotion

Management

Visitor
Information
Centre Management

Hotel and Travel Trade
Account Keeping

Tour/Local Tour Guide

Destination Planning,
(TEAP) Tourism and
Environment
Awareness
Eco-tourism
and
Biodiversity

Tourism Marketing

Tourism Development
Beverage

Housekeeping

Tourism
Enterprise
Development Training
Hotel/Lodge
Management

Sustainable Tourism

Planning
and
Conservation
Bartending
Tourism Measurement
Source: Adapted from Pandey, 2011
Dining Etiquette

NATHM, in addition to their three degree programmes, has a special mandate from the
government to run short training courses targeting towards rural destinations and people
from disadvantaged communities including women, Dalits and conflict-affected people
from different parts of the country. As per the mandate, NATHM also provides training
scholarships for women on small hotel/lodge management and trekking guide training.
Issue: Conservation-based, ecotourism training could be introduced to expose nature
and culture conservation officials and staff to the potential and requirements of tourism,
including commercial management principles, guest management, marketing, etc.
Qualifications for tour and trekking guide standards and qualifications need to be
improved, renewed regularly and accredited as many guides have renewed their
licences but not received any updating. This should be a mandatory requirement to
ensure that guides are fully competent and up to date with latest techniques and
knowledge.
(10) Industry should provide more training and development to their employees
There is reluctance by many tourism companies, particularly hotels, to provide
development for their staff as they feel the investment will be wasted, and the betterqualified staff will move to other jobs. However, this is a short-sighted view, and in the
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Pandey. R.J. (2011) Capacity Building and Human Resource Development Initiatives: Community Based
Tourism Development in Nepal. Nepal Tourism and Development Review (Volume 1, Issue 1, 2011)
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long term will be to the detriment of the tourism businesses and to the detriment of their
guests and customers.
(11) The power of the unions should be regulated to ensure equity at work
The trade unions, especially in hotels, are very powerful and often hinder the growth and
development to the detriment of service and product quality. Not only do the unions
dictate hiring and influence employment decisions, but they also restrict access of
student internships. Hotel schools have expressed dissatisfaction with the situation
where they have to pay the unions (around NRs 10,000 per student) to allow their
students to take up internships in chosen hotels. Many tourism colleges are now seeking
overseas internships due to this unsatisfactory situation, and this is something that
needs to be addressed by the Government.
Issue: Government should negotiate with the unions to put the case for the long-term
sustainability, growth and job opportunities in the hotel sector by a more flexible labour
employment arrangement to bring in new talent and refresh the hotel service sector.
2.10.8 Conclusion
Tourism, both international and domestic, is one of the pillars of Nepal’s economy and
will help to drive economic growth and create jobs for the population. It is a
multidimensional industry that combines accommodation, distribution, transportation,
and public service institutions. As a result, it provides a large number of direct and
indirect jobs to a wide range of workers with low and high skills. The core of tourism is
human capital and it adds value largely by upgrading labour force skills.
Developing countries have struggled to prepare workers with the skills demanded by
international clients. Weak educational institutions, shortage of adequate trainers and
lack of awareness of international service standards make it difficult to professionalise
the industry to compete globally. Large foreign hotels have established workforce
development programmes to align the local skills with the customer service demanded
by global standards. However, the Nepal tourism industry remains dominated by local
firms that depend on the local education and training institutions and private associations
to enhance employee skills.
Each tourism subsector has a wide range of jobs with varying levels of technical and
nontechnical skills. In particular, success in the industry relies heavily on good
interpersonal skills. Jobs that have direct contact with tourists – immigration officials,
tourist information centres, hotel front office, tour operators, tour and trekking guides, all
call for strong language and communication skills, courtesy, ethics, friendliness, good
behaviour, discipline, conscientiousness, self-confidence, adaptability, creativity and
punctuality (ILO, 2010)95.
International tourists also expect destination service providers to speak their language or
the universal language of tourism: English – and Nepal has a distinct advantage over
many destinations in that the population use English widely. Management-level positions
require undergraduate degrees in hotel and tourism management in addition to on-the95

ILO (2010) Developments and challenges in the hospitality and tourism sector. International Labour
Organisation 2010
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job training and experience. Nepal has the raw materials to enhance its outstanding
tourism products – its natural resources. Now is the time to upgrade and enhance its
human resources to ensure the future of a solid tourism industry in the country.
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2.11 Issues Affecting the Natural Heritage and Overall
Environment
Tourism has an intricate relationship with the natural environment in Nepal, renowned
and attractive because of its natural heritage, and recognised because of its location in
the Himalayas. This has been recognised very early on in the development of the
tourism in Nepal and so also has been the need to protect it.
Nepal has a very strategic location in the middle of the Himalayan range, with high
mountains running all through its northern borders, combined with multiple ethnicities
living within its border and a vast biodiversity of flora and fauna. A great deal of work has
already been done towards the packaging the whole of the Himalaya into one single
multi-stage product through the Great Himalaya Trail (Box 4), which is an undergoing
project, that connects all developmental areas of Nepal. The nation also boasts altitudes
from between 60 m above the sea level to the top of the world in a very narrow stretch
making it very attractive for multiday experiences. This makes it very attractive to
tourism, with a huge potential for product development and diversification. This is a very
huge strength for Nepal to have, which gives it a great potential for scaling the tourism
experience in Nepal. This also offers Nepal the potential to have a product mix that
allows for tourism in all seasons.
Box 4: The Great Himalaya Trail Development Programme
The Great Himalaya Trail (GHT)
Through the Great Himalaya Trail Development
Programme, the Government of Nepal is working
closely with the tourism industry, NGOs and host
communities to ensure that the GHT is developed
into an iconic and globally significant new tourism
product for Nepal and managed in line with
responsible tourism best practices, generating vital
jobs and income for local communities and
contributing to the conservation of the country’s
natural and cultural heritage.
2.11.1 The Government’s commitment to tourism and nature conservation
Through a Protected Area Initiative, currently about 23% of the country (Figure 30) is
protected under National Parks, Conservation Areas, Buffer Zones or Community
Forests (Harry Jones, 2013) 96 , and most of Nepal’s tourism happens in and around
these protected areas. There is a great deal of experience at the government level on
protection, some of the efforts at conservation receiving worldwide recognition. The
Government also has a good level of experience in mitigating the negative impacts of
tourism on the environment through proper management of tourism to minimise
environment damage.
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Figure 30 Protected Areas in Nepal

The Tourism Vision 2020, the latest in the line of government policy initiatives, highlights
the need to sustainably use natural resources and the roles of the conservation areas.
However, the Vision 2020 does not suggest mechanisms or activities that will help
achieve this goal (Harry Jones, 2013)
2.11.2 Climate Change and Tourism
The impacts of climate change are already being felt in many parts of the world, with
tangible impacts on biophysical systems and consequently for the human systems that
rely on these for subsistence and livelihoods (IPCC, 2007b). Mountain regions, in
particular, are recognised as early indicators of climate change, given their sensitivity
and susceptibility to significant climate variability and global environmental change
(Kohler et al., 2010, Kohler and Maselli, 2009, Macchi, 2010). Furthermore, mountains
themselves can play a significant role on regional and global climatic patterns, with direct
consequences for local and downstream ecosystem services. This effectively means that
even small changes in the climate and weather patterns have a direct impact on tourism
in Nepal.
The Government of Nepal promulgated a Climate Change Policy in 2011 in response to
the Climate Change Regime of which Nepal is also a signatory (Shanti, 2011)97. While
the Climate Change Policy does not implicitly write about tourism, the vision, mission
and goals (Box 5) do relate to sustainable development of which tourism is a big part in
Nepal. This also includes specific National Adaptation Programme of Action (NAPA) and
Local Adaptation Plan of Action (LAPA) under which special emphasis has been placed
on taking climate change mitigation strategies right to the community level.

97

Nepal’s Climate Change policy and plans – Local communities’ perspective – 2011, Helvetas
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Box 5: Nepal's Climate Change Policy: Vision, Mission and Goals
Nepal’s Climate Change Policy 2011
Vision
This policy envisions a country spared from the adverse impacts of climate change,
by considering climate justice, through the pursuit of environmental conservation,
human development, and sustainable development - all contributing toward a
prosperous society.
Mission
The mission of this policy is to address the adverse impacts of climate change and
utilise the opportunities created from it to improve livelihoods and achieve climatefriendly physical, social and economic development.
Goal
The main goal of this policy is to improve livelihoods by mitigating and adapting to
the adverse impacts of climate change, adopting a low-carbon emissions socioeconomic development path and supporting and collaborating in the spirits of
country's commitments to national and international agreements related to climate
change.
2.11.3 Institutional knowledge on mitigation mechanisms
Long term initiatives such as the Annapurna Conservation Area Programme (ACAP)
managed by National Trust for Nature Conservation (NTNC) has a wealth of experience
(Box 6) in good practices and leanings that have mitigated the negative impacts of
tourism and led to community participation in conservation. While pressures on
environment are slowly creeping in due to seasonal overcrowding in these areas,
mitigation strategies such as new trail development are also being implemented. These
are scalable models that need to be implemented in new areas where tourism is being
developed.
Box 6 Experience of National Trust for Nature Conservation
National Trust for Nature Conservation (NTNC)
The National Trust for Nature Conservation (NTNC) was established in 1982 by
Legislative Act as an autonomous and not-for-profit organisation, mandated to work
in the field of nature conservation in Nepal. For over two decades, the Trust has
successfully undertaken over 200 small and large projects on nature conservation,
biodiversity as well as cultural heritage protection, ecotourism, and sustainable
development. The Trust’s experience over the years has shown that conservation
efforts in low-income economies, such as Nepal, cannot be successful, much less
sustainable, unless the needs and welfare of the local people are addressed. Holistic
and integrated conservation and development programmes with active people’s
participation aimed at promoting local guardianship have been the focus of all the
Trust activities.
Geographically, the Trust activities have spread from the sub-tropical plains of
Chitwan, Bardia and Kanchanpur in the lowlands to the Annapurna and Manaslu
region of the high Himalayas, including the trans-Himalayan region of Upper Mustang
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and Manang. Currently, the projects of the Trust are divided into three geographical
areas - the lowland, the mid-hills (Kathmandu Valley) and the high mountains. The
Trust’s activities in the lowlands are based in and around the Chitwan National Park,
the Bardia National Park and the Shuklaphanta Wildlife Reserve located in the
Central, Western and Far-Western Development Regions of Nepal, through the
Biodiversity Conservation in Chitwan, the Bardia Conservation Programme (BCP) in
Bardia and the Suklaphanta Conservation Programme (SCP) in Kanchanpur.
Similarly, the Annapurna Conservation Area Project (ACAP), the Manaslu
Conservation Area Project (MCAP) and Gaurishankar Conservation Area Project
(GCAP) are three protected areas managed by the Trust in the mountain region. The
Central Zoo is the only project of the Trust in Kathmandu Valley. As a new initiative,
the Trust has established an Energy and Climate Change Unit to address the
emerging issues of climate change through mitigation and adaptation approach and
renewable energy technologies. The Trust has also started work on urban
environment conservation with the Bagmati River Conservation Project.
Projects such as the Kailash Sacred Landscape, Tourism for Rural Poverty Alleviation
Programme, Eco Himal and the Great Himalayan Trail, amongst others, have
accumulated vast institutional knowledge in the non-governmental organisations
responsible and have also spawned a host of smaller regional organisations working in
tourism and environment. There is a good opportunity to spread good practice through
these institutions that already exist.
The private sector is also following suit. Almost all the industry associations have codes
of conducts that address the environment and support responsible tourism that are being
promoted amongst members. These need more depth of adoption, but the framework
exists.
2.11.4 Community level commitment and action
Over the years, there are excellent examples of work by local communities especially in
the areas of managing waste. Some examples are the ban of plastic bags in Illam
Bazaar in the east of the country and the ban of plastic bottles in Chhomrong in the
Annapurna Region. These local level solutions have led them to gain national and
international recognition and the potential for a demonstration effect to start in the rest of
the country, already reeling under a serious solid waste management crisis.
2.11.5 Obstacles and Constraints
(1) Seasonality of the tourism product mix
The current product mix that Nepal has, is highly seasonal, with a majority of tourists
arriving between the windows of March to May and September to November. This leads
to overcrowding of the limited products that is developed enough to take the increasing
number of travellers. This is causing pressures on the environment (specially on food
and energy) and leading to serious solid waste management issues. The seasonality
also disallows for long-term mitigation strategies to be implemented, as all economic
activity is restricted to the tourism seasons. Strategic product mix in destinations related
to seasons and development of micro-destinations with a well-managed attraction –
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activity mix could relieve this pressure and spread the travellers more evenly across the
year, thereby allowing for mitigation strategies to be implemented.
(2) Scattered institutional knowledge
The natural environment is a factor in many different developmental works in Nepal apart
from tourism – roads, forestry and energy. There is a lot of research done on mitigation
strategies to reduce the impact on the environment, but the knowledge is scattered, and
while the organisations making the research are accumulating knowledge, the
institutional knowledge of the nation as a whole is not happening to its full potential.
There are several good examples of mitigation strategies in Nepal to reduce the impact
of tourism on the environment as well as to combat the effects of climate change. A
classic example of this would be ACAP. However, these efforts are scattered and the
knowledge is not centralised, thereby leading to every initiative having to learn through
repeated trail and error. An effective strategy for the collation of data and research, and
institutional learning and a good distribution mechanism to make this information and
best practice available, at the government level, at the institutions level and at the
community level is necessary.
The International Centre for Integrated Mountain Development (ICIMOD) is a good
example of a regional organisation working in the Himalaya with a long-term
commitment. It has a very strong research and policy mandate (Box 7) – which clearly
states that knowledge management and communications are the core functions - making
it a potential candidate to become a resource hub for developing the strategy to collect
and collate data and maintain applied resources, related to natural environment and
tourism, and the understanding and combating the effects of climate change, with the
cooperation of the Government.
Box 7: ICIMOD - Strategic Framework 2012
International Centre for Integrated Mountain Development (ICIMOD)
The new Strategic Framework 2012, prepared through extensive consultation with
the regional member countries, unveils a major shift in ICIMOD’s structure with the
aim to facilitate interdisciplinary work.
Impacts will be delivered through five Regional Programmes – Adaptation to
Change, Transboundary Landscapes, River Basins, Cryosphere and Atmosphere,
and Mountain Environment Regional Information System – with a sixth programme,
the Himalayan University Consortium, seen as an Emerging Regional Programme.
All of these programmes will draw on the varied expertise from ICIMOD’s
four Thematic
Areas – Livelihoods, Ecosystem
Services, Water
and
Air,
and Geospatial Solutions – while also integrating cross-cutting topics such as
gender, governance, poverty, economic analysis, and private-sector engagement.
Knowledge Management and Communication will remain core functions of the
centre.
The Regional Programmes are formulated with a view to testing, piloting, and
monitoring innovative approaches, facilitating trans-boundary cooperation, and
meeting capacity building needs in the region. They will be oriented towards
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integrative knowledge products and delivering impacts. The Thematic Areas focus on
discipline-specific knowledge products. Working in partnerships, they will develop
and customise methodologies and tools and carry out innovative applied research to
support future programme development.

(3) Limited rewards for best practice
A lot of effort is being made, through government and institutions to raise awareness
levels at the local level, and in the industry towards the adoption of best practices and
the mitigation of the negative effects of climate change. However, not enough is being
done to reward best practice in an industry that relies on competitive advantages. An
effective reward mechanism that rewards good practice would be a big boost in creating
much needed demonstration effect that will ease the adoption process at all levels.
The Sustainable Tourism Network Nepal (STN) was developed as early as 1999 under
Nepal Tourism Board and is a functioning informal group of individuals and organisations
all working in the realm of sustainability and responsible tourism. Efforts by the Nepal
Tourism Board to bring such a group together is also recognition of the positive efforts
being made in Nepal towards sustainable development of tourism
The Marketing Assistance to Nepal for Sustainable Tourism Products (MAST-Nepal)
(Box 8) programme that was run by SNV initiated a reward system through training and
international exposure for businesses practicing sustainable tourism. Unfortunately,
continuity is essentially a problem in most well-meaning initiatives in Nepal, mostly
because these initiatives are donor driven and hence time bound. For this reason, the
Government has to adopt these initiatives on a long-term basis and give it continuity.
Box 8: MAST Nepal
Marketing Assistance to Nepal for Sustainable Tourism Products (MAST-Nepal)
MAST-Nepal was the first project in Nepal to use market mechanisms to promote,
motivate and reward sustainable operations among private sector tourism
companies. The project was designed to build capacity within the Nepal tourism
industry on the concepts of sustainable tourism, assist project companies in
developing action plans to increase product sustainability, and link these products to
the European sustainable tourism market. In its approach, the project sought to both
reward responsible tourism businesses and provide an incentive for other tourism
companies in the industry to integrate the principles of sustainable tourism into their
business and product development practices.
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2.12 Cultural Heritage and Tourism: Importance and Issues
The dramatic differences in elevation (from 60 to 8,848 m) found in Nepal within a short
distance of 200 km result in a variety of biodiversity, from tropical savannahs to
subtropical broadleaf and coniferous forests in the Hill Region, to temperate broadleaf
and coniferous forests on the slopes of the Himalaya, to grasslands and shrub-lands and
rock and ice at the highest elevations. This diverse natural landscape has influenced the
way of life of the people of the region and they, in turn, have adapted the landscape to
accommodate their needs. This has led to a diversity of cultural landscape and heritage
in Nepal that is unique and authentic to each region. Nepal also lies between two
distinctly different cultures, i.e., the Tibetan/Buddhists to the North and the Indian/Hindu
to the South. These two different cultures have also had a profound impact on the
cultural heritage of Nepal, which have been integrated and assimilated over the long
period of the history of Nepal.
When Nepal opened up to tourism in the fifties, a major attraction was the intact cultural
heritage that had survived due to the closed political system. The inscription of seven
monument zones, which included the three palaces squares of Kathmandu, Lalitpur and
Bhaktapur, two Hindu temples and two Buddhist sites in the UNESCO World Heritage
List in 1979 firmly put Nepal in the international cultural destination list. Nepal is also
home to Lumbini, the birthplace of Lord Buddha, another UNESCO World Heritage Site
that draws thousands of pilgrims from around the world each year. In addition, the
diverse cultural and religious sites, intangible heritage, and handicrafts are year-round
‘products’ that has a wide market potential.
2.12.1 Government policies relating to heritage preservation in Nepal
Preservation and promotion of the cultural heritage of Nepal has been one of the
objectives to develop the tourism sector since the first five-year plan. The national
tourism policy also places high importance to the preservation and promotion of cultural
heritage and mentions culture in its vision and mission statement. One of the objectives
of the national tourism policy is to ‘develop Nepal as an attractive and major tourist
destination by exploring, conserving, developing and promoting tangible as well as
intangible, natural, cultural, biological and human made heritages.’98
The Department of Archaeology is the government responsible for the protection and
promotion of the heritage sites of Nepal and is regulated by the ‘Ancient Monument Act’
and the ‘Ancient Monuments Preservation Rules 2046 (1989 AD)’. Both the Act and the
Rules do not mention promoting the heritage sites for tourism purposes. However, the
Ministry of Culture under which the Department of Archaeology functions is currently
joined with the Ministry of Tourism and Civil Aviation. A horizontal working relation within
the Ministry, which is lacking would facilitate better coordination of preserving and
promoting heritage sites for tourism development and subsequently contributing to
poverty alleviation.

98

Ibid.
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2.12.2 The diversity of tangible cultural heritage
The cultural heritage of Nepal is strongly influenced by the geographical location,
climate, local materials and the culture and history of the place and can be broadly
divided into the following groups according to their geographical locations: (1) the
mountains; (2) the hills, and (3) the plains.
(1) The mountains
The Mountain region is situated above 4,000 m above sea level and the general weather
conditions is harshly cold with severe day and night temperature differences with the
snow-line between 5,000 and 5,500 m. In spite of these harsh weather conditions, there
are several settlements but are mostly limited to the valleys and river basins. The crops
are limited to barley, millet, buckwheat, potatoes, and herding and trading (salt) are the
main economic activities. In these high mountains, the buildings and other structures are
designed to fight against the extreme cold and maintain an internal temperature for
habitation. Thus, the materials used are heavy, such as stone, and cattle are located on
the ground floor to provide some heat to the upper living spaces. Two examples of
cultural heritage in the mountain region are:
(a) Lo Manthang Cultural Landscape (Upper Mustang)
Lo Manthang is a medieval walled city and Village Development Committee (VDC) in
Mustang District in the Dhawalagiri Zone of Northern Nepal. Situated on the Tibetan
Plateau North of the main Himalayas range, Lo Manthang served as the capital of the
ancient Kingdom of Mustang or the Kingdom of Lo (or ‘Upper Mustang’). Lo Manthang
was founded in 1380 by Ame Pal, who oversaw construction of the city wall and many of
the still-standing structures in the early 15th century. The monarchy officially ceased to
exist on October 7, 2008 by Nepali Government order. The last king (raja or gyelpo) is
Jigme Dorje Palbar Bista (born c. 1933), in the direct line of the historic monarchy dating
back 25 generations to 1380. The population includes ethnic Lhobas.
Lo Manthang has developed a unique culture as the result of the historic cultural
exchange between India and China and played an important role on this trade route.
Due to its geographical setting and isolation, this settlement has maintained a high level
of original culture – traditional settlement patterns, lifestyles and traditions.
(a) Thakali villages in the Thak Khola: Marpha, Kagbeni
The Thak Khola region is situated in the upper part of the Kali Gandaki River and
receives comparatively heavy monsoon rains. This region is very fertile with buckwheat,
corn, beans, peas, wheat and apples and covered with oak, rhododendron, pine and
birch forests. The Thak Khola is also at the crossroads of two cultures – the Indo –
Nepalese to the South and the Tibetan to the North with the inhabitants speaking Tibeto
– Burmese language. Although agriculture and cattle herding are important parts of their
lives, trading is a long-standing tradition of the Thakali people. The villages consist of a
main street with rows of flat – roofed, terraced stone houses. The houses usually have
an internal courtyard that is the most important and used space of the house.
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(2) The hills
The hills are situated south of the mountains with an elevation of between 1,000 and
4,000 m and include the Kathmandu valley, the most urbanised region of Nepal and the
Mahabharat Lekh and Siwalik Range (or Churia Range). The climatic conditions vary
from the valleys to the hills as well as from the humid east to the dry west. The influence
of the diverse northern and southern cultures on the indigenous inhabitants has created
many unique and rich cultural landscapes in this region. Agriculture is the main activity
supplemented with livestock raising as well as trading.
The settlements in this region are usually in the upper dry lands leaving the low-lying
fertile lands for agriculture. The houses are usually two to three stories high with sloped
roofs and the main building materials are bricks and wood. The constructions in the hills
are simple with little decorative elements, whereas the architecture of the Kathmandu
valley is highly developed artistically by the indigenous Newar communities and is listed
on the UNESCO World Heritage List. Examples of cultural diversity of the hills are:
(a) Hilltop towns: Bandipur, Palpa
Bandipur is a medieval town situated on a hill on the Mahabharat range at an altitude of
1,030 m. Originally, a simple Magar village, Newars from Bhaktapur settled here in the
early 19th century and developed it into an important stop on the India-Tibet trade route.
The town was bypassed by the construction of the new highway and the trading centre
moved to the more convenient location near the highway, which resulted in the town
surviving almost intact with little outside influences. The recent rise in tourism activities
due to its unique architectural style and location has revived the economy of the town
and also helped maintain the historic buildings.
(b) Rural settlements in the valleys: Khokana, Sankhu, Thimi
The outlaying rural settlements of the Kathmandu valley mostly function as the satellite
towns of the urban centres. The settlements are also built on the same principles of
tradition town planning but are smaller and less decorative. These settlements are very
compact usually along a river with private and public spaces, religious and administrative
buildings, leaving the fertile lands for agriculture.
(c) The urban centres in the valleys: Kathmandu, Patan and Bhaktapur
The urban centres of the Kathmandu valley, namely, Kathmandu, Patan and Bhaktapur,
are the social, religious and urban focal points of the city, built between the 12th and the
18th centuries by the ancient Malla kings of Nepal. The town planning of the historic
centres is based on the Mandala with deities established on the periphery protecting and
limiting the boundaries. The plan is concentric with the most important buildings such as
the main temples, royal palaces and administrative building at the core and the private
residences built in concentric circles ending with the agricultural fields in the fertile lands
near the river.
The buildings materials are mainly bricks, ceramics and wood with the public spaces
paved in a mixture of bricks and stones. The architectural style of the urban centres is
highly artistic and unique to the region. This architectural style was also exported to
other later settlements in other parts of Nepal as well as Tibet.
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(3) The plains (Terai)
In complete topographic contrast to the mountains and the hills, the Terai region is a
lowland tropical and subtropical belt of flat, alluvial land stretching along the Nepal-India
border, commencing at about 300 m above sea level and rising to about 1,000 m at the
foot of the Siwalik Range. The Terai includes several valleys (dun), such as the Surkhet
and Dang valleys in Western Nepal, and the Rapti Valley (Chitwan) in Central Nepal.
The word ‘terai’ a term presumed to be derived from Persian, means ‘damp’ and it
appropriately describes the region's humid and hot climate. The region was formed and
is fed by three major rivers: the Kosi, the Narayani and the Karnali. Due to the humid and
hot conditions of this region, the houses are built of light materials, with thin walls to
provide maximum ventilation.
(a) Tharu villages: Dang
The Dang valley lies in the Western Terai between the Mahabharat and Churia ranges.
Its altitude does not exceed 600 m crisscrossed with rivers supplied by the monsoon
rains. Dispersed in the heart of Dang valley, the Tharu villages usually consist of 15 – 30
houses and are situated at a distance of about 20 minutes by foot from each other,
creating a network of mud paths. They are enclosed on all sides by bamboo hedges
forming an oasis of greenery in the midst of rice paddies. The construction of the houses
is almost identical with long and narrow with adjoining kitchen gardens on the two sides
of the main street of the village.
2.12.3 The intangible heritage: art, festivals and ceremonies
The diversity of the culture, traditions, religions, ethnic groups and climate has influenced
and evolved numerous different festivals, ceremonies. Music, dance and art in Nepal are
as diverse as the geographical setting of the countries. Most of these art, festivals and
dances are related to a particular community group and or location. The following are a
few examples of intangible heritage of Nepal:
(1) Festivals
Festivals are an important religious, cultural and social part of the lives of the inhabitants
of a city. Nepal has many local and national festivals that are celebrated all year round.
These include:
(a) Machhindranath festival in Lalitpur
This month-long chariot festival is celebrated in Lalitpur to pray for a good monsoon rain
and harvest and the chariot is taken around the town. This festival involves the entire
historic city inhabitants and also multiple locations making it a unique cultural
experience.
(b) Kumari festival in Kathmandu:
This festival marks the establishment of the city and is celebrated for a week with many
different activities. The chariot is taken around the town in three different routes, which
provides the opportunity for the whole town to participate in. This chariot festival is
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unique as the chariots carry living gods and goddess, a practice unique to the
Kathmandu valley.
(c) Bisket festival in Bhaktapur:
The Bistek festival of Bhaktapur also involves many religious and social activities and is
celebrated in surrounding towns as well.
(2) Masked dances
Masked dances are a form of ancient theatre that forms an important intangible cultural
landscape. Masked dances depict history and tell stories of the important happenings of
the town, which is very significant in preserving the history of a place. The most notable
masked dances in Kathmandu include the Navadurga dance (Bhaktapur), Kartik dance
(Lalitpur) and Kumari dance (Kathmandu).
(3) Mithila art
Mithila art is an important part of the rich culture of the Tharu communities of the plains
of Nepal. This art is usually created by the women and depicts the history of the
community, the environment and traditions.
2.12.4 Cultural heritage issues in tourism
A number of issues are hampering the potential contribution of cultural heritage to the
tourism sector. These include:
(1) Conservation of heritage not a priority, hence funding not available
Despite the diverse and numerous cultural heritage recognised by the state and its
commitment to develop and promote for tourism, income generated from tourism is not
allocated to the preservation and promotion of cultural heritage. Excluding Bhaktapur
Municipality and Pashupati Monument Zone, the entrance fee collected from other
heritage sites do not contribute directly to the preservation of the sites. The Department
of Archaeology, responsible for the preservation of the heritage sites has limited
technical and financial resources to adequately maintain and promote the sites.
(2) Lack of proper inventory of tangible and intangible cultural resources
The Ancient Preservation Act of Nepal states that ‘”Ancient Monument” means temple,
monument, house, abbey, cupola, monastery, stupa, bihar etc., which have their
importance above one hundred years, from the point of view of history, arts, science,
architectonics or art of masonry, and this word shall also mean the site of the monument
as well as the human settlement or place, and remnant of ancient human settlement,
relies of ancient monument, cave etc. having specific value from the national or
international point’99. However, the monuments and sites are not properly documented,
which creates difficulties in preserving and promoting them tourism products. The
available inventories on tangible heritage are inadequate and needs regular updating.

99

Ancient Monument Preservation Act, 2013 (1956 A.D.)
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(3) All locally important sites are not potential tourist attractions
It is important to categorise the cultural heritage as of local, national and international
significance and promote to the appropriate market. Most of the heritage sites in Nepal
are religious sites that have the potential to be developed for the domestic and Indian
markets. Different festivals and events are related to these sites when visitation
increases requiring additional management systems.
(4) Need to promote cultural heritage that identifies with the region and
diversification of products
The current trend in packaging cultural tourism is limited to a few temples and
monasteries, homestays and village walks and follows the same pattern throughout the
country. The tour packages have not been able to take advantage of the diversity of the
cultural heritage of Nepal. Each region has a distinct character that can be promoted to
offer unique experience to the visitors. For example, the eastern region is lush with tea
gardens and can offer tourists opportunities to experience the life in a tea estate and
sample gourmet, organic tea and associated products. The far west has national parks,
wildlife reserves, and a flat landscape and farmland with agro-tourism potentials. On the
other hand, the hills and mountains offer different cultural experience with long and short
treks and hikes.
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2.13 Local Economic Impact and Community Involvement in
Tourism
Tourism has proved to be a significant factor in bringing economic benefits to local
communities and to the poor. Some of the key elements in community involvement in
tourism are through employment, supply of goods and services by the poor (or by
entrepreneurs who employ the poor), direct sales of goods and services to visitors
through the informal economy, establishment of community-based enterprises,
redistribution of tax proceeds, voluntary giving and support by tourists or tourism
enterprises and investment in infrastructure stimulated by tourism also benefiting the
poor in the locality, directly or through support to other sectors (UNWTO, 2006/2010)100.
These seven mechanisms (Figure 31) will be elaborated upon in many sections of this
strategy document and underpin most of the strategies recommended in the Action Plan.
Figure 31: The Seven ST-EP Mechanisms

Source: UNWTO, ST-EP

100

UNWTO (2006) Poverty Alleviation Through Tourism: A Compilation of Good Practices (2006) and
Manual on Tourism and Poverty Alleviation – Practical Steps for Destinations (2010)
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Community involvement in the tourism sector is relatively well developed in Nepal and
there are several successful examples, some of which are described in Section 2.13.2.
Several organisations exist to promote community participation in the tourism sector.
These include local organisations such as the Community Tourism Development Centre
Nepal (CTDCN), international NGO101 involved in development and in poverty alleviation
such as Habitat for Humanity International as well as a number of local NGOs (NTB,
2013)102 such as Nepal Environment and Tourism Initiative Foundation (NETIF).
2.13.1 The Government’s commitment to eradicating poverty in Nepal
One of the strategies adopted by countries that want to receive debt relief from the
International Monetary Fund (IMF) and the World Bank is to formulate a Poverty
Reduction Strategy based on specific criteria. This is expressed in the Poverty Reduction
Strategy Paper (PRSP)103, which must be approved by IMF. The Nepalese Government
is committed to reducing poverty and it set out its strategy in the Tenth Plan (20022007)104.
The Tenth Plan's poverty reduction strategy is built on of four pillars (Figure 32):
(i)
(ii)
(iii)

Broad based economic growth
Social sector development including human development
Targeted programmes including social inclusion, in order to bring the poor
and marginalised groups into the mainstream of development, together with
targeted programmes for the ultra poor, vulnerable and deprived groups (who
may not adequately benefit from the first two pillars)
(iv) Good governance
Figure 32: The Four Pillars of the Tenth Plan (2002-2007)

101

List of international Non-Governmental Organisations in Nepal
NTB (2013) Local NGOs http://welcomenepal.com/stn/membersdirectory-9
103
IMF (2013) http://www.imf.org/external/np/prsp/prsp.aspx
104
Government of Nepal (2002) http://www.npc.gov.np/new/uploadedFiles/allFiles/10th_eng.pdf
102
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According to the Poverty Reduction Strategy Paper ‘all four pillars are essential for
improving the lives of the poor and for mainstreaming the very poor deprived groups,
and thus for promoting inclusive development. In implementing the four-pillar strategy,
the Plan also stresses strategic cross-cutting approaches with regard to: (a) redefining
the role of the State, and limiting public interventions; (b) enlisting the private sector to
play a leading role in employment and income generation and together with NGOs,
INGOs and CBOs, in complementing government efforts in service delivery functions in
key areas, as well as in implementing key activities; (c) promoting community
participation in and management of activities at the local levels; and (d) accelerating the
decentralisation process, which is also a key element under good governance’.
Tourism is seen as an integral part of the Government’s commitment to poverty
alleviation. One of the principal objectives in Tourism Vision 2020 105 is: ‘to improve
livelihoods of the people across the country by developing integrated tourism
infrastructure, increasing tourism activities and products, generating employment in the
rural areas enhancing inclusiveness of women and other deprived communities, and
spreading the benefits of tourism to the grassroots level’.
2.13.2 Scope of community participation in the tourism sector
Nepal has extensive community participation in the tourism sector through a variety of
channels – local community groups, Village District Committees, national NGOs and
others. The Tourism for Rural Poverty Alleviation Programme (TRPAP) (2002-2007) is
an example of a programme that used community-based sustainable rural tourism
programme as its means to reduce poverty. The programme encouraged and involved
grassroots people in the decision making process, to help ensure that benefits from
tourism can reach the rural poor.
The Sustainable Tourism Network (STN) brought people together for cooperation and
partnerships and encouraged best practices in community-based eco-tourism (CBET).
The Nepal Environment and Tourism Initiative Foundation (NETIF) is working to
enhance the environment for better tourism and to support the local communities and
tourism entrepreneurs and build networking channels for them.
The High Impact Tourism Training (HITT) programme provided informal sector workers –
especially women, young people and the unskilled and semi-skilled with basic jobrelated vocational training. The focus was on specific occupations that have high
demand such as guides, housekeepers, assistant cooks, waiters, homestays and rural
lodge operators. HITT developed a training of trainers course for trainers to deliver
vocational training to small lodge and homestay operators in remote trekking areas.
Community-based training for tourism needs to be well planned and developed in ways
that can be sustained and benefit the maximum number of people. Train the trainers
courses could be conducted through DDCs who could then train through the VDCs. It is
possible that HITT materials or other training materials from ICIMOD or others could be
re-used for this purpose.

105

MoCTCA (2009) http://welcomenepal.com/corporate/498653139214
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Box 9: Case study: Basic skills training programme - Humla106
The Great Himalaya Trail Development Programme (GHTDP) along with District
Development Committee, Tourism Development Committee (Government) and Nepal Trust
and local NGOs provided skills training to local communities in Humla. With an aim to
educate and empower the people of Humla, the specially designed Basic Tourism Training
package has trained more than 40 locals in its first phase.
After receiving the basic tourism training, locals were then enrolled in MSME (Micro Small
and Medium Enterprise) training. During these trainings beneficiaries acquire skills on
accommodation and lodge management, book-keeping, cooking, as well as becoming
porters and guides. More than 40 Humlis, both men and women received training to become
cooks, tea shop and lodge owners, guides, porters and also small tour operators. Today, all
of the trained beneficiaries operate small enterprises and are also being employed by big
tour operators in Kathmandu. Tourism has led to job creation and, hence, income generation
along with infrastructure development and improved health services for the local people.

Photo 4: Catering training in Humla

Another example of empowerment of women through tourism is scheme set up by the
‘Three Sisters’ in Pokhara107.

106
107

Great Himalaya Trail http://thegreathimalayatrail.org
http://www.3sistersadventuretrek.com/welcome
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Box 10: Three Sisters Adventure and Trekking Company, Pokhara, Nepal
Case study
Established in 1996 in Pokhara, Nepal by the Chhetri sisters, the Three Sisters Adventure
and Trekking Company offers women-focused trips with female guides and porters. With
approximately 1,000 clients a year, the company employs 150 staff. It trains women from
local villages to become trekking guides and porters.
In 2012, the company was honoured with a Virgin Holiday 2012 Responsible Tourism
Award for Best in a Mountain Environment and has again been nominated again in 2013
World Responsible Tourism Awards, this time in the People’s Choice Category.
In 1999, the Chhetri sisters set up the Empowering Women of Nepal (EWN) NGO to
empower disadvantaged rural women of Nepal through adventure tourism, either as guides
or as service providers on the trekking routes. EWN also established a home for girls who
have been rescued from child labour and exploitation. The girls from all over Nepal are
provided with food, shelter, education and support.
This case study shows that through training and education and the entrepreneurship of
leaders with acumen, women in Nepal have opportunities to secure steady and fairly paid
employment. Funds provided by the tourism business provide shelter and improved living
conditions to protect vulnerable children.
2.13.3 Local economic impact of tourism
Several Value Chain Analysis (VCA) studies have been carried out in Nepal, especially
during the development of the Great Himalaya Trail project. According to an estimate 108
quoted by ODI, average income per capita derived from the service sector (including
tourism) between 1990 and 2009 was USD 1,107 compared to USD 319 in agriculture
and USD 353 in manufacturing.
There is evidence that daily minimum wages are being enforced (around NRs 300) and
during the tourist season low skilled workers such as porters can earn substantially more
(e.g. NRs 1,000). According to ODI, the amounts of revenue derived from trekking
expeditions accruing to local areas vary across Nepal with poorer areas retaining less
(although evidence for this is limited). In the Dolpa area for instance between 9% and
30% of revenue stays locally while in the more popular trekking areas of Gorkha and
Manaslu the proportion is substantially higher at between 40% and 62%, mostly spent
on wages for low skilled workers. In the established tourist destinations such as
Sauraha, Nagarkot and Bhaktapur 1,393 permanent jobs created by tourism are paying
on average NRs 83,000 annually (USD 1,100)109.

108

Basnett, Y. (2013) Essays on Labour Migration and Development: an Institutional Perspective. PhD
Thesis, University of Cambridge
109
Harry Jones (2013) Entry points for developing tourism in Nepal – what can be done to address
constraints to inclusive growth, Overseas Development Institute, London, UK
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Box 11: Sirubari Village
Case study
Sirubari is a hill village with only 37 households and 300 inhabitants, mostly belonging to the
Gurung community, including the families of retired soldiers of Indian and British armies. The
community took the initiative to develop the village as an attractive tourist destination to
occupy their free time for productive purposes and to provide a source of income. A Village
Tourism Development Committee was established at the local level and registered with the
Government of Nepal in 1997. Every household is a general member of the Committee,
which elects a chair, vice chair, secretary, treasurer, and seven other members to the
Executive Committee. The major regular functions of the VDC include promoting Sirubari,
managing and sharing tourists among households, organising package tours, conducting
cultural and recreational programmes for visitors, coordinating with concerned agencies, and
other necessary activities relating to the improvement of rural tourism in the community1.
Awareness of tourism benefits, preservation of local cultural heritage, excellent community
hospitality, improved sanitation and cleanliness, a complete tourism package, and good
leadership in the management of tourism are some of Sirubari’s valuable tourism assets. The
village is now a training centre and a role model for rural tourism. Sirubari’s model has
already been replicated in other areas. However, Sirubari is still is not as effective as it could
be. It suffers from poor access, weak transfer of technology and practices to the new
generation, low occupancy rates and lack of a local code of conduct for villagers and tourists.
Sirubari tourism places little emphasis on locally produced food and the use of alternative
energy sources such as biogas and solar; cultural programme are hardly ever organised and
many young people have migrated out of the area.
Issues:






Efforts should be made to ensure sustainability of tourism development projects
in the community by monitoring and interventions from appropriate bodies when
needed.
There is no deliberate policy to employ the poor in tourism firms (although many
firms say that they discriminate positively).
Some initiatives set up by NGOs and INGOs have built up hope but the projects
have failed.
Access to finance for the communities can be difficult.
Too few tourists discourage local communities to engage in the tourism sector
(do not understand the value).
2.13.4 Revenue sharing with local communities

The poor are usually not aware of the opportunities tourism provides or lack the
organisation, training and credit support to venture into the tourism industry. Nepal’s
experience in pro-poor tourism initiatives indicates that a number of conditions need to
be in place for tourism for rural poverty alleviation to succeed110.

110

MoCTCA (2007) Nepal’s experience implementing sustainable tourism development models: Lessons
learned. Kathmandu: Government of Nepal, MoCTCA and TRPAP
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The conditions for rural poverty alleviation include a commitment to decentralised and
participatory governance and tourism planning, asset and product development that
facilitate interaction with the poor. Additionally, social mobilisation and organisation of
the poor is needed so that they are established as stakeholders and have a say in
decision-making.
Effort also needs to be made in the establishment of resource sharing mechanisms for
wider community benefit and the promotion of tourism business opportunities for the
poor that have a broad demand base particularly in food supply to tourist businesses or
supporting services and employment.
Training and enhancement of skills and capabilities of the poor is another essential
element together with the facilitation of access to credit by the poor so that they can
establish their own businesses. Pro-poor partnerships with the private sector are very
important and the development of market linkages and platforms from which the poor
can benefit.
Efforts should be made to ensure that lack of marketing knowhow, finance and reach
and lack of entrepreneurial skills do not hinder the development of tourism in local
communities by identifying those in the community who would benefit the most and
ensuring they have access to information and resources.
Issues:
•

Many communities do not really understand tourism and what a tourism attraction
is.

•

Most are product-led rather than market-led (copy what others are doing).

•

Lack of marketing knowhow, finance and reach and lack of entrepreneurial skills.
2.13.5 Constraints and Obstacles

In most cases in rural areas and the mountains, women run the family enterprises, taking
care of cooking, cleanliness and customer care. According to a gender assessment
conducted in 2008 (Sherpa et al 2008)111, women were found to be working in average of
16 hours a day continuously, as compared to men’s 10.5 hours. Women tend to do
certain jobs like cooking, housekeeping but they do not get the training (men usually
attend the training courses).
The most time consuming activities in tourist areas are cooking and its energy related
activities. Women cook meals for the tourists, clean the hotel, manage campsites,
maintain the food stock of the lodge, teahouse or homestay, sell items and souvenirs to
the tourists, wash the dishes, make milk products, dry meat and vegetables, collect
firewood, livestock dung, collect water, cook fodder for animals, feed the animals, look
after the children, make alcohol, serve alcohol and tea to the guests, attend mothers
groups meetings, work in the farm and at the end of the day, still find the time to perform
cultural programmes for tourists, thus entertaining them.
In addition to all these tasks, carpets and many textile items in any household are woven
by women during their little free time. The most time consuming activity is, however, the
collection of livestock dung for cooking, which women collect from high altitude areas,
111

Sherpa, D. and Shrestha, B (2008) Gender Assessment in the Rangeland Areas. Mustang, Nepal:
Assessing Gender Roles in Changing Environments; ICIMOD.
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walking for long hours. They go to nearby rivers to collect water every day, on difficult
trails or wherever there is tap, they collect from common taps waiting in long line to
collect water (Sherpa et al 2008).
Women constitute more than 60% of the agricultural labour force but have little access to
land, production technology and training.112 It has been found that when tourism-related
training is available, the men will attend, leaving women at home to do the many chores,
though often women would benefit most from the training courses.
Issues:

112



Training can be seriously lacking in some communities.



Positive steps should be taken by organisers of training courses, VDCs and other
to enrol at least 30% of women on tourism training courses.

•

Reliability of supply by local people can be weak (e.g. agricultural products and
food stuff).

IFAD (2013) Rural poverty in Nepal http://www.ruralpovertyportal.org/country/home/tags/nepal
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2.14 SWOT Analysis
Identifying the Strengths, Weaknesses, Opportunities and Threats (SWOT) of the
tourism sector in Nepal presents a synopsis of the current situation of the sector as
identified in Chapter 2 and provides a basis for formulating strategies to capitalise on
identified strengths, address weaknesses, focus on opportunities and avoid threats. The
SWOT analysis presented in Table 40 is a summary of the most important points to
highlight. An expanded and more detailed SWOT analysis is featured in Appendix
2.14.1.
Table 40: SWOT analysis of the tourism sector in Nepal
MARKETING AND BRANDING
STRENGTHS

WEAKNESSES

Marketing
 Strong current growth in arrivals from
Asia and recovery of traditional market
 Balanced market portfolio to curb
seasonality and market fluctuations
 Nepal marketing relationships well
established in traditional markets and
segments
 Good marketing institutional model with
NTB autonomy and funding secured
 Branding
 General acceptance of Naturally Nepal
brand concept for immediate future
 Good internal (NTB) brand application

OPPORTUNITIES
 Marketing
 Capitalising on market growth trends in
new and established markets
 Expanding the product range and
quality to meet market growth needs
 Capitalising fully on the power of the
internet for market access and
conversion
 Focusing resources on fewer, targeted
and measurable priorities
 Branding
 Aggressive brand roll out and image
enhancement

Marketing
 Low visitor yield: revenue per traveller,
seasonality, poor spread
 Marketing operations mostly geared at
traditional markets, segments and
channels
 Product range and quality limitations to
cater for new market requirements
 Inadequate market intelligence and
research
 NTB structural limitations and limited
partnerships
 Technology application and capacity
gaps
 Branding
 Poor private sector brand knowledge,
take up and application
 Narrow brand identity
THREATS
Marketing
 Political and structural instability and
impasse
 Lack of investment FDI in new facilities
and products
 Private sector apathy
 Resource constraints
 Branding
 Continued private sector apathy
regarding brand take-up
 Market needs outgrowing brand appeal
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STATISTICS
STRENGTHS
 Tourism statistics collection already
initiated at MoCTCA and NTB with
expanding data attributes every year
 Strong background of Central Bureau of
Statistics (CBS) to estimate GDP by
adopting UN System of National
Account (UNSNA)
 Long experience of CBS in conducting
various surveys and census of national
accounts
 Capacity of CBS in both collection and
analysis of national and regional levels
in statistics

OPPORTUNITIES
 The establishment of a robust,
accurate, reliable and comprehensive
System of Tourism Statistics
 The eventual introduction of the
Tourism Satellite Account (TSA)
 NTB already on board towards
developing national accounting of
tourism sector

WEAKNESSES
 No separate GDP accounting for
tourism by CBS, so far and only proxy
indicators used by MoCTCA to highlight
the importance of the sector in the
economy
 Domestic tourism has not yet been
recognised in the tourism statistics of
Nepal
 Key data sets not sufficient to fully
account the contribution of tourism
sector
 Performance data such as occupancy
rates, load factors, seasonality is not
adequately recorded
THREATS
 Scepticism in relation to the official
statistical performance indicators
presented for the tourism sector
 Resource shortage for the set-up of a
sound technical cadre
 Risk of duplication of efforts and coordination between NTB and MoCTCA
in data generation and accounting if
delineation of authorities and
responsibilities are not well developed

TOURISM ECONOMY/BUSINESS ENVIRONMENT
STRENGTHS
 Nepal is becoming more and more open
to outsiders, businessmen and pleasure
seekers
 Relatively strong and stable macroeconomy despite the recent past
 Growing middle-income earners in large
neighbouring countries like China and
India
 Rapid expansion of the banking
services and no serious constraint to
foreign currencies due to large
contribution by remittance in the country
 FDI related policy and Act have made it
easier for repatriation of dividends on
tourism investments by foreigners

WEAKNESSES
 Lack of hard-core venture capitalists
who can partner the government to
exploit opportunities in the sector for
mutual benefits
 Weak linkage of the sector to other
sectors to maximise benefits to the
economy through supply and value
chains
 Technology transfer to local level
tourism enhancement weak
 Labour laws less friendly to investment
 Political stability as an enabling
environment for tourists and foreign
investors weak

OPPORTUNITIES
 Both politicians and economic policy
makers are gradually becoming aware
of the importance of development and
diversification of tourism sector
 Potential for increasing tourism revenue
by increasing the quality of tourists

THREATS
 Overcrowded involvement and
investment in a few areas and
unutilised products newly open up due
to faster development of transportation
network in the country
 Unhealthy competition among tour
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With fast occurring development and
increasing middle class in china and
India has opened up strong potential for
regional tourism growth
Rising urban areas, increasing
transportation network and middleclass
in the country has opened up potential
for domestic tourism





operators in order to maximise
individual returns seems to undermine
the collective growth of the industry
Less investment on supply of quality
accommodation facilities and product
development and low attraction of FDI
due to political instability
Persuasion of prioritised and focused
and activities weak due to politicisation

QUALITY ASSURANCE
STRENGTHS
 A large number of tourism associations
operating and supporting various
tourism interests
 Safety regulations in place for
mountaineering, trekking, rafting and
other adventure activities
 Food hygiene standards regulated by
Department of Food Technology and
Quality Control

WEAKNESSES
 Problems with ensuring quality of
service, accommodation, food safety
and hygiene
 Government regulations need to be
updated and synchronised between
ministries
 Many unregistered or unregulated
tourism related businesses

OPPORTUNITIES
 Review, update & implement an
enhanced accommodation standard
rating system
 Develop national standards for
responsible/ sustainable business and
service
 Develop, promote and implement a
Quality Mark for tourism businesses

THREATS
 Nepal could gain a reputation as a poor
quality destination
 Competition from neighbouring
destinations that have a perceived
higher quality product
 Unstable political situation with lack of
policy implementation and fragmented
regulation

HUMAN RESOURCES DEVELOPMENT
STRENGTHS
 Private sector associations & NGOs
providing short training courses and
standards for member organisations
 Bachelor and Master degrees from local
colleges accredited by Nepal
universities and overseas institutions
 Vocational training and skills
assessment available through network
of CTEVT centres

WEAKNESSES
 Lack of facilities and opportunities for
study or training in rural areas,
mountain areas and outside KTM Valley
 Lack of planned training and
development in tourism public sector –
need for training for all levels of staff
 Lack of national standards and
qualifications framework with
progression pathways
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OPPORTUNITIES
 Conduct an in-depth national tourism
training needs assessment to target
specific skills development to meet the
expected growth of tourism
 Set up private sector-led Tourism
Industry Skills Council
 Establish a national tourism quality
assurance body to implement the
quality assurance framework

THREATS
 ‘Brain drain’ of well-qualified tourism
professionals overseas to get better pay
and opportunities
 Trade unions and unionised labour
hinders job opportunities and tourism
career development
 More overseas institutions providing
training and qualifications due to lack of
local provision

INSTITUTIONAL FRAMEWORK
STRENGTHS
 The Ministry of Tourism also
incorporates Civil Aviation and Culture
 The Government has several agencies
to implement its policies (NTB, Civil
Aviation Authority, Archaeology
Department)
 NTB is well established and structured
and is adequately funded
 The National Tourism Council and the
Tourism Development Coordination
Committee are prescribed in the policy

WEAKNESSES
 Knowledge about the sector at
MoCTCA is weak and there is a high
turnover of staff because the tourism
divisions are not technical
 Evaluation and monitoring is weak
therefore plans are rarely assessed and
often abandoned
 The National Tourism Council and the
Tourism Development Coordination
Committee rarely meet and are not
effective
 Permits and tourism business
registrations should be obtained at the
regional and local level rather than the
obligation to be obtained in Kathmandu.
There is a need for Regional Tourism
Departments

OPPORTUNITIES
 Ensure that the National Tourism
Council and the Tourism Development
Coordination Committee are revived
 Make the Tourism Divisions at MoCTCA
technical divisions and train existing
staff and recruit new staff with prior
tourism knowledge
 Create a separate and independent
Evaluation and Monitoring unit reporting
directly to the Tourism Development
Coordination Committee
 Establish regional Ministry and NTB
offices which will work with DDCs,
VDCs and tourism development NGOs

THREATS
 The National Tourism Council and the
Tourism Development Coordination
Committee remain inactive and do not
guide the sector
 Frequent change of Government
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POLICY, STRATEGY AND REGULATION
STRENGTHS
 Tourism has been declared a priority
economic sector by the Government
 Overall NTB has relatively sufficient
funds to carry out its mandate
 There are some district plans and area
plans developed by NTB and the
Ministry
 The Great Himalaya Trail has been
endorsed as a new product by the
Ministry

WEAKNESSES
 Few areas of the tourism policy have
been implemented (just 35% of the total
policy – most areas only partially
implemented)
 Government policy is not translated into
actions and lack of confidence by the
private sector that Government policy
will be implemented
 No national tourism development plan
has been formulated since 1972
 The Tourism Act is old and needs
revision, in particular there is a need to
incorporate private sector requirements

OPPORTUNITIES
 Adopting the strategy and committing to
its implementation will enhance the
development of the sector
 Revise the Tourism Act to introduce
private sector requirement and
harmonise with other Acts affecting
tourism
 Ensure that the tourism strategy is
implemented, the activities evaluated
and the strategy updated
 Ensure that the strategy actions are
incorporated into the Government’s
Annual Work Plan
 Allow regional and district levels to take
over some of the roles taken by the
centre (e.g. obtaining permits)

THREATS
 Tourism is dropped as a priority
economic development sector
 Political instability affects the number of
visitors to the country and, therefore,
the importance of the sector
 Strikes disrupt tourist activity
 Travel advisories issues by major
tourist generating countries because of
potential terrorist attacks on tourists or
at tourist areas

LOCAL ECONOMIC IMPACT AND COMMUNITY PARTICIPATION
STRENGTHS
 Some innovative schemes such as
training women as trekking guides (e.g.
the Three Sisters in Pokhara)
 Employment in the tourism sector,
especially in certain remote areas, is
high for local communities
 There are examples of indirect
employment generation through
supplying the tourism value chain
 Community loans and microfinance is
well developed in some areas

WEAKNESSES
 Many communities do not really
understand tourism and what a tourism
attraction is
 Most are product-led rather than
market-led (copy what others are doing)
 Lack of marketing knowhow, finance
and reach and of entrepreneurial skills
 Reliability of supply by local people can
be weak (e.g. agricultural products and
food stuff)
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OPPORTUNITIES
 Community groups could play a vital
role in establishing local governance,
especially to develop, regulate and
ensure responsible tourism
 Train locals to take positions in tourism
firms and encourage tourism firms to
employ them
 Strengthen linkages in the value chain
village by village by training, awareness
building, creating the market
 To engage the supply chain formation
of groups or cooperatives should be
encouraged to spread the risk and to
improve reliability
 Build marketing support for the products
and services offered by local
communities so that they can produce
what the market wants

THREATS
 No return on investment causes
economic hardship instead of
generating income
 Slowdown in tourism because of
political instability and threats of
terrorism will affect communities that
are relying on tourism for a proportion
of their income

CULTURAL HERITAGE
STRENGTHS
 The diverse cultural heritage (tangible
and intangible) from the east to the west
and north to south
 Year round cultural activities in different
parts of the country
 Two cultural World Heritage Sites –
Kathmandu Valley WHS (includes
seven monument zones) and Lumbini
WHS includes a wide range of cultural
properties – rural and urban sites,
Hindu and Buddhist monuments
 Different architectural styles in different
parts of the country

WEAKNESSES
 Most sites not well preserved or
promoted
 Not a priority for government funding
 Lack of proper inventory of tangible and
intangible heritage
 Lack of awareness on the importance of
cultural heritage
 Low appreciation and promotion of
intangible heritage
 Low appreciation of traditional skills,
music, artists

OPPORTUNITIES
 Diverse and all season products can be
developed
 Hindu religious sites a huge attraction
for the Indian market
 Lumbini, the birthplace of Buddha, a
potential spiritual destination
 Traditional homes can be adapted to
guesthouses to generate income and
preserve architectural heritage
 Handicrafts and local products to
generate employment and income

THREATS
 Rapid urbanisation causing loss of
architectural heritage
 Lack of maintenance and preservation
of monuments and sites
 New materials and technology replacing
traditional materials, skills and
technology
 Orally transmitted intangible heritage at
risk due to low appreciation of artists
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THE NATURAL ENVIRONMENT
STRENGTHS
 Natural heritage is main tourism asset
in the country
 Government and tourism industry
positive and willing to act
 Strong systems exist to protect
environment
 Strong non-governmental sector
working in tourism and environment
 Huge potential for product differentiation

WEAKNESSES
 Tourist concentration and seasonality of
current destinations and products
 Solid waste management systems
inadequate
 Low awareness of negative
environmental impacts of tourism
 Low adoption of mitigation strategies to
adverse effects of climate change

OPPORTUNITIES
 Diversification of products / destinations
to ease pressure on environment
 Development of a reward system to
encourage good practice
 Development of a resource base on
tourism and environmental protection
practice (including Climate Change)
 Promotion of Responsible Tourism

THREATS
 Continuity of environmental initiatives
 Other sectors that effect the
environment – hydropower, mining,
medicinal herb export etc.
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Chapter 3 Development Goals and Objectives, Strategy
Rationale and Competitive Positioning
This chapter sets out the goals and objectives to be achieved over the next 10 years
during Nepal’s Tourism Strategy Plan. It discusses the reasoning behind the choice of
strategy that will be pursued and identifies Nepal’s competitive position in the regional
and global context.

3.1 Development Goals and Objectives
The development goals and objectives guiding the tourism development strategy
expounded in this plan reflect the Government of Nepal’s aspirations expressed in its
13th Periodic Plan and influenced by its Poverty Reduction Strategy Paper (2003).
These are captured in the Ministry of Tourism’s Vision and Objectives.
The vision for tourism expressed in the Government’s Vision 2020 is:
Tourism is valued as the major contributor to a sustainable Nepal
economy, having developed as a safe, exciting and unique
destination through conservation and promotion, leading to equitable
distribution of tourism benefits and greater harmony in society.
The overarching goals in Vision 2020 are: to increase annual international tourist
arrivals to Nepal to 2 million by 2020 and to augment economic opportunities and
increase employment in the tourism sector to 1 million.
Whilst the targets are ambitious and by now probably out of reach (Vision 2020 was
published in 2009), the objectives expressed in the document are valid.
The goals in Vision 2020 will be achieved by:







Improving livelihoods of the people across the country by developing integrated
tourism infrastructure, increasing tourism activities and products, generating
employment in the rural areas enhancing inclusiveness of women and other
deprived communities, and spreading the benefits of tourism to the grassroots
level.
By developing tourism as a broad-based sector by bringing tourism into the main
stream of Nepal’s socio-economic development supported by a coherent and
enabling institutional environment.
Expanding and extending tourism products and services in new and potential
areas of Nepal by enhancing community capacity to participate in tourism
activities.
Publicising, promoting and enhancing the image of Nepal in international tourism
source markets.
Enhancing flight safety and aviation security, extending air connectivity, and
improving capacity and facilities of national and international airports.
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Attracting new investment in creating new tourism facilities, products and
services.

These overarching goals are enhanced by the following specific goals and objectives:
Planning and development goal: to develop tourism in a planned and sustainable
manner.
This will be achieved by:





Formulating a phased spatial plan to guide the distribution and nature of tourism
development.
Proposing improvement and diversification of existing attractions and assets and
developing new attractions.
Exploiting the opportunity of planned infrastructure development and influencing
development priorities.
Encouraging sustainable and responsible development that protects the natural,
cultural and historical resources of the country.

Branding goals: to establish a universally recognised Nepal tourism brand and a
desirable tourism image locally and abroad.
This will be achieved by:






Communicating and documenting the brand essence, brand values and
guidelines for brand application to the industry.
Ensuring consistent application and promotion of a common brand identity by all
public and private tourism stakeholders.
Monitoring Nepal’s brand image and the nature and extent of brand application
and recognition in the market.
Responding effectively to destination reputational challenges and opportunities.
Reviewing the suitability and relevance of the brand and adapting it as
necessary.

Marketing goals: to achieve consistently high growth in tourism arrivals throughout the
year and significantly improve value derived from visitors in terms of revenues,
seasonality and geographic spread.
This will be achieved by:







Focusing resources on markets and segments that provide the best value
potential and return on marketing investment, throughout the year.
Improving market research and intelligence to inform marketing decisions.
Changing and tweaking the marketing mix to derive optimal results in target
markets.
Maximising the use of new technologies.
Promoting the development and improvement of suitable products, experiences
and events.
Gearing financial and human capacity to deliver on the strategy.
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Formulating and managing an effective communication and crisis management
plan.

The goals for the tourism economy: to contribute to greater GDP growth and
employment, reduce poverty and increase sustainable access to foreign exchange for
national development.
This will be achieved by:












Formulating policies and providing enabling environment that will maximise
tourist arrivals.
Ensuring the availability of tourism data and information to accurately identify and
determine the extent of economic impact.
Keeping an up-to-date statistical database which records also documents,
research, development, planning, product development, and marketing and
promotion issues.
Finding ways to raise the value and supply chains to induce tourists‘ longer stay
and higher expenditure.
Upgrading skills of the industry‘s workforce in order to enhance their
professionalism and earnings.
Providing appropriate tax incentives and support to promote investment in the
industry which will, in turn, raise tourism impact on the economy.
Facilitating the investment environment to attract both internal investment and
FDI.
Improving opportunities for the wider involvement of communities in the
supply and value chains of tourism products and services.
Strengthening the poverty-focus of the tourism sector enhancing the current
efforts on rural and agro tourism and park people partnerships.
Increasing access to training and skills for women, the youth, the unemployed
and the handicapped.
Enhancing local level planning effort in tourism development by emphasising
local people‘s priorities and circumstances in the planning of all tourism projects
and programmes in potential districts and village levels.

Investment and business environment goals: to attract investment
improve/expand commercial tourism facilities and services in the sector.

and

This will be achieved by:








Promoting and supporting investment in tourism plant and products.
Creating a conducive environment to increase investment including FDI.
Supporting the development of SMEs.
Building the human and institutional capacities of the sector to provide high
quality services.
Maximising opportunities for local communities to participate in tourism through
supply and value chain linkages up to local level.
Encouraging appropriate disposal of solid and liquid waste as well as recycling to
reduce pollution in the tourism destinations.
Ensuring the quality of services and products offered by the business community
by providing guidelines on standards and through extension.
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Services, training and enforcement of regulations.

Human resource development goals: to improve the tourism human resource
capacity, quality, quantity and performance.
This will be achieved by:









Conducting a national tourism training needs assessment to ensure specific skills
development and more skilled labour to meet the expected growth of the tourism
sector.
Upgrading the skills and knowledge of public sector employees at government,
district and local level in order to improve effectiveness and supply professional
services.
Removing gender barriers to women participating in tourism education and
training and increasing female participation in the workforce.
Encouraging public-private sector partnerships to establish new institutions in the
regions as well as opening satellite training facilities and expand mobile training
from existing institutions.
Establishing a national tourism skills council responsible for developing tourism
occupational standards as the basis for national tourism curriculum and national
tourism qualifications framework.
Enhancing the quality of tourism training institutions by raising the skills of
lecturers and improving education quality systems.
Strengthen public training institutes with distinct specialisations on hospitality and
tourism (NATHM) and mountaineering, trekking and adventure tourism (mountain
academy of Nepal).
Implement national tourism curriculum in primary and more secondary schools
through collaboration with MOE.

Quality improvement goals: to improve the quality of accommodation, food, safety and
public sector services to enhance the tourism experience in Nepal.
This will be achieved by:








Developing and adopting a responsible/sustainable code of tourism practice for
all tourism businesses.
Developing and promoting a quality mark for tourism businesses that adhere to
the code of practice so that tourists can recognise and patronise those member
businesses.
Implementing an enhanced, updated and expanded accommodation standard
rating system.
Implementing and enforcing food safety and hygiene standards in hotels and
restaurants.
Enhancing tourism operating standards, visitor services and facilities.
Ensuring refresher training for tour, trekking and mountain guides when they reregister for their licences.
Encouraging unregistered or unregulated tourism-related businesses to register
under MoCTCA.
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Tourism infrastructure goals: to provide a clear guidelines of necessary tourism
infrastructure development that will be incorporated into MoCTCA policy and work plans
for immediate implementation.
This will be achieved by:






Collating the existing database on tourism infrastructure and superstructure.
Designing a phased spatial plan that will elaborate current and planned asset
distribution of tourism development.
Formulating best practice guidelines for the upgrading and expansion of existing
tourism assets.
Capitalising on the opportunity of planned infrastructure development and
influencing development priorities.
Requiring best practice (environmental and cultural) development that not only
protects but enhances national resources.

Institutional, management and policy goals: to provide an effective institutional,
regulatory and framework to support the development and growth of the sector.
This will be achieved by:












Assuring that there is stability and continuity in the governance of the sector.
Ensuring proper coordination between public and private sector tourism industry
and related stakeholders.
Promoting effective stakeholder partnerships.
Providing reliable and credible data and information as a basis to inform planning
and investment choices and enable performance monitoring of marketing and
product development initiatives to be undertaken.
Developing a regulatory system that promoted sustainable development,
conserves the resources and ensures the quality of the tourism experience.
Providing a safe, secure and healthy environment for tourists as well as for the
local population that interact with tourists.
Formulating policies that incorporate the needs of the private sector and local
communities based on the principles of responsible tourism.
Adopting and committing to the implementation of a strategy will enhance the
development of the sector.
Prioritising actions that will help the local population derive benefits from tourism
either directly by participating in the sector or indirectly by supplying the sector.
Securing adequate levels of financing to implement the tourism strategy and
plan.
Ensuring that the strategy actions are incorporated into the Government’s Annual
Work Plan.

Cultural heritage goals: to protect, preserve and promote the diverse tangible and
intangible cultural heritage of Nepal and generate income and employment through
sustainable tourism development.
This will be achieved by:


Building awareness of the local communities on the value of cultural heritage.
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Developing code of conduct for tourists.
Promoting cultural activities and events.
Promoting local products and skills.
Providing incentives to the local communities to preserve and promote their
cultural heritage.

Natural environment goals: to minimise the impact of tourism on the environment
through a proactive planning and implementation strategy and promotion of good
practice.
This will be achieved by:






Collating the existing knowledge on tourism and the environment.
Continual research and development of mitigation strategies to combat climate
change through tourism.
Diversification of products / destination to ease the pressure on the environment.
Promotion of good practice through a reward system.
Making the knowledge, mitigation strategies and good practices accessible
throughout the product and the destination.

3.2 Development Strategy
Tourism in Nepal has progressed substantially since 1972 when the first master plan
was formulated. It has gone through highs and lows and has arrived at the current
situation as described in detail in Chapter 2. The strong trekking and mountaineering
product and the profound association that Nepal has with the Himalayas is providing a
narrow focus on the type of tourism and opportunities that the country has to offer, and
this needs to be addressed. The strategy that will be adopted also will need to address
issues of low quality based on extreme price competition strategies adopted by many
firms in the sector, which are damaging the destination’s reputation, attracting low yield
visitors and deterring high yield tourists who are choosing competing destinations like
Bhutan over Nepal.
At this stage of Nepal’s tourism development it is important that the adopted strategy
delivers the desired objectives in a realistic, achievable and logical manner and that the
pace of development is appropriate. Therefore an incremental growth approach is
described in this strategy document consisting of two main stages:


Phase 1 (2014 to 2018):
During the first phase of the strategy the emphasis will be on DIVERSIFICATION
and IMPROVEMENT. The range of products will be diversified by opening new
areas and locations, which will also result in relieving congestion in tourism zones
that are under pressure, developing new types of products and consolidating
products that are currently emerging. Yet, the very successful trekking and
mountaineering product, which Nepal currently relies on, will not be abandoned
and efforts will be made to defend it and improve it. The quality improvement of
products and services across the board will also be the focus during this phase.
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Phase 2 (2019 to 2023):
During the second phase of the strategy the emphasis will be on consolidating
the new products and the new locations developed during phase one, opening
new areas, expanding the product range and targeting new high yield markets.
The focus therefore will be on CONSOLIDATION and EXPANSION. The strive to
deliver quality will continue to be the focus of the strategy as well as quality
control to maintain the quality improvements that have been achieved.



Beyond the 10-year strategy:
The strategy proposed in this document must be closely monitored and, as
unexpected situations arise, it must be adjusted to ensure that the objectives are
met. After 10 years a decision must be taken on whether to revise the strategy
that has been pursued or whether to formulate a new strategy.

Figure 33 shows the different stages of the strategy against time and the growth in
tourist arrival.
Figure 33: The development strategy for the next 10 years

DEVELOPMENT STRATEGY
A TWO STAGE APPROACH OVER THE 10 YEAR STRATEGY
No of
visitors

Short-term

DIVERSIFICATION
AND IMPROVEMENT
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2014
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SUSTAINED
GROWTH
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of a new
strategy

Expansion to new areas,
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2019

2023 2024

198

The National Tourism Strategy Plan for Nepal – 2014 - 2023

3.3 Strategy Rationale and Competitive Positioning
This section explains the rationale behind the strategic choice and determines the
competitive positioning that Nepal should be aiming to achieve.
3.3.1 Industry ratings
The survey carried out by international and local tour operators and described in Section
2.5 produced some interesting results. They were asked to rate the attractiveness of
Nepal in relation to competitors. An average score of between 1 and 2 means Nepal is
rated as less attractive, a score of 2 means Nepal is rated as similarly attractive while an
average score of between 2 and 3 means Nepal is rated as more attractive.
The views of foreign and local operators concerning Nepal’s relative attractiveness differ
substantially, as indicated in Figure 34. The following ratings were achieved in this
regard:


Local Nepalese operators rate Nepal on average as more attractive than
competitors, except for spiritual and wellness experiences where India is rated as
more attractive and for leisure and sightseeing, where India is rated as of similar
attractiveness.



While Nepal is rated as moderately more attractive than its competitors for
leisure, ecotourism and spiritual/wellness it is rated as much more attractive than
competitors for hiking, trekking and adventure

Figure 34: Rating of Nepal's relative attractiveness by tourism operators
How would you rate the attractiveness of the following Asian
destinations compared to Nepal, in relation to the experiences listed
below

3
2,8
2,6
2,4
2,2

India

2
1,8

Sri Lanka

1,6

Bhutan

1,4

Cambodia

1,2
1
Local

Foreign

Local

Foreign

Leisure/sightseeingTrekking/hiking/adventure

1-2= Nepal less attractive

Local

Foreign

Ecotourism

2=Similar Attractiveness

Source: Local and foreign tourism operator surveys
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Foreign operators’ ratings of Nepal’s relative attractiveness are generally
between 10% and 30% lower than those of local operators.



They rate Nepal less attractive than competitors for leisure and sightseeing but
much more attractive than India, Sri Lanka and Cambodia for trekking, hiking and
adventure. The only serious competitor in the trekking, hiking and adventure
segment from a foreign operator perspective is Bhutan; however, on average
foreign operators still rate Nepal substantially more attractive than Bhutan in this
segment.



Foreign operators rate India and Sri Lanka as of equal attractiveness to Nepal for
ecotourism but they rate Bhutan as slightly more attractive than Nepal in the
ecotourism category. For spiritual and wellness experiences they rate India more
attractive than Nepal and Sri Lanka and Bhutan as of similar attractiveness.



Overall, from an operator perspective Nepal’s major competitive advantage is in
the outdoor and adventure segment and the country will find it difficult to compete
primarily on other premises, although ecotourism (including culture) and spiritual
and wellness experiences are important supportive segments
3.3.2 Possible positioning angles

Competitive positioning for a tourism destination means occupying a position in the
market that differentiates the destination from competitors and provides customers with a
convincing reason to visit the destination rather than competitors. The destination should
protect and enhance its competitive position at all cost and, doing so, should be at the
core of the tourism strategy.
Various angles could be considered for a suitable competitive position for Nepal,
including:


Price-volume positioning: lower volume-higher cost exclusivity vs. higher
volume - lower cost. Position not to occupy: low cost-low volume.
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Figure 35: Nepal's comparatively weak price-volume position
High Spend/
Visitor

Low
Volume

High
Volume

Low Spend/
Visitor
Source: UNWTO, 2012

Evaluation: Figure 35 depicts Nepal’s weak price-volume position given its low volumelow spend status.
Due to the country’s low volume-low spend position, it is neither able to derive cost scale
and price advantages from high volume of arrivals (e.g. Thailand), nor is it able to
achieve significant revenue per visitor. This creates a weak price positioning in the
market and closing this gap through increasing both visitor arrivals and expenditure per
visitor should be a key strategic priority.
Unique experiences positioning: offering experiences and features that no
other destination can offer and for which tourists have to come to the specific
destination e.g. unique sites, natural phenomena (fauna, flora, etc.), cultural and
lifestyle experiences, etc. Position not to occupy: average bit of everything for
everyone.
Evaluation: Apart from a range of special resources and attractions, Nepal has two
unique assets that can only be found in Nepal, namely Mount Everest, the highest
mountain on earth and Lumbini, birthplace of the Buddha. Both these unique selling
features offer excellent recognition; however both have drawbacks including:
o Lumbini: Although the planned new international-regional airport will make it
more accessible, Lumbini appeals as a ‘must visit’ destination mainly to a
pilgrimage market and, in that sense, it is not unique since it is one of four
most sacred sites on the Buddhist Circuit, the other three being in India
(Bodhgaya, Sarnath and Kushinagar).
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o Mount Everest: While Mt Everest is the most recognised mountain on earth,
few tourists to Nepal will have the opportunity to visit or even view the
mountain. Apart from restrictions on the number of permits for Everest,
mountaineering expeditions to the mountain are hugely expensive, flights to
view Mount Everest are also costly and the trekking routes have limited
capacity, which is often saturated, particularly in peak season. In addition, it
has in many respects taken on its own identity, often without being associated
with Nepal.
o Both: A sole focus on these unique landmarks could underplay the more
holistic cultural and nature tourism attractions on offer in Nepal.


First mover/pioneering positioning: being the authentic destination for specific
features or activities and having developed and honed these to offer the best and
being the benchmark for such experiences. Position not to occupy: always
following others and lagging behind.

Evaluation: this could be a positioning angle as Nepal has some ‘firsts’ to experience,
e.g. birthplace of the Buddha, birthplace of Sita, first accent of Mt Everest, etc. However,
these may have a limited market appeal and may not be strong enough positioning to
differentiate Nepal.


Emotional positioning: exceptionally high appeal to the senses and emotions,
conjuring up feelings and memories that can be life-changing and enriching.
Position not to occupy: leaving travellers cold.

Evaluation: The close and intense interaction with nature, the mountains, the culture and
the spiritual practices of Nepal can leave no visitor untouched. Unfortunately, this
positioning has already been taken by India through its
proposition as a ‘journey of the senses’ and conveyed
through the Incredible India brand.


Geographic proposition: best proximity to sought
after experiences, centrality to markets, climate,
etc. Position not to occupy: market confusion –
where is this place?

Evaluation: Probably the best tourism positioning angle for
Nepal. Through its centrality and proximity to the
Himalayas Nepal should rightfully claim custodianship of
the Himalayas and Nepal is the most centrally located
country in the Himalaya range.
3.3.3 Proposed positioning and strategy implications
Nepal deserves the status of being ‘the cradle of the Himalayas’ and this proposition
could incorporate and synergise with the variety of natural, cultural and spiritual
experiences on offer (Figure 36). The entire country is crowned by the Himalayas and 8
of the 14 mountain peaks over 8,000m are located in Nepal, including Mt Everest.
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Figure 36: Suggested tourism competitive positioning
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The Himalayan peaks are highly visible and appear up close from almost anywhere.
What makes it unique is that the nature, culture and lifestyle experienced in Nepal are
influenced by its proximity to the mountains. Life and landscape on Nepal’s Terai is a
transition zone from the Himalayas to the sub-continent and is influenced by the
proximity to the Himalayas. In addition the location offers climatic advantages suitable to
attract visitors from India and Europe during harsh seasons. This tourism positioning is
able to encapsulate all facets Nepal as all aspects of Nepal’s attractiveness: nature,
mountains, culture and spiritual birthplace can be linked back to it.
Positioning Nepal in the market as the custodian of the Himalayas carries with it a big
responsibility to provide visitors with a unique, high value experience offering the best of
Himalayan identity and flavour. Implications for the tourism strategy are among others:


It is about natural integrity: Himalayas is associated with purity, unpolluted air
and environment and is a benchmark for global warming and sustainability. The
tourism strategy should place a high priority on environmental sustainability and
quality.



It is about cultural authenticity: the varied and interesting cultures, lifestyles
and architectural heritage resulting from the Himalayan influence are major
contributors to a unique and interesting tourism experience. These should be
protected and enhanced at all cost.



It is about spiritual respect: much of the spiritual diversity, values and colourful
religious traditions have a connection to Himalayas and many pilgrimage sites
are close to or in the mountains. These make Nepal’s daily life interesting to
tourists and respect for such spiritual diversity and traditions should be
ensconced in the strategy.



It is about people interaction: the Himalayan tourism positioning is about a
leisurelier, more authentic and interactive tourism experience than elsewhere in
Asia; a more relaxed and gentler pace with time to meet and learn from the
people. Human resources development, greater awareness of the responsibilities
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and benefits associated with tourism and creating opportunities for locals to be
tourists in their own country are key aspects to be addressed in the strategy.


It is about quality and value: the Himalayas are the most revered and valuable
mountains on earth. Given their immense height and formidable physical
presence, they are to many people symbols of great achievements and goals.
Taking a lower quality, low cost price position in the market does not support the
proposed positioning and every effort should be made to expand Nepal’s product
range and quality in support of the positioning.

Initiatives like the Great Himalayan Trail113 (GHT) could play a vital role in re-enforcing
Nepal’s positioning as the cradle of the Himalayas.
3.3.4 Positioning phases
Following the development strategy laid out in this document, Nepal’s tourism sector is
expected to go through a diversification and improvement phase before moving into
consolidation and expansion. After 10 years, i.e. from 2024 onwards the sector should
be on a sustainable growth path and the strategy should be reviewed and renewed to
plot the way forward for the next growth period.
Figure 37 illustrates the expected phasing of Nepal’s tourism growth and market position
over the planning period, moving from diversification/improvement through
consolidation/expansion and onto sustainable growth.

113

http://thegreathimalayatrail.org/
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Figure 37: Expected evolution of Nepal's tourism growth and positioning over the
planning period in line with the proposed strategy
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Chapter 4 - Structure Plan for Tourism in Nepal
This form of plan is a complementary and physical expression of the tourism
development strategy of Nepal 2014-2023. It is an elaboration of the tourist movements
and flows currently occurring in the country. The structure plan goes further to highlight,
if the strategy is adhered to, the recommended spatial flow of tourists over time in two
phases of five years and further increasing the positive impacts of sustainable tourism
development in Nepal.

4.1 Phased Approach to Developing the Structure Plan for
Tourism
From the outset, this plan is indicative of the spatial movements of tourists throughout
the country. These spatial movements, either by air or by road have been designed in a
circuit format for maximum impact and equitable spread.
A tourist circuit is a combination of at least three major tourist destinations that are
located in such a way that none of these are in the same location. The circuit is designed
to enable tourists to flow in a circular movement, also allowing smaller offshoots from
major destinations and that they are separated by a distance that allows visitation in
sequence. The circuit will have an access gateway that facilitates tourist entry onto the
circuit and ultimately encourages them to visit all of its attractions. The prime objective of
established clear tourism circuits is to increase the total number of visits to each
individual and unique destination located along the route. Circuits are identified and
composed of a wide mix of attractions that target identified market segments. These
mixes of attractions shall incorporate various themes, such as natural, cultural or outdoor
sports.
The identification of these circuits will facilitate implementation of infrastructural needs
and promotional activities on a phased basis. If the format is followed it will ultimately
ensure that returns on necessary initial investment are maximised in the medium- to
long-term.
Upon identifying feasible tourism circuits to enhance spatial flow in Nepal, a wide range
of factors have been reviewed that affect existing and potential tourism resources in the
country. This in order to:




Ensure that current and potential niche tourism products are included into the
circuits and are strengthened with complimentary supporting infrastructure;
That tourist spatial movement is implemented in the form of clearly defined
circuits that can be developed in the short, medium and long term in line with the
stated development vision, and finally; and
Future tourism development is equitably spread throughout the country and
enhances a wide-ranging array of benefits to local communities.

The plan, as outlined below, identifies the main current circuit and two potential circuits
that are to be implemented in the short- and medium-term. For planning purposes the
short-term proposal is to be implemented in the next five years (2014-2018) and the
succeeding medium-term (2019-2023). It is imperative that phased programming should
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be reviewed at the end of the first five-year period. This shall be analysed against tourist
arrivals, site frequentation and adjusted in line with actual overall performance.
4.1.1 Existing spatial tourism framework
Incorporating valued judgments based on the current situation is key in the design
process for an appropriate phased, spatial tourism framework that is to be developed in
Nepal. The current 'picture' is fundamental in understanding the tourism base that is to
be built upon and, therefore, enables a clear progressive comparison of existing and
planned situations.
Figure 38 highlights the current spatial tourism flow in Nepal.
Figure 38: The current core tourism flow

The current focal tourism triangle is centred on Kathmandu acting as a gateway to the
areas centreed around Pokhara and Bharatpur (Chitwan) although there is an offshoot to
Lukla (Mount Everest):
Bharatpur:
A short flight or 7 hour drive away from Kathmandu, Bharatpur is a tourist gateway to
some of Nepal's most famous and visited protected areas. Each year, over 120,000
tourists visit the World Heritage Site of Chitwan National Park, driven primarily to spot
the elusive Bengali tiger roaming freely within the protected forests and this whilst riding
an elephant. Another attraction just 5 km from the city centre is Bish Hazari Lake that is
an important zone for concentrated and varied types of bird species.
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Kathmandu:
Kathmandu is the capital and gateway to the country through the only international
airport and it is the commercial and administrative hub of Nepal. The city nestles within a
valley that holds most of the present room capacity, and a range of attractions found
within the three ancient cities of Bhaktapur, Kathmandu and Patan. Kathmandu Valley is
blessed to have seven UNESCO world shrines concentrated within a small area and are:
the Hindu temples of Changu, Narayan and Pahsupati; the Buddhist stupas of
Bauddhanath and Swayambhu, and the Durbar squares of Bhaktapur, Hanuman Dhoka
and Patan.
Lukla area:
This zone incorporates some of the most visited trekking trails in the country and is also
the main gateway to Mount Everest. Large numbers of specialised tourists venture to
this area to pursue enduring treks through Sagarmatha, and Makalu Barun National Park
and Gaurishankar Conservation Area.
Pokhara:
Pokhara is a unique destination, favoured so much by tourists, that is has become the
second most visited destination in Nepal. It is considered 'the jewel in the Himalaya’
where visitors both domestic and international come to escape the hustle and bustle of
Kathmandu. The municipality of Pokhara hosts, after Kathmandu, the second largest
concentration of bedding capacity and services. There are a wide variety of attractions
on offer from boating on one of many lakes, taking to the air by microlight or para-glider
to trekking deep within the Annapurna Conservation Area (ACA). There are also
opportunities within ACA to trek along sections of the Great Himalaya Trial.
Not to be excluded in anyway, although not included within the current core tourism
circuit of Nepal, the World Heritage Site of Lumbini is of great pilgrimage importance to
more than 500 million Buddhists worldwide. The area is home to the birthplace of Lord
Buddha where the site was declared World Heritage by UNESCO in 1997 and is visited
by over half a million pilgrims yearly. The entire area is going through rapid development
with major infrastructure inputs and has its own separate Tourism Master Plan. The site
has been incorporated in planning phases of this strategy within the context of
enhancing spatial tourism flow and will ultimately play a pivotal role as a main gateway
once the regional international airport has been built.
4.1.2 Structure plan approach – a phased spatial plan
The recommended spatial plan that is to be phased in two steps has been developed in
synchronisation with the overarching objectives expressed in the Government of Nepal's
13th Periodic Plan and its Poverty Reduction Strategy Paper (2003).
In Section 3.1 of this report, the stated planning and development goal is to develop
tourism in a planned and sustainable manner to be achieved by formulating a phased
spatial plan to guide the distribution and nature of tourism development, proposing
improvement and expansion of existing attractions and assets and developing new
attractions and exploiting the opportunity of planned infrastructure development and
influencing development priorities.
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The spatial framework to achieve these objectives is set out below.
4.1.3 Phase 1: 2013-2017– diversification and improvement
The approach adopted for Phase 1 is illustrated diagrammatically in Figure 39.
Figure 39: The first 5-year phase: 2014-2018

The spatial framework of phase one is centred on improving the current core circuit and
the diversification of attractions through new circuits to relieve growing social and
environmental pressures. This will be achieved through focused development of
complimentary infrastructure developments that is highlighted in Chapter 2.3.
The overall aim is to encourage tourism flows into new regions of Nepal through butterfly
type circuits centred on the two main international gateways of Kathmandu and in the
near future, Bhairahawa (Lumbini). Both gateways will complement each other by
offering a widest range of circuits to suit identified market segments and also offer
opportunities to mix activities. The former will focus in opening up Eastern areas and the
latter will focus in opening up Western areas of Nepal. Pokhara will also pivotal role in
opening up new destinations in the Western regions and coordinated efforts must be
made to develop the new planned airport.
Issue: Cross sector flights by CAAN must be enabled to optimise the feasibility and
sustainable development of these identified circuits.
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(1) The Western Spatial Flow
Centred on the current international gateway of Kathmandu and the secondary gateway
of Pokhara, spatial tourism flow will be movement around the tourism gateways of Rara,
Dhangadhi and Bhairahawa:


Rara:
Great care must be taken in the development of tourism in this zone and coordinated planning and monitoring must be achieved with the Department of
National Parks and Wildlife Conservation (DNPWC). The site is considered a
jewel in Nepal's crown when is comes to tourism assets. The area is located in a
national park and is centred on Rara Lake. Relatively under developed, the area
is offers fantastic lakeside trekking and for the more intrepid, a chance to walk
along the Great Himalayan Trail. Unique wildlife, cultures and landscapes are
located here.



Kailali:
Located in the South West corner of Nepal and is the closest urban centre to the
Indian market of Delhi. This zone is located on the flatlands of the Terai and is
ideal for cycling tourism for certain target tourism markets. Attractions include
unique cuisine, cultures, Sukla Phanta Wildlife Reserve. Also within a couple of
hours of Dhangadhi airport are opportunities to white river raft the mighty Karnali
river and visit Bardiya National Park, which is comparable in natural assets and
quality to that of Chitwan National Park.



Bhairahawa:
Known as the gateway of Lumbini World Heritage Site, this gateway has a host of
activities and attractions to offer tourists. A short distance away, 15 kilometres is
the archaeological site of Devedaha where the associated tribe of Lord Buddha
(maternal side), the Koliyas is located. To the West, 40 kilometres away is the
small town of Taulihawa. This is home to multiple archaeological sites associated
with the old kingdom of the Shakyas, which is Buddha's paternal royal family. A
few hours drive east is the infamous Chitwan National Park and the lesser-known
Parsa Wildlife Reserve.

(2) Eastern Spatial Flow
Centred on the current international gateway of Kathmandu and to a less extent
the gateway of Bhairahawa, spatial tourism flow will be movement around the
tourism gateways of Biratnagar, Illam and Taplejung:


Biratnagar:
Not necessarily known at present as tourism gateway, this undervalued city for
tourism is the regional gateway to the Eastern regions of Nepal and in particular
Illam. The city is best known for its vibrant temples and places of religious
importance. To the West, a small drive of 90 minutes from the city, one arrives at
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Koshi Tappu Wildlife Reserve, famous amongst bird watching specialists. The
largest concentration of rhododendron forests of Jaljale, Milke and Tinjure are
accessible by road four hours away. A bus journey of one and a half hours North
of the city allows tourists to experience the temples of Buddha Subbha, Dantakali
and Pindeshwar.


Illam:
A short 4-hour drive away is the scenic tea landscapes of Illam. This region is
ideal for enhancing tea tourism through pedestrian and cycling trails. The district
of Dhankuta is well known for its rolling hills of orange orchards.



Taplejung:
The gateway of the remote North-Eastern Kanchenjungha Conservation area and
home of Pathibhara Devi Temple situated at a breath taking 3,794 metres above
sea level. This area is relatively unknown amongst tourism circles, though it
offers a wide variety of potential activities including the opportunity to walk along
certain sections of the Great Himalaya Trail.
4.1.4 Phase 2: 2019-2023 - consolidation approach

The approach adopted for Phase 2 is illustrated diagrammatically in Figure 40.
Figure 40: The second 5-year plan - 2019 to 2023
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New spurs can be established which connect to new and existing attractions.



Further consolidation can take place in existing tourism areas as defined in
phase one of the structure. The extended spatial framework established in Phase
1 forms a platform for further consolidation and growth in Phase 2 and beyond.



The reinforced spatial flow corridors can be exploited to develop new attractions,
with viability enhanced by the strengthening and expanding of the core tourism
framework plan.
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4.2 Selection of Priority Areas
4.2.1 General TDA objective
The overarching objective of the TDAs is to reinforce the roles of the relatively underdeveloped regions as a significant tourism destination in Nepal, primarily through the
exploitation of its tourism assets and key attractions. Within the context of that objective,
proposals for each area should seek to develop tourism, including community-based
tourism at a range of sites across the region, particular attention should be paid to the
development of all the Protected Areas for the development of hard and soft activities for
incorporation into the tourism offer. The TDAs should also aim to diversify the present
tourism offer, attract more visitors to the region, and increase length of stay and average
visitor spend thus maximising economic benefits to local communities.
4.2.2 Rationale for the TDA selection
In each TDA within the context of the strategy, an assessment of integral factors was
made in relation to sustainable tourism planning. A matrix was prepared for each TDA,
which evaluated a number of criteria. Though mostly qualitative, the exercise does
demonstrate clearly the overall perception of each zone from a tourism angle. The
selection was made via the following criteria:


Infrastructure availability, level and planned development in each area.



Potential to attract tourists to the area.



Demand is present from tourists wishing to visit but cannot due to constricting
factors such as the lack of supply of activities, access and facilities.



Diversification potential of activities available within each area.



Sustainability is key factor of each TDA in regards to rural and urban plans
drafted by district, municipal and national governments.



Social impact of tourism development will not negatively affect local cultures and
poverty alleviation will take primordial importance amongst host communities
standing to benefit.



Government strategic priority has been identified in these historically
disadvantaged areas as such as needing prioritised sector diversification and
implementation.
4.2.3 Selection and justification of TDAs

The Strategic Plan identifies a total of four Tourism Development Areas (TDAs) widely
distributed throughout the country and focused on opening relatively undeveloped areas
in regards to tourism. The proposed TDAs are focussed on key existing attractions, land
usage environmental features, protected areas, as anchors and key visitor attractors.
The TDAs are essentially development zones, or clusters, which designate tourism
regions where integrated actions and programmes are implemented in order to develop
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the tourism sector across administrative boundaries in a holistic and cost effective
manner. The recommended TDAs are described in conjunction with a matrix rating Table
41 that gives a maximum score of five for each criteria and are as follows:


Pokhara- Western region



Kailali - Far West region



Illam- Eastern region



Karnali- Mid-Western region

Table 41: Tourism development matrix and rating*

Selection
Criteria

Infrastructure Potential Demand

Diversification

Social
impact
Govt.
Sustainand
strategic
ability
poverty
priority
alleviation

Total

Pokhara

4

5

5

5

5

5

2.5

31.5

Kailali

3

5

2

5

5

5

5

Illam

4

4

4

5

4

4

2.5

27.5

Karnali

2

4

4

3

4

5

5

27

30

*ratings out of five, zero being the lowest possible score and five being the highest.

Pokhara: scored the highest ratings in regards to its potential, demand, diversification,
sustainability and social impact. Currently the area receives the second highest number
of tourists in Nepal. Infrastructure is relatively developed, such as road networks,
telecommunications, electricity and an operating airport, which is soon to be upgraded
into a regional international gateway, will only further enable increased visitor numbers to
the area. There are a wide variety of activities and services operating in the area that are
catering to current demand. The potential for further grow is strong, especially with the
development of softer activities that will cater to specific target markets as elaborated
within this strategic document.
Kailali: is a lesser-known region of Nepal amongst tourist circles and this despite its
potential to attract visitors through a wide range of cultural and environmental attributes.
This TDA scored lower on infrastructure and demand as due to its relative isolation has
been deprived of adequate access networks within the region. Though, it must be noted
that this area ranks high in government strategic priority for further development and on
site observations indicate that these deficiencies are being addressed.
Illam: is rapidly developing to incorporate new tourism activities and facilities that will
encourage new market segments to the area, in particular pilgrims and softer activity
seeking tourists. Overall, this area scored high results consistently on infrastructure,
potential, demand, diversification, sustainability, social impacts and poverty alleviation.
Though, it is not considered as a government strategic priority for sector wide
development despite its potential.

214

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Karnali: by far the most remote and under developed and poorest regions in Nepal.
There are a stunning variety of undiscovered areas of natural and cultural beauty that
should be developed for tourism. In order to achieve this, infrastructural development in
the area should be rapidly enhanced to not only incorporate tourism needs but that of
other sectors and this will only in time benefit local communities located here. The area
is very well known amongst tourism circles for its wide array of potential activities but has
been impeded by the lack of access.
In Section 4.3 Conceptual Planning, each of the identified tourism development areas
are discussed in further detail to reflect upon on the scores achieved within the criteria
matrix.
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4.3 Conceptual Plans for Four Priority Areas
The proposed TDAs, whose extents should be subject to further detailed study, are set
in the context of conceptual plans, which are illustrated below. The conceptual plans
identify radial transport linkages, from the tourism gateways, which serve as the primary
means of access within each of the TDAs. The importance of these road and air links is
reflected in the Government’s on-going road and aviation development programmes
which envisages the entire network being improved in the short to medium term and, in
fact, a number of key roads are already progressing towards completion. The conceptual
plans also illustrates lateral linkages within the TDAs which will, when upgraded, enable
tour itineraries to be developed which incorporate a number of different districts offering
visitors shorter and more comfortable journeys.
A key feature of the conceptual plan is the designation, subject to agreement, of
Regional Tourism Gateways. These centres, generally located in one of the principle
towns of the region, have a range of functions, namely to:




Form tourist services, information and transport hubs.
Form an integrated tourism administrative centre to coordinate planning,
implementation and marketing for the region.
Form a regional human resource centre providing localised vocational and
community training.
4.3.1 Pokhara- Central/West TDA
The overarching objective of this Tourism
Development Area is to reinforce the role of
Pokhara as a cultural, environmental and
business tourism destination in Nepal. Within the
context of that objective proposals for the area
should seek to develop business and general
tourism, including MICE activities to reinforce the
role of the TDA as a regional administration and
service centre.
Community-based opportunities at a range of
sites across the region should be identified and
particular attention should be paid to the
improvement of tourist attractions in the central
areas of Pokhara.
The TDA should also aim to diversify the present
tourism offer, particularly soft activities to attract
more visitors to the region, therefore increasing
length of stay and average visitor spend, thus
maximising
economic benefits to local
communities.
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4.3.2 Kailali – Far West
The overarching objective of this TDA is to kick-start sustained tourism growth in an area
that has so much to offer, primarily through the exploitation of its Protected Areas and
the Karnali river. Within the context of that objective, proposals for the area should seek
to develop tourism, including community-based tourism at a range of sites across the
region, and particular attention should be paid to the improvement of tourist attractions
in the Bardia National Park. The TDA should also aim to diversify the present tourism
offer, attract more visitors to the region such as the Indian market and increase length of
stay and average visitor spend thus maximising economic benefits to local communities.

4.3.3 Illam- East
The overarching objective of this Tourism Development
Area is to reinforce the potential role of the Eastern
TDA as a significant tourism destination in Nepal,
primarily through the exploitation of its protected areas,
cultural sites and soft activities offerings.
Within the context of that objective, proposals for the
area should seek to develop tourism, including
community-based tourism at a range of sites across
the region, and particular attention should be paid to
the improvement of tourist attractions in and around the
teas hills of Illam.
The TDA should also aim to diversify the present
tourism offer, attract more visitors to the region, and
increase length of stay and average visitor spend thus
maximising economic benefits to local communities.
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4.3.4 Karnali - Mid West
The overarching objective of this Tourism Development Area is to initiate carefully
planned development of tourism that is both culturally and environmentally sensitive.
Karnali TDA should be developed as a unique and niche tourism destination in Nepal,
primarily through the exploitation of its Protected Areas, isolated lakes and the Great
Himalaya Trail. There is already some tourism development around Humla (or Jumla) on
the Lower Great Himalaya Trail. Within the context of that objective proposals for the
area should seek to develop tourism, including community-based tourism at a range of
sites across the region, particular attention should be paid to the improvement of tourist
attractions in the Rara National Park. The TDA should also aim to diversify the present
tourism offer, attract more visitors to the region, and increase length of stay and average
visitor spend thus maximising economic benefits to local communities

4.3.5 Infrastructure Guidelines for Tourism Development Areas
(1) Road access


In urban resort areas: popular day-tripper destinations in urban areas need high
capacity access to provide for large numbers of buses and coaches. Approach
roads can be urban in character, with the emphasis on efficient traffic
management, but should nevertheless be attractive and well landscaped. Roads
parallel to the watercourses should be substantially set back behind wide
landscaped belts.
Access from the approach roads to the seafront itself should be via reception
areas for arriving vehicles. These should comprise setting down and picking up
points for buses/coaches and parking for private cars. In order to distribute
visitors along urban centres, additional reception areas, or at least the car
parking components, should be provided at regular intervals, every 800 m.
Where large numbers of coaches are expected, long term parking for use
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between setting down and picking up should be provided away from the
environmentally sensitive areas.
Parking areas should be well screened. Where demand justifies car/coach parks
can be provided underground, beneath squares, landscaped areas or shopping
developments.


In holiday resort areas: The size and character of approach roads should be
related to the scale and character of the destination. They should be no wider
than two lanes. The roads should be attractive and designed to build up a sense
of expectation. They should not be straight, but curved, where appropriate
responding to the topography and landscape and offering scenic views if
possible.
Circulation of vehicular traffic should be minimised within holiday resort areas. In
particular, integrated resort developments within the area, comprising hotels,
bungalows and other facilities, should be kept free of vehicular traffic. In these
cases, access roads should lead to a central core with adjacent coach settingdown and picking-up points and car parking sufficient to meet forecast numbers
of car-borne visitors. Movement within the resort area should be on foot or by
specialised transport, such as electric car, along winding routes well integrated
into the general landscaping of the resort.
Parking should normally not be permitted along a road, as this will create a
barrier to pedestrians. Instead, parking should be concentrated in defined areas,
where visitor numbers are expected to be substantially lower; parking may be
acceptable along the roadside or in well-screened areas cut out of the
landscaped belt.



At scenic spots: Approach roads to scenic spots should be sympathetic to the
character of the area, i.e. not long straight approaches, even where the terrain is
flat. The approaches and entry points of some scenic spots are heavily
congested due to a combination of high popularity and shortage of space for
reception areas. Two solutions may be suggested to this problem. First, to open
or expand additional entrances in less sensitive locations. Secondly, to introduce
park and ride systems, i.e. build car parks outside the area and bus the tourists to
the main access point from the car parks. This may need to be compulsory in
peak periods.

(2) Parking standards


In resort hotels: The ratio of car parking spaces per room will vary according to
the location of the hotel and the expected ratio of independent to group visitors.
In the long term, for smaller high-end resort hotels in more remote areas, where
most of the visitors may be expected to arrive by private car, parking may be
required up to at rate of 1 space per room. In most cases, however, and
especially in the short-term, a significant proportion of visitors are likely to be in
groups or to rely on local transport. Appropriate provision in such cases should
normally be one car parking space per two to four rooms. A lower level of
provision may be sufficient in the short term, however, with space reserved to
expand provision to this level as demand increases. Parking should also be
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provided for tour buses and coaches at a rate of one space per 100 rooms.
Additional parking will need to be provided to serve any additional facilities such
as conference centres associated with hotels, according to the scale of these
facilities.
Dimensions for parking spaces should be 5 m by 2.5 m for cars, 12 m by 3.5 m
for coaches and buses and 8 m by 3 m for light buses (less than 16 seats). Gross
area for car parking will need to be up to twice the combined area of spaces in
order to provide for circulation of vehicles. Car parking should be attractively laid
out, with substantial planting to divide up hard surface areas and to provide
shelter for users.


In holiday villas and apartments: Parking provision for holiday villas will
normally be provided within the curtilage of the villa at a rate of two spaces per
villa. For holiday apartments there should be provision of one car parking space
per one or two apartments, depending on whether the location is outside or
inside an urban area. These spaces may be located in a centralised car park or
in several groups, depending on the site, scale and layout of the development.



Scenic Spots: Permanent parking facilities for visitors to scenic spots need to be
sufficient to meet the needs of normal holiday season weekend visitors based on
carefully conducted vehicle counts. Additional areas for overflow car parks, which
may not be permanently paved, should be identified to accommodate the
additional demands at peak periods. Parking along the approach roads to scenic
routes should be prohibited.

Car parks should be provided in well-screened locations, before the entry point to the
scenic area. To soften the visual impact of large continuous areas of car and bus
parking, a number of smaller car parks should be used instead of a single large one and
each car park should be broken up by landscape planting into smaller areas. Where the
level of visitors is expected to be high, particular care will need to be taken to ensure
such parking areas and associated reception facilities do not detract from the character
of the scenic spot.
(3) Sewerage and waste management
Wastewater from all tourism development areas should be treated to the highest level
practicable. At present, not all urban areas in the country are covered by sewage
treatment schemes but provision of further schemes to cover the urban areas in all the
municipalities must be given high priority. Where a tourism development area is adjacent
to an existing or planned urban area, its sewage should be piped along main sewers into
the sewerage system of that area, if necessary by pumping. Existing sewage treatment
plants do not treat effluent beyond secondary level, with the treated effluent being piped
to an outfall.
Where there is no nearby sewerage system to link into it will be necessary to provide a
plant especially to serve the development. In these cases, where treated effluent will
need to be disposed of in the vicinity of the development, waste water treatment should
be to tertiary level, with removal of most nutrients, and disinfection to a high level. Main
sewers from the hotels and other developments should flow by gravity or be pumped to a
treatment works.
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At tourism scenic spots, a system of waste bins should be implemented within a PPP
framework. Tourism authorities and/or local government shall develop necessary
physical facilities for collection. A private waste collector is awarded the contract to
collect, separate and dispose of the solid waste sustainably. The same model should be
utilised for the implementation of public toilets. Visitors here will pay a usage fee for
sanitary access and the private contractor in turn pays a rental fee of these facilities to
local government authorities.
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Chapter 5 - Tourism Development Strategy for Nepal
This chapter proposes a tourism development strategy that will achieve the development
objectives presented in Chapter 3 and support the physical development strategy
detailed in Chapter 4. It is informed by the Situation Analysis detailed in Chapter 2, which
highlights several constraints and obstacles hampering the progress of the tourism
sector in Nepal. Recommendations are made to address these constraints and
obstacles.

5.1 Recommendations on the Policy, Strategy and Regulatory
Framework
Section 2.8 highlighted several issues and weaknesses in the tourism policy and the
regulatory framework that should be addressed if the sector is going to be developed in
a sustainable and equitable manner and is going to be effectively managed. This section
provides recommendations on how to increase the likelihood that well formulated
policies are translated into strategies and actions that the Government will adopt in its
overall work plan and commit funds to.
(1) Ensure that the policy is implementable and that it is presented in an annual
plan for implementation
A policy is a statement of intent that the Government and its partners in the sector intend
to achieve based on their development philosophy and the resources available. The
tourism policy must be translated into actionable strategies that follow an overall
strategic direction. These actions are set out in a plan, which allocates responsibilities to
the appropriate bodies, institutions or individuals to carry out the action, a schedule for
the action to be completed, the resources that will be required as well as mechanisms to
monitor whether the action has been satisfactorily completed. At this stage, it is still
intellectual analysis and intent on paper.
For a policy to receive funding from the Government of Nepal and to increase its
likelihood of being implemented, it has to be included with proposed actions in the
‘Annual Programme of the Government’ (Arthic Bidheyak/Ain) presented by the Ministry
of Finance, approved by parliament and rubber stamped by the President. It then
becomes an economic order.
Figure 41 shows the path that the vision for the tourism sector expressed through its
policies travels through before it becomes reality. At the policy stage, the vision is in
effect ‘thoughts on paper’ and describes the stakeholders’ aspirations for the sector; the
policies provides the framework to achieve the vision.
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Figure 41: From policy to implementation
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For implementation to be successful, the Ministry responsible for a policy should specify
actions to be carried out by the Ministry and by others and specify those activities/roles
in its annual programmes. Then it is important to monitor the implementation of the
proposed activities/roles by different actors and proceed to resolving bottlenecks through
the Ministerial Development Action Committee (MDAC) chaired by the Minister and the
National Development Action Committee (NDAC) chaired by the Prime Minister.
However, this has been weak in Nepal due to political instability and institutional
weaknesses for analysis and persuasion. In the case of MoCTCA, there is an additional
advantage that a National Tourism Council (NTC) chaired by the Prime Minister and
Tourism Development Coordination Committee (NDCC) chaired by the Minister at
MoCTCA exist. However, these meet very rarely due to weak in-house exercises
including poor monitoring and lack of programmes as well as the time pressure of the
Prime Minister; thus these bodies have not been effective in solving issues and getting
policies implemented. It is crucial that both the Council and the Committee are revitalised
to follow and advise on the implementations of the policies through the strategy and so
that they are able to wield influence with the National Development Action Committee
(see the following recommendation).
Therefore, by ensuring the policies actions (or strategies) are included in the Annual
Programme of the Government, the likelihood of their being implemented is significantly
higher, especially as a separate monitoring and evaluation body through the Planning
Commission will be following up the actions in the Government’s annual programme.
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It is recommended that a policy implementation working group be formed, comprising
public sector and private sector stakeholders, and meet every quarter to review the
status of implementation, propose remedial actions is required and formulate the annual
plan to be submitted to the Planning Commission for approval. This group will also work
with the independent Monitoring and Evaluation Unit recommended in Section 5.13 of
this report to inform about issues hampering the implementation of the policy.
(2) Revise the policy, strengthen areas that are weak
While the policy in its current format is comprehensive, it needs revision to ensure that
the actions derived from the policies comply with Government requirements to be
included in its work plan.
Areas such the environmental control of tourism operation needs to be strengthened and
link to the policies of the Ministry of the Environment. Policies to ensure that Codes of
Conduct for industry are observed and enforced must be clearly stated in the policy
document. Section 5.7 refers to Codes of Conduct. Policy recommendations on the use
of renewable energy and waste treatment are made in Section 5.4.
The implementation mechanism must also be strengthened (see recommendation
above) and policies translated into strategies and annual plans.
Therefore, it is recommended that the first task of the Policy Implementation Working
Group proposed in the previous recommendation will be to review the current policy
documents, make the necessary amendments and present it for approval to the Cabinet.
(3) Revive the National Tourism Council and the Tourism Development
Coordination Committee
Whilst these bodies still exist, it is important that they are used for the functions that were
intended, namely for the National Tourism Council to provide policy guidelines, review
plans and facilitate development works, remove inter-ministerial obstacles affecting
tourism and steer the programmes of all ministries towards tourism promotion and
development and the Tourism Development Coordination Committee to maintain
coordination and cooperation between different authorities related to the tourism sector.
It is therefore recommended that the National Tourism Council be chaired by the senior
most Minister rather than the Prime Minister in view of his/her time constraint and that an
annual agenda is set out with meetings organised at regular intervals, for instance twice
a year or at least annually. The Tourism Development Coordination Committee should
meet more often, as when needed but also regularly, for instance quarterly or at least
twice a year. It is also recommended that the number of members specified in the
Tourism Policy 2065 be substantially reduced with only the most relevant institutions
represented so that these can become effective working groups rather than just passive
participants at a meeting peripheral to their interests.
(4) Conduct a review of Tourism Act, 2035 and its related regulations to bring it
up-to-date and harmonise with other Acts that affect tourism
Section 2.8.2 identified issues that are of particular concern to private sector
stakeholders in terms of regulating and protecting the sector. These include matters
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related to transparency of pricing, penalties for rogue operators, the employment of
licenced guides, adjustments to the minimum wage to the sector needs, waste
management issues, expansion of TIMS to other trekking routes and improvement to the
permit system and the rules governing restricted areas that are impeding local
communities for deriving the full potential of benefits from tourism in their areas.
Because it was promulgated in 1978 and has not been updated since 1997, there are
many products that are not considered in the Act. It should be therefore revised to
include sections on Adventure Tourism, Sports, Entertainment, and so on. Some
regulations need to be amended even if these are not under Tourism Regulations, for
instance the opening and closing times of restaurants and bars at tourism destinations.
Acts from other sectors affect the development and operation of tourism and are beyond
the control of MoCTCA i.e. pricing strategies in place at National Parks that strongly
discriminate against foreign tourists are damaging the reputation of Nepal’s tourism; or
the Ministry of Transport Act not recognising domestic tourism thus creating confusion
on whether they can be transported in tourist vehicles. An in-depth review of all the Acts
should be carried out to understand their impact on the tourism sector and
recommendations should be presented to the Ministry, which will lobby to harmonise the
Acts.
It is recommended that experts be hired to propose amendments to the Tourism Act,
2035 and to review the Acts of other sectors and prepare a report on suggested
amendments.
(5) Introduce and enforce officially approved Codes of Conduct for Industry
While several industry associations have elaborated Codes of Conduct for their
members, sometimes these are ignored. Furthermore, not all industry sectors follow selfregulation. It is recommended that Codes of Conduct have a wider reach and not be just
confined to associations but to all tourism businesses that are registered with MoCTCA
and that they should abide by minimum standard both accepted by industry as well as
the Ministry. Individual industries should elaborate their Codes of Conduct and have
them approved officially by the Ministry. In that way, these would be enforced by law.
Based on the performance of the Codes of Conduct, a National Certification Scheme
should be established.
It is recommended that a study is conducted to identify the minimum standards that
should be adopted by all tourism firms and, in collaboration with industry associations,
additional basic standard can be elaborated specific to each industry. The study team
will define certification criteria and guidelines and propose a scheme that can be
implemented throughout the tourism sector.
(6) Organise a donor conference to present the components of strategy that could
be supported
Several donors have expressed interest in the tourism strategy and in certain
components that they may be interested in supporting. It is, therefore, recommended
that a donor conference is organised and the components of the strategy presented with
possible modalities for cooperation or partnership with the tourism sector.
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5.2 Improving the Statistical System for Tourism
Nepal’s tourism statistics are incomplete and do not accurately reflect the true picture of
tourism in Nepal as:






SAARC visitors, especially pilgrims are not aggregated to the number of
international visitors, therefore, the number of international arrivals to Nepal is not
actually known.
The size of the domestic market is not gauged.
The value of tourism (direct, indirect or induced) is not properly measured.
Supply data (number of enterprises, occupancy and load factors, etc.) is not
properly collected.
The needs, behaviour and perceptions of actual and potential tourist markets to
Nepal is not well understood.

The Nepalese tourism sector needs a systematic method to collect a range of data,
which are required by various categories of stakeholders in order to take decisions.
Investors need to understand trends to base investment decisions on, marketers need to
understand where tourists go, what they do, what they like and how much they spend.
Governments need statistics to assess trends and changes in the sector, understand the
economic importance of tourism and compare it with other sectors, and monitor the
resource base for planning purposes.
The range of statistics required to manage and grow the tourism sector is
comprehensive. The following categories of statistics should be collected:
Demand statistics: Arrivals, seasonal variation, traffic by month, length of stay, purpose
of visit (business, pleasure, culture, adventure, special interest, faith, health, education),
nationality and place of residence, socio-demographic information (sex, age, income,
education), travel behaviour (transport and accommodation choice), activities engaged in
during the visit, main sources of information, trip planning characteristics, lifestyle
information, trip rating.
Supply statistics: number, location and classification of attractions, accommodation,
transport companies, travel service firms, catering and retail outlets, access and
infrastructure, load factors, occupancy rates, sources of finance.
Value statistics: expenditure (including transport payments), average spend per trip,
average spend per day, volume of foreign exchange brought in by tourism, marketing
expenditure, indirect and induced earnings from the sector.
Visitor spatial flow statistics and environmental and social management statistics:
to understand how tourists travel around the country from site to site (by air and by
road), TIMS information for trekkers, GIS modelling; to monitor the impact of tourism on
the environment and society, carrying capacity studies.
A number of surveys should be carried out on a regular basis:



Airport visitor surveys (exit, arrivals)
Hotel occupancy rate survey
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Monthly accommodation statistics survey
Household tourism expenditure survey
Inbound and outbound tourism survey

Other surveys should be carried out as required to research particular areas. These will
generally be market research surveys.
Tourism Satellite Account Statistics: tourism stakeholders in Nepal are aware of the
need to develop a Tourism Satellite Account to really understand the complete
contribution and the far reaching impact of the tourism sector to the economy of Nepal.
This would involve a major structural reform of the country’s national accounts. Its
introduction has been considered by MoCTCA and NTB has been given the role of
developing the system. The methodology involves several institutions including the
Ministry of Tourism, the Central Bureau of Statistics, the Ministry of Finance and the
Bank of Nepal and the collection of specific economic and tourism data.
The Ministry and NTB currently do not have the capacity or the human resources to
operate such a comprehensive tourism statistic collection and interpretation system. In
many countries in the world, this task is outsourced to research companies, universities
or specialist government branches that set up what is generally termed as a Tourism
Observatory. This research unit, exclusively dedicated to collecting the relevant
information required to manage, monitor and grow tourism in the destination, provides a
platform for objective observation. It will work with other data collection organisations
and research units such as the Central Bureau of Statistics of Nepal to ensure that
information collected is accurate, error free and that it is interpreted properly. Because
the organisation will be commissioned on a commercial basis, it will be more likely to
deliver good quality data within the timelines agreed, as, if it does not provide the
expected information, it will be replaced. It will be required to report to the Statistics
Manager at MoCTCA. Universities with a solid research background in tourism and with
a pool of experienced researchers would be ideal partners to work with the Ministry.
Commercial software and online statistical services are available. One example is the TStats system supplied by the research firm Acorn Tourism114.
(1) Strengthening the statistics and research system
Recommendations are made in Section 5.13 on improving the Institutional Framework to
strengthen the statistics and research units at MoCTCA and NTB and to work towards
the establishment of the TSA for Nepal.
(2) Initiating the Tourism Satellite Account for tourism
A working committee comprising representatives from each of the concerned institutions
should be formed to develop Nepal’s TSA system. This is a complex system to establish
and will require Inter-Ministerial Committee which will include other bodies such as the
Central Bank of Nepal and the Central Bureau of Statistic to develop and manage the
system; external technical assistance and capacity building of the partners will be
required.

114

See: http://www.acorntourism.co.uk/section.php/10/1/tourism_statistics__t_stats
and http://www.t-stats.co.uk/demo.php

The National Tourism Strategy Plan for Nepal – 2014 - 2023

5.3 Product Development – Project Profiles
Product development, improvement and diversification are the strategic vectors pursued
in this strategy and the recommendations presented in this section are designed to
contribute to the development and diversification of the Nepalese tourism product.
Several demonstration projects that could stimulate and improve tourism, some of which
replicable around the country are described. These range from conceptual and actual
physical development to improvement of the tourism management system.
A short synopsis of each project profile is presented in this Section. The full project
profiles will be included in Appendix 5.3.1 and in a separate document. Each project
profile comprises:








Project description and concept
Background, rationale and objectives
Scope and main components of the project
Contribution to the area’s future tourism scenario
Market suitability
Project implementation
Estimated costs
5.3.1 Developing model teahouses along the Great Himalaya Trail

The project aims to enhance the quality of teahouses along the main trekking route of
the Manaslu Conservation Area. The project would work with local communities to
prepare two demonstration teahouses that could be used as models for other owners to
upgrade and improve their own teahouse or homestay quality and enhance the visitor
experience. The project would provide training, micro-finance, support and promotion to
enable the village teahouse owners to benefit themselves and their community and
contribute to sustainable and responsible tourism initiatives.
Estimated project cost: USD 21,500
5.3.2 Developing Kagbeni into a micro-destination in the Annapurnas
There are many settlements and areas in Nepal well worth becoming a destination of
their own, offering multi-day experiences and becoming a small micro-hub. This project
aims to develop Kagbeni into a micro-destination, preserving its heritage through
tourism, improving visitor satisfaction and providing enough stable source of income to
the area to effectively implement long term sustainable economic upliftment in the entire
area. Kagbeni has been chosen due to its affinity to an existing market and for its
strategic location at the entrance to the fabled Upper Mustang. Once this is successful,
lessons learnt from this micro-destination can be taken and implemented in other
potential areas. The proposal presented in the profile would prepare a feasibility study to
development of the micro-destination.
Estimated project cost: USD 15,000
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5.3.3 Upgrading Lake Phewa waterfront
Pokhara is widely considered as a jewel within the Himalaya mountain range and
attracts considerable volumes of tourist traffic annually. It is the gateway into the
Annapurna conservation area, were tourists embark on a wide variety of activities.
Pokhara has the second widest range of hotels and restaurants after the principal
international gateway of Kathmandu. Pokhara is already known for its range of its
outdoor activities (terrestrial, air and water based) that are readily available to tourists.
The proposed project would take existing infrastructure, combine it with new, and
upgraded facilities to ultimately enhance and consolidate the overall tourism offerings in
Pokhara. The project proposes the development of a Phewa lakeside circuit, anchored
around a regenerated Ratna Mandir Palace, and supported by enhanced urban street
lighting, waste management facilities and natural environment regeneration around the
lake.
The overarching objectives of this project would be to:
 Create more jobs in the tourism sector for the local population.


Develop soft adventure activities and new tourism facilities centred around
Pokhara.



Improve the experience and facilitation for the tourist.



Reduce surface run off into Lake Phewa, therefore, reducing its further
contamination and ultimately enhancing the local environment.



Increase the safety of tourists using non-motorised boats and walking around
Pokhara at night.



Enhance solid waste management systems.

Based on the complexity of such a project and the potential variables that could affect
cost. It is recommended that a detailed feasibility study and development plan for Phewa
lakeside development be sourced. The cost is based around initial consultancy from
which exact individual component costings will be established.
Estimated project cost: USD 75,000
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5.3.4 Developing a cycling network promoting road biking and mountain
biking
The mid-hills of Nepal are ideally suited for road biking and mountain biking. With an aim
to diversify the product base and promote areas close to a major hub, this project would
promote Daman, Chitlang, Bhimphedi, Pharping and Hetauda by connected these
attractions by a well-developed road cycling network starting in Kathmandu. The network
will be locally owned, developed centrally but managed locally. Responsible destination
management practices and quality improvement programmes will also be implemented
in the destinations to add quality to the experiences. Lessons learnt from this project can
then be implemented in other hubs like Pokhara, Chitwan etc. slowly interlacing the
country with a cycling network. The proposal presented in the profile would prepare a
feasibility study to develop the network.
Estimated project cost: USD 10,000
5.3.5 Developing Kathmandu into a hub for rock climbing in the region
Many mountaineers who come to Nepal as well as Nepalese professionals are
interested in training and developing rock-climbing skills. Kathmandu has very good
outdoor rock climbing surfaces with very good access. This project aims to diversify and
improve Nepal’s product base by developing the rock surfaces available in Kathmandu
at Nagarjun, Hattiban and Nagarkot with well-marked, safe routes and bring rock
climbing into the mainstream tourism products of Nepal. Once the market starts
developing in Kathmandu, this can be spread to other areas in Nepal with similar
potential, namely, Bimalnagar on the Kathmandu – Pokhara highway, Lamjung, Pokhara
etc.
Estimated project cost: USD 20,000
5.3.6 Developing a village tourism network in Bandipur
The project would link the surrounding villages such as Jhargaun, Ramkot, Hilekharka,
Chimkeswori, etc. with Bandipur to provide support and promote and market as new
attractions and destinations. Bandipur is already an established destination with good
network, presence of tour operators and itineraries. The surrounding villages, which are
two to six hours easy hike from Bandipur have unique characters of their own but are
smaller with limited resources to promote themselves. However, they have limited
resources and links with tour operators. Establishing a network of all the villages with
Bandipur would make it affordable and sustainable to promote all the villages effectively.
The project would provide training, micro-finance, support and promotion to enable the
village homestay owners promote and market their products. The project would build on
the experience and market of Bandipur, which in turn would also benefit Bandipur with
extension of the length of stay.
Estimated project cost: USD 25,000
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5.3.7 Promoting intangible heritage – traditional dances of Lalitpur
The project aims to contribute to preserving and promoting local intangible heritage,
especially the Kartik Nach, a traditional dance-drama shown in the month of Kartik,
which falls in October - November. The dance is traditionally shown in the evenings as a
public performance with limited resources and volunteer artistes. However, to continue
the tradition, there is a need for a platform for the artistes to train and perform and make
it an income-generating event. Equally important is effective promotion to attract
domestic and international tourists, which would generate much needed resources to
sustain the dance. These special performances will not only provide supplementary
income to the artistes, but also generate income to continue performing the dance on
their traditional dates.
The project would also assist with the establishment of a museum on the traditional
dances of Lalitpur in the historic building where Kartik Nach has its workplace. This
building will also serve as the platform for the performers (dancers, musicians, singers)
to train and perform to generate income for the sustainability of this valuable intangible
heritage along with other such dances.
Estimated project cost: USD 65,000
5.3.8 One Stop Service Unit for tourism investment and business
Registering a new tourism business involves multiple agencies and it takes a long time
to complete the licensing procedures because co-ordination among the agencies is
weak. A single location to obtain all necessary information and to complete all required
procedures so that applications are settled faster would greatly facilitate investment in
the tourism sector. It is therefore recommended that a One Stop Service Unit (OSU) for
Tourism Investment and Business be established. This unit should be located at and
operated by the Industrial Division at MoCTCA. This institution is currently involved in
licensing tourism sector businesses and already centralises some of the necessary
information. Creating such a unit would considerably reduce the time required to set up
a tourism business, improve the business environment and enforce and enhance
responsible tourism investment in the sector. In the first two years of the strategy, the
unit would provide consolidated information and facilitate registration. It is expected that
from the third year representatives from all related ministries will staff the unit and it will
handle all the bureaucracy involved with licensing tourism businesses. The cost of the
project for the initial two years is estimated at USD 25,000. Future required support
depends on progress and issues encountered during the implementation. Once the
OSU has been established, the success of this project would be measured gauging the
reduction in time taken to license new tourism businesses.
Estimated project cost: USD 25,000
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5.3.9 Social media online promotion campaign
The project aims to promote Nepal as an exciting tourism destination through various
social media applications, as part of the proposed “Lift Your Life” umbrella marketing
campaign. These include: a) online community building through a social competition on
a platforms such as Facebook and involving selected bloggers to get the ball rolling; b)
educating the market through inspiration and participation by requiring participants to
build their own ‘dream’ itinerary from a menu of attractions or destinations across Nepal;
c) leveraging user-generated content and ‘gamification’, with participants uploading and
sharing photo and video content from their experiences in Nepal as entries; d) creating
partnerships with the tourism industry by syndicating a custom version of the
campaign’s Facebook Application to the Facebook pages of a selected group of
campaign partners; e) using ambassadors and influencers such as celebrities or even
community-level individuals to expand the campaign reach; and f) generating leads by
adding participants’ details to a database and engaging with them in future
communication and promotions.
Estimated project cost: USD 80,000
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5.4 Recommendations on Infrastructure, Air Access and Utilities
From the outset it must be emphasised that while great efforts have been undertaken by
all stakeholders to develop sustainable frameworks for the development management,
monitoring, maintenance of tourism infrastructure, this can only continue to grow within a
robust legal framework where the rule of law is enforced. The absence of such a coordinated framework is currently one of the weakest aspects of civil society in Nepal and
must be immediately addressed, if not, development will not be socially, financially and
environmentally sustainable in the medium to long term.
This section elaborates on how to enhance current infrastructure and related utilities
necessary for the tourism industry. Focus is placed on viable options that can be
implemented through the MoCTCA and will not necessarily require other ministries to
take a lead in implementation. There are a multitude of relevant policies, master plans
and action plans throughout the government system that already address overall
developmental needs in regards to these criteria. Nevertheless, the MoCTCA along with
the NTB shall continue to enhance awareness, communication and lobbying amongst
relevant sector government bodies, but there are existing opportunities that can be
driven 'in house' and have be highlighted in this section.
The success of the following recommendations is based on the relational strength
between the MoCTCA, NTB and the private sector operating tourism activities
throughout the country. It is key that the Government provides clear development
guidelines with subsequent monitoring and that the private sector is provided with
enhanced facilitation tools for their implementation.
5.4.1 Road access
Still to this day, the development of tourism has not been one of the priority objectives in
determining Government levels of investment, the type of work and coordinated strategic
development. In order to minimise direct costs, current and future tourism development
strategies should, as far as possible, take into consideration national, and district
infrastructure plans that particularly focus on road access. The following are simple
recommendations that the MoCTCA should prioritise in regards to enhancing road
access for current and future tourism development:
Recommendations:
(1) Enhance sector-wide coordination in planning and development of the national
road network.
It is seems that every Government ministry and department has a plan, often
overlapping with other Government bodies, therefore rendering the whole process rather
inefficient and ultimately costly. Tourism is a multi-faceted industry that incorporates a
wide variety of other industries and sectors in order to itself develop at the desired rate.
It is recommended that the following actions need to be addressed to improve access
roads within Nepal and to tourist sites in particular:
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In the short term: the upgrading of the poor quality of some parts of the road
infrastructure network. In particular, the strategic tourist roads, which provide important
access to key tourist sites, together with the strategic routes that link the principal
attractions and national parks of Nepal need to be urgently improved.
In the medium to long term: the completion of a comprehensive paved road network
within Nepal, and in the west and north of the country in particular. This will provide a
faster and more comfortable vehicular route to tourist attraction sites in those areas.
In order to programme and coordinate this activity, it is recommended that a National
Tourism Priority Roads Development Programme be established. This programme,
which should be developed in coordination with all concerned departments and led by
the Ministry of Physical Infrastructure and Transportation, should be incorporated into
national and local planning policies, programmes and budgets in order to ensure that
transport infrastructure is delivered in a timely and efficient manner.
(2) Enhance cross sector coordination prior to any further planning or physical
development of tourism infrastructure in Nepal.
This responsibility should be placed upon the infrastructure development section within
the division of planning and evaluation.
An ArcGIS unit manned of a maximum of two people that will draw upon established
human resources and networks should be initiated to compile cross sector infrastructure
data layers. The objective of this is to further efficiency through enhanced
communication and planning with other bodies involved with infrastructure development.
A simple activities (current and planned) map will clearly outline where cross sector
partnerships will ultimately enhance individual ministry objectives and ultimately
decrease expenditure wastage. Well programmed and data enabled ArcGIS software will
identify areas within the country that are currently or planned to receive infrastructure
development attention from various ministries. This information is key in planning
tourism, it enables the MoCTCA to optimise limited resources, ultimately identify areas
where input will be the most beneficial to the community and private sector.
It is recommended that a fully staffed and equipped ArcGIS Unit be established in the
MoCTCA in order to coordinate and plan on-going tourism related developments through
the preparation of accurate digital mapping, including the preparation of accurate land
use planning, cadastral and infrastructure layers. These integrated layer data sets
should then be shared amongst all relevant ministries and available for purchase by
developers. A particular issue that requires urgent solution is the need to geo reference
existing ArcGIS data to ensure it is compatible with other widely used mapping tools,
including Google Earth.
All integrated and layer data sets should be shared amongst all relevant ministries.
(3) Establish a nationwide network of synchronised and recognised tourism
signage.
Tourist attractions and service signs should be designed in a range of standard forms to
suit each location and rolled out throughout Nepal. Tourism signs would complement

The National Tourism Strategy Plan for Nepal – 2014 - 2023

standard direction signs to assist safe and efficient travel for visitors seeking particular
destinations or areas of interest. A high volume of tourist signs, however, can reduce the
benefits, causing potentially hazardous conditions and visual pollution.
Roadside tourist attraction and service signs are the final link between the tourism
operator and the consumer. They reinforce locations, aid safe and efficient travel. Tourist
signs are there to help visitors locate sites that they have been made aware through
brochures, maps and advertising.
It is important to note that any implementation of tourist signage should be considered
on the basis that it is consistent with the requirements of road safety and it does not
create visual pollution. Choosing a suitable location that is visible and will capture trade
should be a primary consideration during planning.
Extensive research has been conducted on this subject, and has determined a range of
characteristics that can optimise motorist and walker comprehension of road signage.
The best letter size, spacing and the number of words and lines on a sign will vary
depending on traffic speeds and locations. The size, style and wording of the sign will be
determined by these factors. Greater benefits can be gained for the tourism industry if
signage is standardised and is integrated into the local, sub-district and district network.
Themed routes provide an additional level of information to the motorist or hiker because
of their tourism opportunities, scenic highlights and areas of community and historical
significance. These routes typically link sites, attractions and destinations of tourism
significance and promote a tourism related driving and walking experiences as distinct
from promoting a destination. The following example is used within the State of
Queensland, Australia. These integrated systems use three simple and clear types of
signage and that are complimentary with one another:
Example (1)
Figure 42: General guide signs (white lettering on green background)

These are the primary means of directional signage for visitors to towns and cities. Most
include route numbers that assist in guiding visitors through the road network.
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Example (2)
Figure 43: Tourist attraction signs (white lettering on brown background)

These indicate features and attractions (commercial and non-commercial) of significant
recreation and cultural interest.
Example (3)
Figure 44: Service signs (white lettering on blue background)

These signs guide motorists to community and tourist service facilities including rest
areas, information centres, restaurants and accommodation. Service signs may use
words, approved symbols or a combination of both.
A similar model should be investigated for development and implementation in Nepal.
The UNWTO have developed an integrated system of tourism signs. It is recommended
that this system is adopted within the first five years of the strategy.
It is recommended that a National Tourism Signage Manual (NTSM) be prepared and
adopted by the Government and all related agencies, including the Ministry of Transport
and municipal governments. The NTSM should define the following signage types and
differentiate them based on the guidelines adopted for implementation, incorporating and
defining their application to Tourism Law. In the preparation of this manual reference
should be made to international best practice in such countries as Ireland, Scotland and
New Zealand. The manual should contain special provisions relating to design work. The
road sign guidelines should incorporate the following vital characteristics for all of the
signs (but not limited to this):








Colour
Size
Positioning
Design, Logos, Pictograms and Fonts
Materials to be used
Languages
Distances to destination
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The manual should elaborate a set of regulations of eligibility for businesses looking to
establish directional sign postings. This content needs to be clear to all applicants. (Ex:
In order to be eligible for tourist signs for their business on the road network). An
administrative and licencing framework should be established that will take into account
the responsibilities of national and local government, on both national and local roads to:







Determine the responsibilities of local and national government in respect of
tourism signage.
Prepare detailed signage implementation plans.
Select attractions for signage.
Regulate and licence signage, including advertising signage, on local and
national roads.
Make provision for the removal of non-conforming signage from road reserves.
The creation of a cost-sharing policy for road signs should be studied. This may
be developed and ultimately implemented by the Public Private Partnership or
supported by commercial sponsorship.
5.4.2 Air access

This has been highlighted by various stakeholders and the consultancy team as a core
deficiency impeding the sustainable tourism growth in Nepal. Due to the geological
nature of the country, air access is often the only viable option to reach most tourist
destinations in relative short periods of time. Substantial efforts are being made by
CAAN to increase air traffic safety and upgrading of established airport facilities to
internationally recognised standards. The following recommendations should be
considered as simple enhancements to increase spatial tourism flows throughout the
country, substantially increasing visitor satisfaction and ultimately spreading positive
tourism impacts to disadvantaged social groups.
Recommendations:
(4) Establish cross sector flight routes that connection regional capitals, therefore
avoiding the need to fly back and forth to Kathmandu.
The current system is greatly impeding the tourists desire to visit more remote regions of
Nepal as it increases costs, time needed to travel and consequently decreasing the
amount of time a tourist has on the ground to visit a greater spread of sites.
The initial focus should be placed on enabling enhanced air access routes from Pokhara
to Western urban centres such as Dhangadhi and the rural centre of Rara. Flight routes
from Lukla to Biratnagar should also be established.
It is recommended that Government initiate consultations with air service operators in
order to establish regional air links.
(5) Review discrepancy in costs between International and National citizens
This is currently too large and will put off a certain proportion of international travellers in
making last minute decisions to fly to other areas of Nepal that would not have
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necessarily been on their original itinerary. Anecdotal evidence also has suggest that
when seats are limited, airlines will place preference on higher paying customers
(internationals) and therefore discriminating against nationals trying to travel on the
same flight. This has known to cause tension with local communities against the
domestic airlines. Tourists are very aware of this type of pricing discrimination and do not
take kindly to it, especially when recommending destinations to friends and family.
It is recommended that visitors are openly informed of the differential air ticket pricing
policy which is effectively a cross subsidy to less wealthy local travellers and essential if
vital air linkages are to be affordable to the local population. Explained as a
‘development support levy’ the differential pricing policy is likely to be much more
acceptable to international travellers. The price differential should be periodically
reviewed and adjusted as the local economy develops with a view to lowering and
eventually eliminating the pricing differential.
(6) Review the visa formality mechanism at the International Airport
Visa formalities upon arrival at Kathmandu do not make a first good impression of the
country. It is further compounded by the fact that when researching formalities online,
there is considerable confusion in regards to up to date official processes. The
abolishment of visa fees are not recommended but enhanced efficiency is. Simply
elaborate a two-tier system of obtaining a visa that will affect the cost of the procedure.
Visas obtained at Nepalese embassies, consulates or online will remain at present cost
levels. Visas obtained on-site at TIA should incur a fixed fee penalty for processing.
Combined with clear and synchronised dissemination of this information across the
Internet, inbound tourists will have an incentive to obtain visas out of TIA and therefore
speeding up passenger immigration processing.
5.4.3 Fresh water supply
The improvement to access to suitable standards of water and sanitation services will
raise household living standards and tourist satisfaction levels. Such improvements will
not only improve public health levels but also raise general levels of quality of life. Failure
to act, resulting in inadequate or insufficient sanitation (i.e. waste water, solid waste and
urban drainage) disposal systems will lower the health and biological diversity of
watercourses and terrestrial ecosystems, all of which are an integral part of Nepal’s
natural environment product offerings. If this issue is left unattended, this will ultimately
discourage tourist visitation and degrade Nepal's international image.
It is increasingly becoming an issue in Nepal, not only for tourist consumption but also
for the wider population. The key issue is that fresh water supplies are increasingly
tainted by various types of pollutants that can cause illness and in some cases death.
The MoCTCA has opportunity to become a leading best practice example of sustainable
fresh water usage and treatment for the tourism sector. This should not only benefit
tourists but host communities using the same water sources. There is a wide range of
projects addressing this issue, though somewhat uncoordinated and ad hoc. Simple
quick and feasible fixes lead by MoCTCA are available for short to medium term
implementation.
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Recommendations:
(7) MoCTCA policy must include provisions that all tourism operators install
internationally certified water filters fit for human consumption.
There are a wide variety of technologies available from carbon filters to reverse osmosis
filtration. Import duties and sales tax of filtering equipment should be recalibrated to 0%:
access to fresh drinking water is fundamental human right and therefore taxes should
not be levied for enabling safe access.
It is recommended that, in order to encourage the supply of safe drinking water, the
following actions should be taken:





As a condition of registration and operation all tourist accommodation should be
fed with potable water from a safe supply or equipped with a water filter and
purification system.
Taxes and import duties imposed upon water purification filters and systems
should be removed in order to encourage the supply of safe water in the sector.
All tourist establishments in the sector should clearly indicated whether, or not, a
water purification system is installed, the type of system employed and the
international water quality standards it conforms to.
All such systems should be regularly inspected by a qualified technician who
must attest, on a regular basis, to the efficacy of the installation.

(8) Enhance the network of clean freshwater drinking points along trekking and
tourist routes throughout Nepal.
These should also be implemented in rural villages along these circuits. These points
shall not source supply from rivers or streams but from underground water sources that
are derived from natural watersheds. All freshwater points should be constantly
monitored for water quality, maintained, accredited with recognisable signage and crossreferenced with tourism maps. Additionally this will reduce solid waste impacts as the
need to constantly purchase plastic water bottles will eventually be made redundant in
favour for longer life and reusable water canteens.
It is recommended that the provision of a supply of safe drinking water on trekking and
tourist routes is prioritised in order to ensure the health of the local population and
visitors as well as to reduce the dependence, by visitors, on bottled water with the
resultant plastic waste pollution issues. The following actions are proposed:




Quality assessment and monitoring of potable water sources on trekking and
tourist routes.
The introduction of an internationally recognised quality assurance mark, for
example; British Standards, ISO or the American Public Health Association.
The introduction of an educational programme at village level to ensure that
water sources are safeguarded.
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A public relations campaign aimed at visitors to dissuade the casual disposal of
PEP bottled water containers and encourage the use of certified ‘natural’ water
sources and reusable water containers.
5.4.4 Electricity

Adequate power supplies are essential to the functioning of the tourism industry and will
substantially increase demand on the current and future power capacities. This is so as
electricity is required for water pumps, heaters, lighting, communication through mobile
network services, air conditioning, maintenance tools, refrigeration units (essential to
maintain adequate levels of health and hygiene standards for perishable food items) etc.
The present situation in power supply services is restricted and severely so in rural
areas. This lack of power distribution is due to the lack of power generation capacity and
a restricted electric distribution network. This is restricting growth in tourism services and
facilities in more remote regions of Nepal. Once again MoCTCA can take a lead in
becoming an international leader in renewable energy generation within the tourism
sector. Simple quick and feasible fixes lead by MoCTCA are available for short to
medium term implementation.
Recommendations:
(9) Provide simple access to tourism operators of clear and to up-to-date
information on import duties and sales tax in regards to implementing renewable
energy provision for internal operations.
Registered tourism operators should be issued with official documentation from
MoCTCA to facilitate the purchase and importation of necessary equipment.
(10) MoCTCA policy to dictate that tourism operators with over 50 beds generate a
minimum of 10% of their internal power needs through renewable energy
technologies.
Tourism operators that generate more than 10% of internal power needs through these
technologies should be nationally recognised and accredited accordingly (refer to
Section 5.13 for more details on such a system).
(11) MoCTCA to provide on-site courses for tourism operators, not just in
Kathmandu, on the benefits of renewable energy technologies, their subsequent
implementation and maintenance
Courses should also extend to raising awareness of energy saving methodologies and
technologies.
5.4.5 Waste management
The current situation with regards to sewage is grave, both for the tourism industry and
local populations. This is especially the case in regards to sewage contamination of
riverine systems used by the very same tourism operators. It is usual released untreated
back into natural watercourses and these are very rarely monitored for contaminants.
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The most dangerous are the unseen elements that require systematic scientific
monitoring and recording.
Inadequate solid waste services can have a substantial impact on health and poverty.
An accumulation of solid waste in and around populated zones provides breeding sites
for disease vectors such as mosquitoes and rats. The unsightly appearance of
uncollected solid waste will discourage the establishment of commercial activities such
as tourism.
It is therefore crucial that the MoCTCA assist and complement district and municipal
waste management plans and processes throughout the country by directing the tourism
sector to do so.
Recommendations:
(12) MoCTCA policy to state that new tourism operators shall install in-house
sewerage systems.
Available systems are septic tanks and bio-digesters. All tools necessary to implement
these systems should be facilitated by MoCTCA and all associated duties should be
reduced to minimal levels.
(13) Link the renewal of tourism operation licenses with sustainable wastewater
treatment implementation actions.
Operators who are found to release wastewater into natural watercourses should be
fined and licenses suspended or revoked until remedial actions have be implemented.
Wastewater treatment policy should be implemented immediately for new operators and
a 'recalibration' period of 3 years should be extended to all current operators.
(14) All tourism operators and local governments, current and future to implement
solid waste separation systems.
Waste should be sorted by plastic, metal, organic, paper, toxic (i.e. batteries) etc. There
is a growing recycling industry in Nepal and the ease of sale of this 'waste' is growing.
This type of industry not only alleviates environmental concerns but is also a strong
generator of localised jobs for host communities.
(15) Address the environmental issues concerning Lake Phewa in Pokhara.
This area is considered the jewel of the Himalayas by virtually everyone that the team of
consultants met with. If contamination of the lake is left unabated, this core attraction of
Nepalese tourism will soon become an environmental disaster and therefore make the
site redundant to tourism. Immediate round table discussions, planning and remedial
actions should be led by the MoCTCA to include all relevant government and nongovernment stakeholders.
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5.5 Human Resource Development Strategy for Tourism
Tourism industry leaders agreed that the lack of skilled, high quality workforce and
limited service culture are critical limitations in Nepal’s tourism makeup and its vision to
be a high quality tourism destination.
Many excellent initiatives, including Nepal’s Tourism Vision 2020, will help to expand
economic opportunities and increase employment in the tourism sector by generating
employment in the rural areas and enhancing the inclusiveness of women and other
deprived communities.115 NATHM and other colleges serve as an important resource
for tourism capacity building and skills development, but tourism training remains largely
regionalised, fragmented and with a need for standardisation and career path
advancement and there is an urgent need for an integrated tourism and hospitality
education and training strategy that is jointly compiled and monitored by the public and
private sectors. Such a strategy should:
a) Progressively build an understanding and affinity for tourism from primary school
level through to university level.
b) Ensure access to tourism training and education in the areas of tourism
development and in more remote areas from Kathmandu.
c) Be demand driven and informed by the expectations and needs of the private
sector that will mostly employ qualified students.
d) Serve as a coordinating framework for the efforts of the Government, donors and
the private sector.
The following strategies should be considered in further improving the tourism human
resource capabilities of Nepal.
(1) Identify the current and future skills requirements of the tourism industry and
develop a tourism HR plan for the next five years.
Employment projections for tourism professionals in Nepal show a serious and growing
shortfall of trained labour. This will have serious implications for quality and reliability of
tourism services, especially if the new tourism areas develop as planned, and the
number of hotel rooms comes into being as indicated. Additionally, the human capital of
the tourism public sector should be analysed to identify skills gaps, identify training and
development needs and plan for future promotion and progression.
The training needs assessment will enable a projection to be made of tourism
employment capacity over the next five to ten years. This will enable a matching of
tourism skills training supply to demand and inform vocational and tertiary training
establishments of the potential scope and demand for trained people. The drafting and
execution of such a HR plan will require close collaboration with private tourism
operators as they are in the best position to provide information of staffing needs, ensure
adequate opportunities for internship placements and eventually employ tourism
graduates.
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Conduct an in-depth training needs assessment of the private and public
tourism sectors to establish the current and future employment and
training requirements. The assessment should be conducted across the
various occupational areas and regions of Nepal as well as public sector
departments (management and operational levels occupations). Disseminate the
findings of the TNA and meet the education and training institutions to enlist and
support them in refining their curriculum and training programmes to ensure a
coherent and relevant curriculum to meet future job demand.



Develop an HR plan of the priority skills areas needed for the tourism
industry for the next five years using the results of the training needs
assessment and HR forecasts. Work closely with the private sector
associations and employers to agree on their priorities for future staff skill
requirements. Engage the informal sector in the HR planning exercise, working
with DDCs, VDCs, NGOs and others to identify the most effective channels for
skills development in the informal sector.

(2) Develop National Tourism Standards and accreditation systems
The tourism human resources development environment in Nepal is in urgent need of
consistent and career focused qualifications standards framework, especially in view of
the growth in private training providers in the country. Apart from some international
hospitality and tourism degree programmes, Nepal does not have any internationally
recognised sub-degree level vocational education and training qualifications that are
equitable, transferable and of value to Nepalese who apply to work in tourism
enterprises overseas.
A well-developed accreditation system is needed to help the nation to express its
confidence in the suitability and the global competitiveness of its trained workforce by the
quality assurance of accredited/ nationally recognised educational institutions. A
National Tourism Skills Council, drawn primarily from the private sector with support from
government should be formed as a body to define the occupational standards and
recommend qualifications for all tourism jobs (Figure 45).
It will be essential to engage with CTEVT and the Ministry of Education to involve
representatives from each of these organisations together with industry and vocational
educational members in the development of National Tourism Standards and
qualifications, as well as to bring the tourism qualifications into the national system.
In addition, an independent Tourism Standards Accreditation Board is needed to
accredit the standards and approve, verify and provide certification for appropriate
vocational tourism qualifications. NATHM has expressed a desire to fulfil this function,
however, in its role as a training provider this would be seen as a conflict of interests,
and would not be acceptable, neither the most effective way to ensure quality and
validity of tourism qualifications.
A system for accreditation of prior experience and learning should also be part of the
tourism standards development process, so that existing well-trained and experience
tourism employees could receive credit for their competencies and recognition for formal
education credit or exemption. This is a common practice in most developed countries
and a system that should be established in Nepal.
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Establish a National Tourism Skills Council, drawn primarily from the private
sector with support from the Government to define the occupational standards
and recommend qualifications for all tourism jobs.



Form an independent Tourism Standards Accreditation Board to accredit the
standards and approve, verify and provide certification for appropriate vocational
tourism qualifications.



Establish a system for accreditation of prior experience and learning as part of
the tourism standards development process, so that existing well-trained and
experience tourism employees could receive credit for their competencies and
recognition for formal education credit or exemption.

Figure 45: Proposed tourism qualification system for Nepal

Source: Consultant

(3) Reduce the brain drain of trained Nepalese workers
Many trained Nepalese exit the country to seek greener pastures elsewhere and while
this could be considered a “brain drain” much needed finances are repatriated to Nepal
through such earnings. Tourism training has two outcomes in Nepal, the first to
professionalise the local tourism industry, improve service quality and retain tourism
earnings in Nepal and, the second to equip Nepalese citizens for employment in the
global marketplace. It is hoped that, as Nepal develops, many of these well-trained and
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experienced professionals will return when more opportunities exist, to directly contribute
their skills and knowledge to the growth of the country.
However, one of the immediate challenges is to find ways to retain more well-trained
tourism workers to meet the future growth of the tourism industry in Nepal. Investment in
higher quality tourism services in Nepal will be required to arrest the trend of seeking
employment overseas by providing adequately lucrative employment conditions inside
Nepal.
The industry should also do more to create job opportunities for new graduates from
tourism colleges and technical training schools. Government should negotiate with the
unions to put the case for the long-term sustainability, growth and job opportunities in the
hotel sector through a more flexible labour employment arrangement to bring in new
talent and refresh the hotel service sector.
NATHMs Strategy Plan (2009) 116 includes a review and updating of its curricula and
academic programmes to address market failure in the sector. This might be done by
launching accelerated industry learning programmes to fill scarce hospitality and tourism
skills such as chefs, housekeepers, tour and safari guides, waiters, etc. The strategic
objectives include:


Encourage Hotel Association of Nepal (HAN) to coordinate with members
and hotel schools to advertise openings for new graduates. Establish annual
or bi-annual career fairs with hotel schools to attract the best talents from the
hotel schools and promote career pathways for hotel staff so that graduates see
the long term opportunities of a tourism career in Nepal.



Establish and ensure professional HR and HR practices in member
companies of all tourism associations and establish agreements with trade
unions to allow open and transparent recruitment of new staff and student
internships.



Support NATHM to review and update curricula and syllabi of both shortterm professional courses and academic programmes.



Lobby the Ministry of Education to consider adding tourism into the
primary and secondary school curriculum, and push to embed the tourism
curriculum into all 10+2 schools.

(4) Provide training and development for the informal tourism sector
Nepal has made great strides in community-based tourism and piloting projects to
ensure that local people derive benefits from tourism. These efforts should be
accelerated based on the spatial development plan and the standards improvement
initiative, and specific interventions should be launched to build capacity, skills and
quality improvement at local level. The informal tourism economy in Nepal is extensive
and largely unregulated, with labour relations based mostly on casual employment,
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kinship or personal and social relations rather than contractual arrangements with formal
guarantees117.
The training needs in the informal economy are substantial as lack of skills is associated
with low productivity and efficiency resulting affect the ability of small businesses and
individuals to make a proper livelihood. Mobile training, outreach and regional training is
needed to get training to where people are rather than require them to come to
Kathmandu or the main regional cities. NATHM should upgrade, strengthen, re-launch
and expand its mobile training to reach the mountainous and rural areas, or hand over
this role to another organisation.


Target capacity building programmes on public officials, community
associations and private individuals at district and village level.
Programmes should ideally include both skills training and mentoring
components and contents should be determined in consultation with District and
Village Development Committees.



Develop and launch a youth tourism development initiative, including a
programme of tourism awareness at schools level as pilot programmes in
selected areas and offer affordable, market-led, up-to-date qualifications to young
people in the regions outside Kathmandu, especially in the rural and
mountainous areas. This could be done through mobile training and through the
DDCs and VDCs.



Upgrade, strengthen, re-launch and expand NATHMs mobile training
programmes to reach the mountainous and rural areas in order to develop
the skills of the rural people in the tourist potential areas. If NATHM are unable to
do this, the responsibility should be handed over to another organisation.



Formulate a plan to support the informal sector by way of providing
concessionary or subsidised training in areas of hospitality skills,
management and soft skills.



Bring more women into hospitality education, at all levels and ensure women
are given more opportunities for training for employment.



Review the re-utilisation of suitable existing training manuals and consider
the use of distance learning in order to reach and support the informal sector in
outlying areas.

(5) Design and deliver public sector training
There is a need to enhance the skills and knowledge of tourism at all levels of
government. Accelerated management training and re-training should be introduced to
expose government officials at central and local level to the latest trends and
developments in the industry and, where necessary, bring them on par with global
industry practices. At local level, capacity building will be required to move tourism into
the next level of service quality and pricing. Increased opportunities for public sector staff
117
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training and development for management and operational staff is required to bring the
workforce up to standard and improve tourism services.


Organise an orientation/induction programme for existing and new staff
MoCTCA, Department of Immigration, NTB and their departments. Contents
should include: vision, mission, objectives, structure and functions of the tourism
sector and government agencies, policies, guidelines, regulation and strategies,
role of tourism stakeholders, tourism plans, responsible and sustainable tourism
etc.



Develop management and technical tourism training for senior level staff in
MoCTCA, Department of Immigration and NTB as part of their personal
development plan.



Deliver training courses for front line staff focusing on soft skills,
communication, customer services and language skills and provide training
for appropriate individuals and departments in marketing, information
management, conflict management and IT skills should be scheduled regularly.



Develop and deliver new courses, which focus on areas such as renewable
energy management, Internet and social media marketing, brand management,
e-business, quality advancements, consumer trends and pricing practices, etc.



Provide training to local government officials and managers of parks and
tourism sites in ecotourism, nature and culture conservation, commercial
management principles, guest management, marketing, etc.

(6) Review and update trekking and tour training and standards
Tour and trekking guiding is an increasingly important aspect of the Nepal tourism value
chain, especially at local level. Tour and trekking guide standards require a muchneeded review, quality assessment of guide training facilities and qualifications need to
be improved and an evaluation system for guide accreditation should be considered.
Standards and qualifications for tour and trekking guides need to be improved, renewed
regularly and accredited, as many guides have renewed their licences but not received
any updating. This should be a mandatory requirement to ensure that guides are fully
competent and up to date with latest techniques and knowledge. There is also a need for
the colleges and associations delivering training and assessment to ensure that their
programmes are current and that students are gaining up-to-date, relevant skills and
knowledge to meet the needs of industry.
The Ministry should also consider whether NATHM should be focusing on its core
strengths of hospitality and assign licensed training of trekking guides, tour guides, river
guides and other adventure sports skills to another more appropriate training
organisation.
A major review and revision of the trekking and tour guide standards and qualifications
should be completed to bring them in line with international practices.
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Review and analyse the available training courses at every level for the tour
guiding, trekking, eco-tourism, National Park tourism and adventure
tourism areas. Develop current, up-to-date curriculum for trekking and tours,
and commission specialist institutes or organisations to deliver the revised
curriculum and qualifications.



Arrange national or international accreditation of the tour guiding, trekking,
eco-tourism, national park tourism and adventure tourism areas to assure
safety and security for tourists.



Establish a quality assessment of guide training facilities and qualifications
as well as an evaluation system for guide accreditation. Implement mandatory
trekking and tour guides refresher training when they renew their licenses with
new licenses not issued until training has been satisfactorily completed.



Design and implement refresher courses for existing workers from hotels
and tour and trekking companies, incorporating latest changes in practices and
operations in environmental and social requirements.



Review whether NATHM should focus on its core strengths of hospitality
and assign licensed training of trekking guides, tour guides, river guides and
other adventure sports skills to another more appropriate training organisation.

(7) Review the strategic position and future status of NATHM
NATHM has been a major contributor to hospitality and tourism education since 1972,
and will continue to play a significant role in preparing tourism professionals for the
workforce in Nepal and elsewhere. The role and activities of NATHM as a government
training body should be regularly evaluated and adapted as required, based on the
NATHM strategic plan118 and changing supply environment.
NATHM’s aspires to become an autonomous tourism university and a centre of
excellence in South Asia. A feasibility study should be undertaken to carefully review the
future role and status of NATHM as either an affiliated college with Tribhuvan University
or as an autonomous tourism/hospitality university providing degrees to other
institutions. The study should include a financial plan to ensure its financial viability
growth capacity.
The measure of its preparedness for NATHMs aspirations would be to conduct an audit
of its programmes and academic system to establish its current position and identify any
gaps that need to be addressed. This could be accomplished by achieving the
UNWTO.TedQual (Tourism Education Quality) Certification119.
UNWTO.TedQual’s main objective is to improve the quality of the tourism education,
training and research programmes. It is a certification of a voluntary nature that seeks to
facilitate the continual improvement of tourism education, training and research
programmes through the definition of a set of minimum standards of quality for tourism
education. UNWTO.TedQual would support the aspirations of NATHM’s strategy plan
118
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and possibly enable the Academy to achieve its goal of becoming an autonomous
tourism university. The following strategic actions are recommended:


Conduct a feasibility study to review the future role and status of NATHM
as either an affiliated college with Tribhuvan University or as an autonomous
tourism university. This should include the preparation of a financial plan to
ensure the financial viability and growth capacity of NATHM.



Conduct an initial self-assessment of NATHM based on the
UNWTO.TedQual criteria as a pre-TedQual audit so that NATHM has time to
prepare itself for the formal audit. On completion of internal audit, arrange with
UNWTO.Themis Foundation to conduct an institutional audit to gain UNWTOTedQual Certification.

(8) Upgrade the research and teaching quality of NATHM academic staff
The technical skills of the NATHM students and graduates are beyond question, and
training levels in hotel and culinary arts are very high. However, questions have been
raised about the comparative quality of the higher-level academic work at bachelor and
master levels120.
NATHM plan to set up a research unit in the Academy to help develop more research
skills among staff, but the problem may lie in the quality of staff employed who are
technically qualified but lack the higher level research and academic qualifications.
There are few lecturers with master or PhD degrees, and NATHM needs to upgrade the
skills and qualifications of the faculty and also bring in younger, more highly qualified
lecturers to teach at bachelor and master levels. Strategies recommended, and
supported in NATHM’s121 strategy plan include:

120



Support NATHM to set up a research unit, with links to overseas universities
for collaborative research and academic exchange.



Upgrade quality of faculty by including gender equality and encouraging
more women to apply for adjunct or permanent teaching positions.



Upgrade the capabilities of current and new faculty members by providing
them with an opportunity of in-service training and skills updating. Training should
include teaching skills, active learning and use of multi-media and online
learning.



Sponsor younger selected academic staff with potential but without Master or
PhD degrees to complete postgraduate studies in Nepal or overseas. Financial
support and leave of absence should be given on condition staff return to fulfil
their contracts for a specified period or repay the tuition fees.



Develop an HR plan for future growth and build in a performance-based
incentive system to attract and retain the best quality staff

Focus group meetings with NATHM graduates in Kathmandu and Nagarkot/Bhaktapur and from
discussions with hotel operators who have employed NATHM graduates
121
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(9) Review the future status of the Mountain Academy of Nepal (MAN)
The Mountain Academy of Nepal (Parbatiya Prashichen Pratisthan Bikas Samiti) is one
of two tourism colleges established by the government (under MoCTCA) and granted
140 hectares of land in Garma in Solukhumbhu District of Nepal for a new campus
building. MAN is developing a 4-year Bachelor in Mountaineering Studies to be
accredited by Tribhuvan University, with the first two years delivered in Kathmandu and
the final two years in Garma.
This would be the only mountaineering degree in the world and could attract domestic
and international students who wish to study mountaineering and adventure tourism,
supporting the status of Nepal as the cradle of the Himalayas and providing a national
mountaineering qualification. MAN also plans to continue to offer short training courses
in adventure sports, trekking and guiding. The ministry has allocated land and budget to
developing the campus in Garma, but is not giving any urgency or impetus to this
development. In contrast, support for an 80-room teaching hotel for NATHM in
Kathmandu is almost completed. A review of the status, role and capability of the
Mountain Academy of Nepal (MAN) should be undertaken by MoCTCA to establish its
future direction.
Consideration should be given to the future role of MAN as a possible complimentary
institute to NATHM. The expertise and remit of NATHM is in hospitality management
(hotel and culinary arts) and in tourism management. NATHM plans to upgrade itself as
a premier academic institution and move away from vocational training. This is normal
for most institutions with degree programmes, and so it would be logical for NATHM to
assign its vocational short programmes to another more appropriate institution rather
than spread itself thinly by trying to provide higher degrees as well as short courses. In
addition, NATHM teaching staff major in hospitality not in tourism, leisure or adventure
sports.
A feasibility study should be conducted to:


Review the status and role of the Mountain Academy of Nepal (MAN) to
establish its role under government, and consideration of its place as the
adventure training institute for Nepal.



Review the capacity of MAN with a view to upgrading and expanding the
staffing and financial support to establish a building a campus in Kathmandu
and to fast-track the building of the campus in Garma.



Review the short training programmes offered by NATHM and whether these
would be more strategically placed under MAN (or another institution).



Transfer the trekking and guiding training courses and licensing to MAN to
enable MAN to conduct these on a self-financing basis and to enable NATHM to
focus more on its degree programmes.
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5.6 Recommendations on Enhancing Quality in the Tourism
Sector
The emphasis in this tourism strategy plan is on Quality Improvement – moving the
Nepal tourism product and services up to the next level. It is aimed at improvement –
measuring where Nepal tourism is and how to make things better. Quality and
sustainability can only come about with regulation and management of the total tourism
resources – leading to tourist satisfaction and a likely return visit to Nepal.
Quality and sustainability in tourism are inherently linked…while the conventional
application of quality management in tourism establishments and services remains the
basis, the quality of the natural and cultural environment of tourist destinations adds
onto, and these together represent the overall quality of the tourist experience. Quality is
the ‘face’ of sustainability. In other words, while quality is perceived immediately by
costumers through the tourist activity, sustainability means the policy framework and
management processes behind, ensuring a high quality offer and the tourist experience
remains in the long term (UNWTO, 2013)122.
There is an urgent need to review hospitality and tourism delivery standards across the
various sectors of the tourism industry, in terms of scope, content and processes. The
tourism industry through its various sector bodies should be involved in this process. The
following sections set out some of the recommendations for quality and sustainability,
and suggest how Nepal can continue to improve its products and services.
(1) Develop National Tourism Code of Conduct
The associations, private industry and government all agree on the need to develop and
apply national standards for responsible/sustainable business and service. Tourism
Action Policy 3 (MoCTCA, 2008) states: While developing professionalism of the tourism
sector, an environmental code of conduct shall be prepared and enforced with the
involvement of Ministry, Nepal Tourism Board and other associations related with
tourism123.
Nepal has a strong case to market itself as a green destination and build a robust ‘brand’
but this needs more regulation and application of national/international standards (ODI,
2013)124. Some associations have already completed or are preparing Codes of Conduct
for their members (TAAN, 2013)125, and there is a Sustainable Tourism Network within
NTB (MoCTCA)126, but it would be much more effective if the government took a lead
and coordinated the preparation of a code of conduct in conjunction with the private
sector rather than leaving every organisation to develop its own.
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Developing, improving and enforcing tourism quality standards needs to be conducted
with the full support of the private sector, at regional, district and local level. In particular,
the tourism associations can play a major role, but the standards need to be
disseminated through to local level. There are already some voluntary schemes with
certification for ecotourism and sustainable tourism. Section 5.1 makes
recommendations about policy.
(2) Improve licensing rules for tourism businesses
MoCTCA Tourism Industry Division is the tourism regulator dealing with registration,
licensing and categorisation of star hotels and monitoring and evaluation of these. Hotel
classification is mandatory and there is limited industry involvement in improving and
promoting the star grading system. Apart from licensing and registration there is no
classification or standards promotion system for other tourism enterprises and it is not
clear to what extent standards are monitored and how the industry is engaged in this
regard.
The licensing of tourism businesses (accommodation, restaurants, tour operators, travel
agents, trekking agencies, tourism training centres etc.) is problematic, as bureaucracy
and add on costs deters new businesses, especially, from entering into the system. The
current tourism business licensing system is not linked to quality of service or
maintenance of standards. Changing the regulations would enable customers to
differentiate between businesses and provide an incentive to provide quality, especially if
the quality recognition generated more business. This recommendation is linked to the
‘Nepal Tourism Quality Scheme’ (paragraph 5.7.3).
MoCTCA may find it challenging to monitor and enforce its tourism business standards
without working closely with other government agencies such as the Department of
Cottage and Small Industries, Ministry of Environment and Inland Revenue Department.
In addition, there is an urgent need to synchronise and update the various acts and rules
to ensure cohesion and avoid duplication127.
The Ministry recently directed tourism businesses to get their registrations renewed and
also directed illegal businesses to get registered in accordance with the prescribed laws.
There are a number of tourism related businesses that are operating without a licence
and the Government through a public notice has directed them to legalise their
businesses as soon as possible. According to HAN128, the Association has offered to
support the Government by working closely with the Tourism Industry Division to jointly
carry out plans and programmes related to the hotel sector, including data collection and
regulation. HAN believe that the ministry does not have accurate or up to date data
about the number of hotels, and were failing in the timely renewal of the registration of
hotels. The main reason behind it is the lack of a proper follow-up mechanism as the
division does not have a proper online information channel and is unable to follow up
effectively. It is recommended that:
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MoCTCA should set up a working group with Ministry of Industry, Commerce and
Supplies, Department of Cottage Industries and the Department of Inland
Revenue to synchronise regulations bring the many unregistered or unregulated
tourism-related businesses (tourism training centres, accommodation,
restaurants etc.) under the Ministry and to develop a plan for enforcement of
tourism business standards.



MoCTCA should enlist the support of HAN, and possibly other tourism
associations, to support the Government by working closely with the Tourism
Industry Division to jointly carry out plans and programmes related to the hotel
and tourism sectors, including data collection and regulation.



The Tourism Industry Division should be mandated to extend its registration work
to include monitoring and enforcing standards across all the tourism businesses.
This expansion of the Division could be funded by revenues (e.g. collecting lost
VAT revenue from unregistered tourism businesses). If it is unable to do this, it
may be best to handover this task to NTB.

(3) Develop Nepal Tourism Quality Certification Scheme
Tourism quality certification has been used internationally to quality
assure tourism businesses and inform tourists of a trusted supplier,
whether it be accommodation, restaurants, trekking, tour and travel
operators, or retail outlets.
The Nepal national tourism quality certification, awarded to Nepal
Quality Tourism Suppliers (NQTS) would be a service certification
programme where tourism suppliers providing quality tourism
services, and fulfilling a set of assessment criteria, including the
National Code of Conduct, will be certified as Nepal Quality Tourism
Suppliers under the Scheme. The NQTS business would be entitled
to display the Quality Tourism Supplier logo as an identification of its
NQTS status and recognition of its pledge for provision of quality
services to its customers.
In addition, NTB could promote these businesses as trusted tourism
suppliers on its website and in publicity. Joining the scheme should
bring additional custom, patronage and revenue to those qualified
businesses. The scheme should be self-financing, and through good marketing and
publicity, would attract many enterprises to register. The NQTS should aim to:
a) Assist visitors and local customers to identify quality tourism service providers.
b) Give recognition to those businesses who meet the prescribed standard of
service quality.
c) Assist service providers to conduct self-assessments and to identify areas where
there are inadequacies in performance so that continual improvements can be
made.
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d) Strengthen the capability of all service providers to achieve value-added
performance in support of the tourism industry.
e) Enhance the reputation of Nepal as a quality tourism destination.
The assessment criteria should be developed by the tourism industry through a working
committee of representatives from the accommodation sector, restaurants, tour, travel,
trekking and other agencies. Standards and criteria would need to reflect each type of
business, so some criteria would be generic and others specific to the nature of the
business.
Realistic fees to cover administration and a site visit by a qualified consultant to conduct
professional assessments would be charged and managed by NTB Tourism Industry
Division. If the results of the assessments meet the prescribed criteria, the consultant
would recommend the applicant to the Tourism Industry Division (NQTS Section) for
granting of NQTS status. An annual or bi-annual assessment would be conducted to
ensure the supplier maintains their quality standards.
Recommendations:


Promote and implement a Nepal Tourism Quality Supplier scheme for tourism
businesses that adhere to the National Tourism Code of Conduct (NTTC) and
meet specified quality criteria so that tourists can recognise and patronise those
member businesses.



Mandate the Tourism Industry Division as the coordinating/operating unit within
NTB responsible for the promotion of the NTQS and annual or bi-annual
assessment and monitoring of hotels, restaurants and other tourism businesses
who achieve the quality requirements.



Enhance critical delivery aspects along the tourism value chain especially in
tourism operating standards, visitor services and facilities by offering support and
training paid for by the registration fees of tourism businesses.

(4) Expand the accommodation standard rating system
In October 2013, in a bid to improve the standard of hotels in line with international
norms, the Ministry of Culture, Tourism and Civil Aviation (MoCTCA) has made some
amendments to the standardisation criteria for hotels. The amendments included the
addition of deluxe five star hotels in the standard list and the committee focused on
modernisation and standardisation of the hotels, especially the star hotels. To inform the
updating, they reviewed the Hotel Association Thailand, Australian Hotel Association
and Indian Hotel Standards. The standards were amended in consultation with Hotel
Association of Nepal (HAN) and need to be approved by the Ministry of Law and Justice.
For tourist class (resort) non-star hotels, the proposed amendments included removing
the criteria of compulsory parking area and reviewing facilities so as to convert into star
hotels. The amendments for non-star hotels were mainly for registration purposes.

The National Tourism Strategy Plan for Nepal – 2014 - 2023

MoCTCA only had 522 registered properties in the Kathmandu Valley in 2012129 (with no
data on accommodation in other areas), but studies based on the estimates of registered
and unregistered accommodation in Nepal in 2011 (Sedai, 2011) 130 found a total of
2,604 accommodation enterprises with 35,789 tourist rooms in the 15 major and five
minor tourism sites of Nepal. The total number of accommodation enterprises is likely to
be very much higher than this if all the unclassified properties are included.
However, in addition to rating criteria for the star hotels, it is recommended that rating
criteria are also prepared for the informal accommodation sector so that the many
unregistered or unlicensed properties such as teahouses, lodges, homestays and
monasteries can be brought into the accommodation system.
It is recommended that accommodation is classified as follows: Deluxe 5 star hotels
(HAN recommendation) and 5 star – 1 star hotels (6 categories) and tourist class hotels
rated on an A-D scale: A: existing tourist class (Resorts), B-D: classified to include
teahouses, lodges, homestays and monasteries.
There should be a consultation exercise to prepare criteria for the A-D properties and
this should also be approved by MoCTCA and HAN and submitted to the Government
for approval. By doing this, the Ministry can encourage many more properties to register,
thus helping set standards as well as generate revenues to manage the registration and
monitoring process. This initiative will contribute to enhancing the quality of
accommodation in Nepal over time.
Recommendations:

129
130



Implement an inspection process that will ensure the hotels keep up their
standards, and if not, the hotel should be downgraded. This will encourage hotels
to raise the standard of their facilities and services. A fee should be paid by
registered hotels to remain on the registered system, and renew their licence,
which would enable the Tourism Industry Division (TID) of MoCTCA to manage
the registration and monitoring process. If TID cannot handle this function,
MoCTCA could authorise NTB or another organisation to take over this
operational role, which would be covered by the fees paid for annual inspections
throughout the country.



Conduct a consultation exercise to prepare criteria for the A-D properties and this
should also be approved by MoCTCA and HAN and submitted to the
Government for approval.



Prepare rating criteria for the informal accommodation sector so that the many
unregistered or unlicensed properties such as teahouses, lodges, homestays and
monasteries can be brought into the accommodation system.



Re-classify the accommodation sector as follows: Deluxe 5 star hotels (HAN
recommendation) and 5 star – 1 star hotels (6 categories) and tourist class hotels
rated on an A-D scale: A: existing tourist class (Resorts), B-D: classified to
include teahouses, lodges, homestays and monasteries.

MoCTCA (2013) Tourism Statistics 2013 page 3
Sedai. R.C (2011) Tourist Accommodation Facilities in the major Tourist Areas of Nepal
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(5) Implement updated food safety and hygiene standards
Food hygiene standards are the responsibility of the Department of Food Technology
and Quality Control (DoFTQC) under the Ministry of Agriculture and Development and
not MoCTCA. Food safety and hygiene is high on the priority list of most international
tourists and needs to be a priority for the tourism industry. Tourists are concerned about
sickness while travelling, and more can be done to raise the standards of hygiene and
food safety in hotels, restaurants and other food outlets. Standards of hygiene and food
safety in hotels, restaurants and other food outlets need to be raised and seen to be
done. IFC are working with Tourism Industry Department to prepare guidelines, train
inspectors from DoFTQC and will be working with NTB to create more awareness of the
need for food safety in tourism.
Recommendations:


Provide training and information from NTB, the Government and the associations
to raise awareness in tourism businesses about the importance of food safety
and hygiene and to help them gain more business.



Prepare and disseminate leaflets, training manuals, online materials and other
publicity to the food outlets throughout the country, particularly in the regions, as
well as ensure closer liaison between MoCTCA and the Ministry of Agriculture
and Development.



Strengthen local associations and communities to standardise prices and
services, to oversee the quality of services, and to ensure that the code of food
safety practice is enforced.



Implement updated food safety and hygiene standards in hotels and restaurants
and enforce these in liaison with Department of Food Technology and Quality
Control under Ministry of Agriculture and Development.
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5.7 Branding Nepal
As indicated in the situation analysis, the tourism industry was somewhat ambiguous at
the time of formulating the strategy about the existing brand identity ‘Naturally Nepal;
Once is not Enough’. The general view is that the brand was based on sound research
and motivation and that it had not been adequately promoted since it was
formulated. The consensus was that it should be retained in the short term and be given
more support and coverage before adjusting it. As a result, the following brand analysis
does not delve into the creative aspects of the brand, rather it provides some thoughts
for informing a potential brand expansion based on the proposed positioning and target
market strategy. These provide for a holistic, which proposes a combination of long and
short haul source markets and hard and soft adventure, each with their specific
geographic and demographic profiles.
5.7.1 Suggested holistic brand identity
The tourism brand identity pyramid presented in Figure 46 below and provides a
summary of Nepal’s brand identity. The brand pyramid unpacks the rational tourism
attributes of Nepal and identifies the emotional benefits associated with visiting the
country, the values that underpin Nepal’s brand, the brand personality traits and a
suggested brand essence that could be used to enrich ‘Naturally Nepal’ or as a basis for
a revised slogan, marketing wording and visual identity. The brand identity can be
described as follows:


The brand analysis suggests that, as the cradle of the Himalayas Nepal is able to
stir up powerful visitor emotions related to delight at new discoveries, thrill of
adventure and enrichment associated with spiritual encounters.



Nepal character is underpinned by inspiring values such as natural integrity,
cultural authenticity, spiritual respect and social harmony. These values should
be upheld and constantly strengthened.



The brand personality is inspiring, refreshing, tough, yet gentle and caring and
the personality traits should be reinforced in all communication and in the visual
identity.



Essentially, destination Nepal is about pure personal upliftment: the brand
promises that visiting Nepal will be a hugely elevating experience in line with the
positioning of being the cradle of the Himalayas.



Examples of wording and images that could be used to communicate the brand
of essence of ‘pure upliftment’ include:
o
o
o
o
o
o

enjoying a drink on a deck high up in the mountains
handling a falcon while paragliding high up over Pokhara
honeymoon couple at Sarankot watching the sun rise over the Himalayas
sitting high on an elephant watching tiger cubs
participating in spiritual elevation and meditation at Lumbini
tea with the locals on a hilltop in Illam
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o

pilgrims walking up to Muktinath looking down on Bhaktapur square from
high up on a temple

Figure 46: Proposed destination brand pyramid

Essence
Pure
upliftment/
Simply
uplifting
Personality
Inspiring, refreshing,
tough, yet gentle and
caring
Values
Natural integrity, cultural
authenticity, spiritual respect,
social harmony
Emotional Benefits
Delight of new discoveries, emotional
refreshment and recharge, thrill of reaching
exceptional heights, spiritual enrichment
Rational Benefits
The ultimate Himalayan adventure, enjoying exceptional nature
and scenery, experiencing the spiritual heartland of Asia, interacting
with unique cultures and traditions, engaging in “bucket list”
adventure opportunities, high mountain trekking, healthy physical
exercise for all, up close animal encounters
Attributes
Uninterrupted views and easy access to the Himalayas, great scenery, mostly unpolluted
air and water, unique and varied cultural lifestyles, authentic cultural heritage, best
trekking in the world, variety of outdoor and adventure activities, excellent climate most
of the year, friendly local population open to outsiders, generally a more relaxed pace
than elsewhere in South Asia

5.7.2 Applying and strengthening the brand
Building and strengthening the brand will require consistent application of the brand
identity and image in all marketing initiatives.


The tourism brand should be adopted and applied not only by the NTB, but by all
relevant private and public sector role-players involved in the tourism marketing
of Nepal should take it on board through co-branding and brand endorsements,



Applying the brand effectively and exponentially will require of the NTB to take on
the role of tourism ‘brand custodian’. NTB should formulate and distribute a
tourism brand guideline/manual and protocol among all internal and external
brand users.
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Usage rights and ownership: as brand custodian NTB should lay down clear
guidelines for using the brand imagery and designs, whether by its own offices,
for co-branding purposes or for brand endorsement purposes. In this regard:







o

NTB should appoint a brand coordinator to approve all internal and
external brand applications in accordance with the brand protocol.

o

External partners who wish to use the brand for co-branding and/or brand
endorsement purposes should apply through the brand coordinator and
should only be allowed to use it once approval has been granted.

Consistency of brand visual elements: the various visual elements, i.e. logo,
colour schemes, textures, typography, etc. of applying the brand in public and
private sector literature, advertising, print and electronic marketing materials,
exhibitions stands and other visual promotional actions should be clearly
prescribed and monitored.
Creative brand language and expression: the brand visuals and language as
expressed in slogans, pay-off lines and promotional text should re-enforce
the brand identity and should be used consistently and repetitiously in NTB
and industry communication, marketing materials, news releases, etc.
To reinforce consistent perceptions about Nepal a portfolio of exceptional
landmarks such as Lumbini, Mt Everest and other great peaks, the Durbar
palaces, Lake Phewa and other images that are easily associated with Nepal
should be agreed as brand icons and should be given priority in all visual
designs and copywriting.

5.7.3 Towards brand celebrity status
While developing a visually and emotionally stimulating brand identity is important, the
Nepal tourism brand will compete with many other high quality brands in Asia and
elsewhere. All of these brands are vying for improved brand equity and strength
compared to competitors. NTB’s challenge is to achieve brand celebrity status, i.e. for
the brand to be distinguished from competitor brands through excellent publicity and
promotional ‘moments’, thereby achieving exceptional exposure and global recognition.
NTB should ensure adequate PR capacity to ‘seize the moment’ when opportunities
arise in support of the brand. NTB should create internal capacity to monitor and pilot
opportunities for brand exposure.
Examples of brand celebrity opportunities include:




Celebrating new and historic mountaineering achievements and creating
brand publicity around such achievements; while historic mountaineering
moments are being celebrated (e.g. recent awards during the time of WTM)
the tourism brand is seldom used as associated identity for such celebrations.
Film production is an excellent mechanism for publicising the destination
brand and everything possible should be done to attract production of famous
films, television series and documentaries to Nepal. With Bollywood as next
door neighbour it should be possible to achieve major successes in this
regard.
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Attracting and hosting extreme sport events and associating the brand with
these e.g. triathlons, extreme road races, mountain biking races, high altitude
ball sports.
Linking up with relevant initiatives and organisations in the fight against global
warming and renewal energy and tying the tourism brand to such initiatives.
Using the brand as basis for publicising the unique traditions and
achievements of Nepalese in various target market e.g. the birthplace of
Buddhism, the legacy of Nepal’s Sherpas.
Publicising outstanding natural events e.g. bird migrations, tiger breeding
successes, valuable community resource management and conservation
initiatives.
Publicising the brand during visits by well-known personalities: politicians,
adventurers, nature conservators, explorers.
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5.8 Marketing Strategy
The marketing strategy identifies targets markets and strategies for addressing these.
5.8.1 Target market strategy
Given NTB’s limited financial and human resources it would be important to follow a
differentiated promotion strategy for various potential source markets and segments.
(1) Source market strategy
As shown in Table 42, each of the top 20 source markets was evaluated according to
two key factors, namely i) the potential of the market to deliver tourism value for Nepal
and ii) the ease and cost of acquiring the markets. These key factors were evaluated
based on 4 factors, for which an index value was calculated by dividing the value for
each market into the highest country value for that factor. Once the index values were
calculated weights were allocated to each value according to the strategy objectives and
a total index value was calculated for each source market.
Table 42: Methodology used for evaluating source markets
Factor
Measurement indicator
Value potential of source markets
Source market expenditure
% share of total global tourism expenditure131
Source market expenditure % increase in tourism expenditure between 2005 and
growth
2012
Length of stay
Average number of nights in Nepal132
Seasonality alleviation
% of arrivals falling in the four lowest tourism months
of Nepal (Feb, May, June, July133
Ease of converting/acquiring source market travellers
Current source market share % share of source market of all arrivals to Nepal
2012134
Recent growth in arrivals % average annual growth in source market arrivals
from source markets
(’05-’12)
Accessibility by air
Lowest cost of air ticket from source market to Nepal
(March 2014 and November 2014)135
Overall source market fit
Number of tour operators to Nepal; language, religious,
preferred activities

The result of the market evaluation is presented in Figure 47 and Table 43.

131

UNWTO, 2013
MOCTCA, 2013
133
MOCTCA, 2103
134
MOCTCA, 2013
135
www.expedia.com
132

Weight
3
2
2
1

3
2
3
1

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Figure 47: Value potential and ease of conversion of major source markets
6.5

China
USA

Inves
t fo
growt r
h

Canada
5

Russia

Ex

pa

Germany

Value potential for Nepal

Brazil

nd

Australia
UK
Korea
France

3.5

Norway,
Belgium
Switzerland,
Sweden
NetherlandsMa Denmark
Japan inta

India

in

Saudi

Malaysia
Thailand

2

Le

ve
r

ag
e

Sri Lanka
0.5
1.5

3

4.5

6

7.5

Ease of converting to Nepal

Table 43: Summary of source market evaluation

Easier to penetrate

More difficult to
penetrate

Lower value potential
Thailand
Sri Lanka

Higher value potential
China
India

Strategy: Leverage for value
Japan
Belgium
Denmark
Netherlands
Sweden
Switzerland
Norway

Strategy: expand immediately
USA
Canada
Germany
Australia
UK
France
Republic of Korea

Strategy: maintain and service

Strategy: invest for continuous
growth
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Japan is considered a lower value potential market compared to its neighbour the
Republic of Korea because over the period 2005-2012: a) global tourism expenditure
from the Republic of Korea grew at a much faster pace than from Japan [3.9% p.a. vs.
0.3% p.a.]; b) arrivals to Nepal from the Republic of Korea grew at much faster pace
than from Japan [24.9% p.a. vs. 6.7% p.a.] and the Republic of Korea has a much better
seasonality index with 32% of Koreans arriving in the lowest 4 months of the year vs
19% of Japanese. So, while Japan arrivals were still slightly above those of the Republic
of Korea in 2012 (28,600 vs. 26,000) Korean arrivals increased by more than 20,000 p.a.
over this period and Japanese only by around 10,000 p.a.
(2) Market segment strategy
In accordance with Nepal’s competitive positioning and brand identity, the NTB will focus
its marketing efforts and resources on the most lucrative and appropriate segments of
the market.
Based on the positioning and brand description highlighted above, Nepal’s main
advantage is its ability to provide a true unique nature and cultural experience, infused
by Himalayan adventure, nature, culture and spiritual character. This proposition appeals
across the board, from hard-core adventurists to travellers preferring soft adventure and
exploration.
Over the past decade tourism growth in Nepal has shifted from being largely driven by
the trekking and mountaineering segments to being increasingly fuelled by soft
adventure and pilgrimage segments. This trend is expected to continue and the following
marketing segments (applying to both international and domestic travellers) should be
pursued based on the situation analysis (Chapter 2). A more comprehensive profiling of
market segments is contained in Table 44:


Outdoor adventurers: Physically active visitors who come primarily for hiking,
trekking and general adventure experience. They add on other experiences
(e.g. culture, heritage, community engagement, eco-safaris, etc.)



Leisure explorers: Visitors of all ages looking for soft adventure and wanting
to explore Nepal’s unique natural environment, cultural diversity, heritage,
spirituality, etc.



Pilgrims: Visitors to the main Hindu and Buddhist pilgrimage sites in Nepal



Special interest practitioners: Visitors who come to practice a specialist
interest activity in Nepal given the country’s unique offering related to their
interest. Especially extreme mountain sports e.g. mountaineering, rockclimbing, base-jumping, snow skiing, kayaking, etc.



Small meetings, incentives, conference and exhibition (MICE) delegates:
Given its natural environment and slower pace, Nepal should be increasingly
attractive for smaller meetings and for incentivising staff and customers of
companies from neighbouring countries and for smaller conferences of nature
and mountain related international associations.
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These market segments are evaluated in Figure 48 below, based on a) their volume
(number of arrivals) potential and b) their spend potential (visitor expenditure) and the
following strategy is proposed:
Figure 48: Evaluation of target market segments

High

Leisure Explorers
Pilgrims
Volume potential

Medium

Outdoor
Adventurers

Special
interest

MICE

Low
Low

Medium

High

Spend potential
Leisure explorers: Medium to higher spend and volume potential – expand aggressively.
Outdoor adventurers: Medium spend and volume potential - maintain and grow
continuously.
Special interest and MICE: Higher spend, lower volume potential - focus and select the
best prospects.
Pilgrims: Higher volume, lower spend potential - leverage best possible value.
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Table 44: Target market segments
Segment

Key experiences?

Key
message

From
where?

Profile?

How best to reach?

Outdoor
Adventurers

Trekking to and visiting
interesting, off-the-beaten track nature and culture sites
Interacting with locals – good
local food and hospitality
Range of accommodation but
prefer tourist class ( star)
Participate in local activities
e.g. dining, cooking, events,
games, etc.

Nepal is the
best
destination in
the world for
a Himalayan
mountain
adventure

Mainly
traditional
international markets
(Invest and
maintain)

25 - 55 years
Couples and small groups
Well-travelled and educated
Travel is a priority
Prefer value to luxury
Younger, more knowledgeable
professionals
Although lower spend, stay longer

Social media and word of
mouth
CRM – return visitors higher
probability
High internet exposure
Selected tour operators and
agents
Targeted travel media

Combination of scenic
highlights, soft adventure
City experiences and events
Both groups and
independent
Guided and interpreted
experiences
Good eating, shopping
Soft adventure activities
Weekend breaks
3-5 star accommodation

An
exceptional
natural and
cultural
discovery for
all ages

Traditional
markets
(invest and
maintain)

All ages
Especially families and empty
nest couples
Singles/Couples/ groups
In search of interesting new
experiences
Time is precious
Value for money important

Word of mouth
Destination advertising
Relevant specialist operators
Internet as a basic information
source
General outdoor and travelrelated media

Home to some of the most
sacred sites, including
Lumbini, Pashupati,
Muktinath, etc.

Extend your
pilgrimage to
experience
more of
Nepal

Mainly families, small and larger
pilgrimage groups
Main focus is pilgrimage but may
extend to include other
experiences

Religious organisations
Word of mouth
Social media
Pilgrimage operators (source
countries and India)
Monasteries

(maintain and
grow
continuously)

Leisure
Explorers
(expand
immediately)

Pilgrims
(leverage best
value)

India China
(Immediate
expansion
markets)
Domestic
India
South east
Asia
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Segment

Key experiences?

Key
message

From
where?

Profile?

How best to reach?

Special
interest
(especially
extreme sport)

Excellent sites and
opportunities for high altitude
adventure sports such as
summiting, rock climbing,
triathlons, snow skiing,
paragliding, base jumping,
kayaking and rafting, zip
lining, ultra high altitude sports
Range of accommodation
facilities mainly 3-4 star
Mix of traditional
holidaymaking with a range of
special interest experiences
Special interests could be
organised group activities, or
self-arranged

Best
high
altitude
destination
for extreme
sport

All targeted
countries

25 – 40
Dedicated to particular activities
and prepared to travel for new
destinations

Clubs/associations/ societies
Special interest websites and
portals
Customer relationship
marketing
Special interest operators
Direct mail promotions
Special interest media

Nepal is an excellent venue
for meetings of adventure
associations
Good smaller meeting
facilities
Range of exciting city
experiences, shopping,
The natural beauty and
relaxing atmosphere

Nepal offers
various
corporate
meeting
venues that
cater for a
variety of
preferences
in a relaxing
and
enjoyable
location

(focus and
select best
prospects)

Small
corporate and
association
meetings
(focus and
select best
prospects)

Highly networked as special
interest communities

India
China
Adventure
and
mountainrelated
associations
elsewhere
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Meetings for company staff or
clients as part of planning, internal
communication, product launches,
etc.
Mountain and adventure
enthusiasts, scientists, etc.

Direct selling to corporate head
offices.
Regular
newsletters
and
information (CRM)
Selected
advertising
and
promotions
Work with local and regional
association counterparts to
identify and bid for meetings
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(3) Summary and implications of target market strategy
Table 45: Summary of target market strategy and implications
Source
markets
Expand
India
immediately China
Strategy

Product development
approach
Leisure
Targeted consumer
Support the development of
explorers
advertising and promotion
family leisure and soft
Special interest Major online and social media adventure products
MICE
drive
Package travel experiences
Market representation
to extend stay, especially
Joint marketing agreements around pilgrimage routes
with major operators
Support events, especially
Major media focus
during shoulder season
Trade, consumer fairs
months
Travel trade sales trip and
education
Leisure
Market representation in key Focused improvement and
explorers
regions
expansion of trails and
Outdoor
Major media focus
trekking infrastructure
adventurers
Selective trade fairs
Support the development of
Special interest Joint marketing agreements soft adventure activities
Travel trade road shows
Improve
main
visitor
education a priority
facilities
Major online and social media
drive
Segments?

Marketing approach

Maintain and Japan
service
Belgium
Denmark
Netherland
Sweden
Switzerland
Norway

Leisure
explorers
Outdoor
adventurers
Special interest

Focus on tour operator
education and
communication
Targeted partnerships with
interest groups (hiking,
adventure, etc.)
Online exposure
Media coverage where
possible

Focused improvement and
expansion of trails and
trekking infrastructure
Support the development of
soft adventure activities
Improve visitor facilities and
activities and key tourist
attractions

Leverage for India
value
(pilgrimage)
Thailand
Sri Lanka

Pilgrimage

Education and partnerships
with pilgrimage tour operators
Promote
Online and social media
pilgrimage presence

Improve cross border
access and facilities
Focus on improvement of
facilities and activities at
Lumbini as pilgrimage hub
Extend facilities and
opportunities to expand
expenditure around key
pilgrimage routes

Invest
for USA
continuous Canada
growth
Germany
Australia
UK
France
South Korea
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5.6.2 Marketing implementation plan
Nepal is at an interesting stage in its destination life cycle, where it is moving rapidly into the
development stage. The Government is faced with significant decisions regarding the pace of
development and the level of investment in marketing and the section below sheds some light
on these aspects.
(1) Phased approach
The growth targets set for the next five years will require an upscaled, more aggressive
promotion approach. However, care should be taken to step up promotions in tandem with
other aspects such as product development, human resource development, etc.
A scaled up promotion strategy should be followed, in accordance with the phasing outlined
elsewhere in the document.


Phase 1 (2014-2018): Diversification and improvement
o

Gear marketing resources and investment towards expanding new growth
markets, especially India and China and diversify products to appeal to new
markets and segments:








Appoint market representation in India and China.
Expand brand positioning and consumer brand awareness by launching
an integrated promotion campaign (including above- and below-the-line).
Focus on product packaging and events expansion to improve the range
of activities on offer.
Increase tour operator, airline and supplier partnerships and joint
promotions.
Expand and improve below-the-line promotional initiatives such as
relevant travel trade shows, media educationals, PR, etc.
Expand public/private sector programme of sales visits to international
and regional operators.
Major improvement in online marketing.

o Take a focused approach in defending and constantly growing Nepal’s position in
traditional source markets and enhance trekking and mountaineering quality and
range to achieve higher value and return visits:






Appoint market representation in major source market regions.
Increase tour operator, airline and supplier partnerships and joint
promotions, especially in new markets.
Expand and improve below-the-line promotional initiatives such as
relevant travel trade shows, media educationals, PR, etc.
Conduct a selective and targeted programme of sales visits to
international and regional operators.
Major improvement in online marketing.
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Phase 2 (2019-2023): Consolidation and expansion
o Based on brand awareness achieved in Phase 1, maintain market leadership in
traditional source markets and segments.
o Focus on rapid growth of higher value, adventure and exploration segments,
especially in new growth markets but also across all target source markets:











In new growth markets, continue integrated communication campaign
with a strong above-the-line focus on call-to-action messages,
promotional offers and other tactics that are aimed at immediate visitor
growth.
Expand packages to include new products and experiences.
Invest in MICE trade sales initiatives, attend travel exhibitions and
shows.
Launch and monitor regional consumer advertising with key operators.
Expand PR and communications drive.
Monitor Nepal and competitor performance, pricing and products.
Measure and monitor effect of market growth on the local economy, job
creation, etc. and communicate locally.
Consolidate local tourism involvement and awareness.

Phase 3: (2024 onwards): Continuous growth
o

Revision of the strategy to achieve continuous growth in leisure tourism
investment and arrivals.

(2) Five-year integrated promotion campaign
Given the global nature of tourism and the high level of cross communication among target
audiences, it will be important to coordinate promotional efforts in support of a consistent
promotional message that re-enforces the brand identity and image.
For Phase 1 (2014-2019) an integrated, multi-year promotion campaign with central,
consolidated theme, but which is tactically tailored to each individual target market is
recommended. The various campaign elements (e.g. key messages, advertising application
and below-the-line activities) should be adapted and scaled up during the five-year period.
The proposed international campaign elements are as follows:

136



A single promotion message, which endorses the brand identity and slogan, should
be used in all NTB promotions. The promotion message should be captured in a
flexible campaign theme, to be used in all promotional initiatives (advertising and all
other communications). While the essence of the theme should remain consistent, it
should be adaptable to market conditions.



A suitable campaign theme with a strong call to action should be developed and
used in association with Naturally Nepal brand identity, e.g. Naturally Nepal ‘Lift Your
Life’ or ‘Lift Yourself’136. Ideally, it should be able to extend over a number of years
e.g. ‘Lift Your Life 2015’, ‘Lift Your Life 2016’, etc.

Mentioned for demonstration purposes. Proposals should be invited from creative agencies for a suitable

269

The National Tourism Strategy Plan for Nepal – 2014 - 2023



An integrated communication approach should be followed, i.e. the full range of
promotional elements should be employed to drive the message home. While the
campaign will have a strong above-the-line (advertising) focus, advertising should be
re-enforced by all below-the-line actions.



In accordance with the market growth strategy the balance of above-the-line
(advertising) and below-the-line (PR, sales, exhibitions, etc.) will differ among the
various source markets. The markets identified for “immediate expansion” will
receive the bulk of above-the-line exposure with some targeted advertising in “invest
for continuous growth” markets, while the campaign will mainly be rolled out through
below-the-line actions in “Maintain and defend” markets.



The campaign design, imagery and key messages should be coordinated by the
NTB, with the application (i.e. advertising style, selection of media, mix of
promotional elements, trade promotions, etc.) tailored to suit each individual market.



Most importantly, the core communication messages should be clarified upfront and
should be carried through in every aspect of the NTB’s promotional mix, whether in
advertising, PR, marketing materials, e-marketing, sales promotions, exhibitions, etc.



The campaign could be developed as follows:
o

o

o

2014: Campaign preparations and contracting (finalising design elements,
messages, marketing materials, e-marketing concepts, etc.) for above and
below-the-line applications. Prepare and lobby industry partners for campaign
buy-in and partnerships. Ensure campaign measurement and monitoring.
2015 – 2017: Campaign launch in key markets, focusing mainly on brand
awareness and generic campaign messages and ensuring the campaign filters
through the entire promotion mix (advertising, PR, industry sales and
promotions).
2018 – 2019: Expand and intensify campaign with a strong focus on conversion,
e.g. through special offers with airlines and operator partners, operator joint sales
campaigns, etc.

(3) Gearing marketing expenditure to suit the target market strategy
As indicated in Table 45 and 5.6.2 (1) the target market strategy suggests immediate expansion
of Indian and Chinese markets, investment for growth in selected long-haul markets and
defending and maintaining others.
This approach will require substantial shifts in marketing priorities and expenditure, of which the
following are most important:


Investment in in-market, tourism specialised representation in major growth markets
and regions.



A more aggressive and where appropriate consumer focused promotion approach in
expansion and growth markets and segments.

campaign theme
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A major investment in online marketing.



Achieving savings and scaling down expenditure in special interest segments and
non-growth markets through critical assessment of current marketing activities and
expenditure, as analysed in Section 5.6.2.



An increased focus on promoting Nepal during the traditional ‘shoulder’ and low
season periods.

(4) Proposed offline promotion activities
The following aspects and guidelines should be considered in drafting business and action
plans:
(a) Marketing materials and collateral
Approach: Consolidate print and static electronic marketing materials to cover a core range of
widely distributed materials that cover the most essential visitor requirements and channel
savings towards online marketing coverage and exposure.


As indicated in section 2.5.2, NTB produces a wide range of marketing materials in a
variety of languages. Given the strategic focus and the rapid migration of customers
towards electronic, online media the following focus is recommended:



The range of print materials should be scaled down considerably in favour of online
content on the NTB website. Print and non-online electronic materials (CDs/DVDs)
should focus on generic market segments and, as a general rule of thumb publications
requiring print runs of less than 50,000 should be terminated and content published
online only.



The effective distribution of marketing materials should be closely monitored. A basic
stock-control system should be established for marketing materials and records should
be kept of numbers of materials issued to NTB staff, market representatives, foreign
representatives and other parties.



NTB should continue using a consistent branding and “look-and-feel” on all materials
within the agreed brand design framework.



While the design, “look and feel” and tone of voice of materials should be consistent
across source markets content, imagery and tone of voice should be adapted when
translating and preparing the brochures for foreign language markets. Local market
specialists should be consulted during the production stages. Special attention should
be paid to quality of translation and grammar used.

Table 46 provides recommendations regarding treatment of the existing portfolio for NTB
marketing materials:
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Table 46: Recommendations regarding print and electronic market material
Brochures Collateral

Cost NRs

Travellers information English and other languages

Qt

Recommendation

1,480,000

185,000

Continue

Amazing Adventures

350,000

100,000

Continue

Trekking in Nepal

500,000

50,000

Continue

Paradise Pokhara

575,000

50,000

Continue

Lumbini

525,000

70,000

Continue

Travel Tips

100,000

10,000

Continue

1,250,000

25,000

Continue

World Heritage sites

400,000

25,000

Website

National Parks

600,000

30,000

Website

Rafting

500,000

20,000

Website

Cultural Treasures

1,440,000

20,000

Website

Natural Treasures

850,000

10,000

Website

Himalyan Peaks

150,000

10,000

Website

Shopping

400,000

100,000

Website

Janakpurdham

150,000

5000

Website

Spirituality and meditation

200000

10,000

Website

Special Interest

200,000

5,000

Website

Sports

100,000

10,000

Website

MICE

100,000

15,000

Website

Rural Tourism guide book

350,000

5,000

Website

Destinations/events

100,000

5,000

Website

In focus

400,000

1,000

Continue

NTB calendar

500,000

5,000

Reconsider

Coffee table

800,000

800

Reconsider

Posters, stickers

3,000,000

200,000

Give-aways

1,000,000

Bags, folders

1,350,000

90,000

Continue

Nepal Tourism Map

1,000,000

50,000

Continue

KTM City map

1,000,000

100,000

Continue

300,000

100,000

Reconsider

Tourist/trade guide book

Annual publications & Souvenirs

Continue
Continue

Maps/displays

Post cards
E collateral
Web page development & management

1,000,000

Continue and invest

Direct mailing

4,000,000

Continue and monitor

Webs site in other languages

400,000

Interactive CD/DVD reproduction

2,000,000
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Vibes DVD and other documentary

900,000

10,000

Reconsider

DVD/CD other languages

600,000

15,000

Reconsider

(b) Trade fairs and exhibitions
Approach: Consolidate trade fair and exhibition participation to ensure participation only in
trade and consumer fairs that are in tandem with the target market strategy and render a
significant, measurable return on investment.
The increasing status and power of the World Wide Web and other communication technologies
such as VOIP, email, cellular telephones, video conferencing, etc. have in recent years largely
reduced the necessity of face-to-face sales meetings with key trade partners. Many of the
smaller operators have also been usurped in recent years by the bigger conglomerates resulting
in fewer, but more powerful buyers. Tourism suppliers and destination marketing bodies often
leave exhibitions with feelings of frustration at the limited number of serious, new business
generated.
As indicated in Section 2.5.2, NTB spends almost 60% of marketing and promotions budget on
tourism fairs and exhibitions. It is proposed that the current portfolio of fairs and exhibitions be
critically evaluated and consolidated. NTB could apply the savings achieved through reducing
the number of fairs and exhibitions towards procuring in-market representation and conducting
more focused, direct marketing in source markets. The following are proposals in this regard:
Table 47: Recommendations relating to exhibitions and trade fairs
Participants

Country

Type

Fair/Exhibition

India

B2B /B2C

6 x TTF: Ahmedabad Surat Chennai
Bangalore Mumbai Kolkata
India Outbound Corporate & MICE Travel
Mart, Delhi & Mumbia
SATTE, Delhi
IITM, Pune
CITM, Shanghai
COTTM, Beijing
GITF, Guangzhou
ITE, Hong Kong
Top Resa, Paris
JATA World Travel Fair
OTM San Francisco
ITB Asia
WTM, London
Vakantiebeurs, Utrecht
FITUR, Madrid
CMT, Stuttgart
ITB, Berlin
BIT, Milan
TITF, Bangkok
Adventure Travel Expo, Melbourne
MITT, Moscow
DTM, Dhaka

B2B
B2B
China

B2B/B2C

France
Japan
USA
Asia
UK
Netherland
Spain
Germany

B2B
B2B
B2B
B2B
B2B
B2B/B2C
B2B
B2B/B2C

Italy
Thailand
Australia
Russia
Bangladesh

B2B
B2B/B2C
B2B/B2C
B2B
B2B/B2C
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4 – 8 /event

Recommendation
Evaluate

3

Evaluate

9
5
8
13
7

Continue
Evaluate
Evaluate
Continue
Evaluate
Continue
Reconsider
Reconsider
Evaluate
Continue
Continue
Reconsider
Continue
Reconsider
Continue
Reconsider
Reconsider
Reconsider
Reconsider
Reconsider

3
3
5
6
18
8
15
6
21
4
4
3
3
2
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Malaysia
UAE
Korea

B2B/B2C
B2B
B2B/B2C

MATTA, Kuala Lumpur
ATM, Dubai
KOFTA, Seoul

7
8
2

Reconsider
Reconsider
Evaluate



The recommendations contained in Table 47 are based on the target market strategy
and require a more detailed evaluation of results and returns achieved during recent
past. NTB should conduct a critical evaluation of its exhibitions portfolio and should
work closely with its trade partners in devising a suitable, scaled down exhibitions plan.



The following guidelines should be applied to exhibition attendance:
o

o

o
o
o

Exhibitions should be an integral part of the promotion mix and should not be treated
as separate of ad-hoc initiatives. The timing, image and design conceptualisation
and communications pertaining to exhibitions should be planned to maximise the
promotional value of the integrated promotion campaign.
A differentiated approach should be considered for financing travel trade companies
that exhibit on the official Nepal stand. The current practice of subsidising exhibition
space should be varied depending on the exhibition’s priority in the marketing
strategy, e.g. the some subsidies may be allocated for major exhibitions while full
fees may be charged for others.
Adequate background research should be conducted to establish the nature, quality
and potential of trade and consumers attending potential exhibitions.
Clear, measurable goals (e.g. business procured for Nepal, trade agreements
concluded, media exposure achieved, etc.) should be set for each exhibition and the
results should be measured accordingly.
Customer relationship management (CRM) possibilities should be optimally
leveraged and adequate details and profiles should be obtained and logged on a
database, for all contacts made.

(c) Media and public relations
Approach: Expand editorial media coverage by proactively targeting and hosting the most
suitable and valuable print and electronic media, in support of the target market strategy and
track and evaluate media coverage and financial value derived.
Media awareness and PR are key aspects of the international promotion strategy and every
possibility should be pursued to maximise the international editorial coverage. Media trips are
a valuable way of creating credible, believable word of mouth destination awareness; media are
the objective eyes and ears of the travelling public. NTB should refine its approach of identifying
and approaching relevant media in accordance with the target market strategy. Appointment of
professional tourism representatives in key markets may assist in this regard. The following
guidelines should be considered in improving media coverage and publicity:


A concerted effort should be made to identify and host relevant, valuable travel media
from “expand immediately” markets (India, China) and “invest for growth” markets (North
America, UK, Germany, France, Australia).



Travel guide books (Lonely Planet, Rough Guide, Fodor, Michelin, etc.) are major
influencers of travel and can support various aspects of the strategy to increase length of
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stay, spend and spread of tourism. Cooperation should be sought with such publications
wherever possible.


Media should be carefully screened and selected and priority should be given to
proactively selected media representing main targeted source markets and segments.
The appointment of market-based representative or media advisors who are the
specialists in their respective markets should be considered for identifying, profiling and
compiling a contact database of all potential media as part of the strategy.



Media should be targeted proactively as part of the integrated campaign strategy. All
unsolicited media requests should be carefully screened before being entertained.



One of the most important, yet overlooked aspects is that of measuring the return on
investment of media trips. Feedback and measurement of results should be a
prerequisite of any press trip and NTB should record the value of each trip. While this is
easier said than done, an effective coordination and industry feedback mechanism
should be pursued in this regard.



To ensure client satisfaction, it is imperative to go the extra mile in planning, producing
and managing media trips to achieve desired results through:
o

Conducting a provisional briefing discussion to:
 Assess, understand and agree client’s overall message
 Determine and agree focus and target audience
 In the absence of any clear focus, formulate and achieve consensus on clear
messaging
 Brainstorm creative, workable options to maximise media impact
 Measure and agree product profile
o Creating logistically useful, meaningful, and memorable itineraries to optimally
meet and exceed media client criteria and expectations
o Defining the message that sells the “magic” of the media visit
o Leveraging quality media/photographic opportunities to hit the headlines



Any press trips should offer a flexible, well-organised programme that includes vital –
and often overlooked - downtime for absorbing the character and environment of the
destination, maximise photographic opportunities and conduct optional visits for
individual press group members according to specific professional wishes and
interests. ‘Hot story’ ideas are a vital part of the ‘tool kit’. Understanding individual
profiles in relation to group dynamics is crucial to success.



All possible opportunities should be pursued to solicit media interest from
appropriate, high value media in key target markets and segments, by:
o
o

Blogging is becoming a powerful tool and NTB should identify a preferred group
of media bloggers to expand the media reach of newsworthy messages.
Capitalising on all favourable accolades Nepal receives by publicising and
communicating these as widely as possible. All newsworthy events and actions
by travellers, the Government and public, in general, should be publicised
appropriately.
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o

o

Identifying the most unique, hidden gems and stories of Nepal, e.g. stories of the
rich history and cultural heritage, natural phenomena, intriguing sites, specific
experiences, unknown facts about local customs and creating an inventory of
stories. These stories could be selectively distributed through the MBR’s to
create media interest, support the advertising campaign and highlight specific
events or attractions.
Selected special interest media should be targeted and invited at specific times,
depending on their area of interest and expertise, to experience special interest
attractions, stories and locations.

(d) Travel trade sales and distribution
Approach: Proactively pursue the most suitable and valuable trade partners and strike up
lasting marketing agreements that will result in practical and measurable joint destination
marketing initiatives.
One of the keys to success of the promotion strategy is retaining and broadening appropriate
distribution channels in support of the product development and promotional concepts proposed
above. NTB should place a high value on striking up lasting relationships and partnerships with
channel operators.
The following are suggestions in this regard:


Investment in Joint Marketing Agreements with tour operator partners should be
actively pursued. Such agreements should be clearly contracted and agreed upfront.
For example, a heads of agreement should be drafted, spelling out the contributions
of each party and how it is to be invested. Investment in operator brochure pages,
brochure advertisements and other initiatives that are essentially the corporate
responsibility of trade partners should be avoided at all cost.



The NTBS investment in trade partnerships should preferably be linked to a specific,
measurable promotion activity such as the integrated promotion campaign proposed
and should entail tactical activities e.g. online marketing drive, advertising, direct mail
and email, distribution of flyers etc. of special offers. The impact of these should be
closely monitored and measured.



Since few of the international outbound companies have a presence in Nepal,
regional inbound operators in Nepal should be canvassed to expand their offering
and to promote these to the international wholesalers for inclusion in their brochures.
Inbound operators should be supplied with marketing collateral and travel trade
educationals should be held for inbound sales agents to experience the product firsthand. The inbound operators are in the best position to on-sell travel experiences to
their international partners in the various markets.



The current programme of road-shows and workshops should be expanded and
should include personal sales visits to the major operators in target markets to brief
them about the destination and experiences they could sell. This should be done in
cooperation with selected inbound operators who are partners of the overseas
outbound operators.
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Where possible consideration should be given to linking to operator educational trips
and travel academies organised in neighbouring destinations (e.g. India, China)
Academy) – such events should be monitored closely and NTB should, wherever
possible.



Consideration should be given to arranging one mega familiarisation trip (travel
academy) per year to coincide with a significant event such as the opening of a
major hotel or resort complex, convention facility, airport expansion, etc.



Sales and promotion workshops should make a point of displaying and exuding the
man brand identity through appropriate decorations, entertainment, music food, etc.
All opportunities should be grasped to impress the brand upon trade partners, since
such occasions present rare opportunities of having the full attention of trade
partners.

(e) Advertising
Approach: Depending on available funds, launch an advertising campaign in India and possibly
China in support of the proposed integrated marketing campaign.


As indicated in the previous section, the promotion campaign will be phased in over the
next 5 years, with preparations for an above-the-line advertising campaign (selective TV,
print, outdoor) to be launched in key expansion markets (India, China) towards 2015.

The following principles should pertain:


While overall advertising messages and image guidelines should be developed centrally
as part of the NTB brand applications, aspects related to advertising application such as
tactical concepts, productions, media schedules and purchases should be developed in
each key market. This means that, while the core campaign messages and imagery will
be consistent the detailed advertising concepts, designs, tone, etc. should be tailored to
the needs, characteristics and values of the various market audiences. The active
participation of specialist operators in will be vital in this regard. The implication of such
an arrangement is that the campaign could be directed with strong overall strategic
guidance of the NTB, while providing for market differences.



All advertising actions should be coordinated within a campaign plan and framework and
print, electronic, outdoor and other media should be carefully selected to suit the target
segments and achieve the best possible frequency and reach within these segments.



Advertising should be regarded as only one of many aspects of the promotion mix and
should be supported by all aspects of the campaign – PR, exhibitions, operator
communication, sales, etc.



One of the main aims of advertising should be to illustrate and re-enforce below-the-line
actions such as PR, exhibitions, web campaigns, sales drives. This means that, in
addition to generic destination awareness, advertising should be clearly aimed at driving
potential customer to the website, operator reservation points and other points of
converting awareness into actual sales. All advertising should clearly emphasise a point
of contact and further information.
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Advertising results should be clearly tacked and monitored through appropriate
indicators, to be agreed upfront.

(f) Tactical promotions
Approach: Pursue opportunities of achieving marketing conversion through tactical promotions
in association with private partners.
The following are some ideas in this regard:


Special promotions should largely be aimed at bolstering visitation during the shoulder
and slow season periods of the year, or in support of special events and occurrences.
NTB should work with operators and suppliers in coming up with attractive special price
and value adding packages.



Such price and value deals could be promoted through a range of mechanisms
including:
o
o
o
o
o

Tactical advertising drives in partnership with relevant operators, airlines, local
suppliers, etc., advertising highly attractive price deals and linking where possible
to special experiences, events and occasions in Nepal.
Media promotions to be negotiated with the various media (TV, radio, web and
print), based on price-driven advertising, audience competitions, etc.
E-marketing competitions and special promotions through the website and emaildatabase marketing.
Event and venue related promotions e.g. at cultural and sport events, in relevant
shops and shopping centres, etc., especially where there is an outdoor, cultural,
or lifestyle link to Nepal.
Tactical newsletters at selected moments to targeted audiences as part of the
CRM initiative that will highlight the special packages and deals on offer as part
of the campaign. These could be done in partnership with tour operator partners
and could be linked to a competition so as to be able to monitor response rate
and quality.

(f) Customer Relationship Management (CRM) and direct marketing
Approach: Develop CRM systems and retain contact with trade partners and consumers to
achieve maximum client retention and return visitation.
Building and retaining a solid relationship with business clients and consumer is fundamental to
a successful marketing drive. The aim of CRM is to establish a sustainable destination
relationship with customers, buyers and sellers aims to achieve client retention and return
visitation. It is well-known that keeping an existing client is far more cost effective than having
to win over a new one. In addition, direct-to-customer promotions can be more targeted,
ensuring that resources applied achieve the best returns on investment.
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The following guidelines should be followed:


Excellent electronic database and communications technologies are key aspects of a
well-functioning CRM system and NTB should invest in the development of such
technologies.



Various avenues of building relationships with existing and potential customer can be
pursued, including:
o
o
o

Using web-driven marketing to build and sustain relationships with clients
through e-marketing (see e-marketing section).
Capturing client information on a continuous basis through recording customer
details at exhibitions, in association with suppliers and operators and through
information enquiries, reactions to promotion campaigns, personal contacts, etc.
Striking up partnerships with relevant and related information brokers such as
financial management companies, communication companies, airlines and other
owners of high-value destinations to access closed user groups through credible
partner channels.



A key aspect of CRM is the ability to keep customers informed through up-to-date
newsletters and email alerts. NTB has been operating a weekly e-newsletter for some
years now and this initiative should be further refined and improved.



In applying CRM as part of the promotion campaign, care should be taken to gain a full
understanding of customer rights and communication laws to respect customers’ rights
and procedures for opting in and out of communication databases.

(5) Proposed online promotion activities
The explosion in online technology and demand provides Nepal with an excellent opportunity of
reaching its markets in an affordable and highly effective manner. The following outline
strategies and improvements are regarded as essential for NTB to achieve maximum marketing
effectiveness.
(a) Online marketing approaches in target source markets
Table 48 outlines in broad strokes suggested online marketing approaches to be followed to
reach and attract visitors from key source markets and segments.
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Table 48: Suggested online marketing approaches for target markets
Target
Markets

India

Opportunity
Website and Mobile

Social Media

Embrace partnerships with lowcost airlines between India and
Nepal to build and promote
holiday packages on the website.
These packages can either be
focussed on market segments
(pilgrimage, leisure) or price (lastminute bookings and flash sales)

Create and maintain a Welcome
Nepal Travel Community on
orkut.com, aimed at the Indian
market. Initiate community
forums around niche travel
themes in Nepal, directing online
community members to relevant
content on welcomenepal.com.

Optimise pilgrimage-related
content on the website to tie in
better with Pilgrimage routes in
India, promoting Buddhist and
Hindu destinations as an
extension of Indian pilgrimage
routes. Link this content to
bookable operator packages

Launch targeted Facebook ad
campaigns as part of the overall
marketing campaign, targeted at
Facebook users in India, across
specific demographic, geograhic
and psycographic audiences,
using Facebook’s user data.

City break section on website
promoting city guides and
suggested itineraries for short
breaks
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Digital Communication
and Communities
Segment electronic mailing list
for exclusive communication
with subscribers from India.
Lists can be further segmented
into specific travel themes or
offers. Eg. Subscribers can opt
in for weekly or monthly emails,
based on their travel interests,
or opt into receiving flash sales
or offers exclusively offered in
partnership with low cost
charters between India and
Nepal.
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Target
Markets
UK,
Europe,
North
America,
Australia

Opportunity
Website and Mobile

Social Media

Digital Communication

Develop a strategy and schedule
for blog content on the NTB
website, relating to market
segments and special interests of
western travellers

Targeted Facebook ad
campaigns focussing on US, UK
and Australian users between 18
and 45 to promote outdoor and
adventure opportunities, using
Facebook’s user data

Segment electronic mailing list
for exclusive communication
with subscribers from UK and
Europe. Lists can be further
segmented into specific travel
themes or special interests Eg.
trekking, culture or adventure

Improved and ‘bookable’ listings
of travel suppliers on
welcomenepal.com could
function as a credible travel shop
for long-haul travellers seeing
specific experiences or packages
Expand website content on
‘homestays’ and Trekking
experiences, specifically on
European language versions of
the website- especially
photography and video material.
This should be a priority on the
European language versions of
the website

Establish a presence for NTB on
Instagram and Twitter. Develop
a strategic ‘hashtag’ to associate
with NTB content on these
platforms, eg. #welcomenepal or
#mynepal. This will allow NTB to
encourage, filter and group
social content from some of the
top social networks among the
US market

Larger emphasis on outdoor and
trekking across all social media
platforms - especially visuallydriven platforms like Youtube,
Vimeo, Pinterest, Youku and
Develop online guides to trekking Instagram.
and special interest experiences
stories and experiences in Nepal, Establish a presence on
creating an inspirational overview Pinterest, creating a ‘board’ for
of factual and safety information. each market segment within the
US Europe. This could drive
traffic from Pinterest to the
website welcomenepal.com, as
well as private sector players
who agree to participate in
making their content available to
the NTB Pinterest account.
Encourage further engagement
by applying the official NTB
hashtag in Pinterest content
Create dedicated Facebook and
Instagram communities for
volunteer and youth programme
participants to share experiences
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Establish a presence on
Nepal’s destination profile on
Tripadvisor. Actions could
include updating destination
content and getting involved in
travel forums - offering help,
recommendations, and
educating travellers about
Nepal’s brand and USP’s.
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Target
Markets
China

Opportunity
Website and Mobile

Social Media

Digital Communication

Assess design principals and
content structure of the Chinese
version of welcomenepal.com,
compared to Chinese website
trends and usability practices.
Optimise media on this version of
the website to specifically appeal
to the Chinese market, based on
market segments and special
interests

Establish a presence on key
Chinese social networking
platforms (Renren.com, 51.com,
kaixin001.com). Assess
opportunity for traveller
interaction and recommendation
on these networks vs purely
establishing an online brand by
sharing inspirational and
targeted content, linking back to
the Chinese version of
welcomenepal.com.

Build relationships with
influential Chinese travel and
lifestyle bloggers. Establish a
select group of NTB brand
ambassadors to represent and
market Nepal is China’s
blogging sphere.

Investigate website integration
opportunities with major Chinese
travel sites Ctrip and E-Long.com Establish and grow a video
library of travel-related content,
Be considerate about video
targeted at Chinese market
hosting platforms for the Chinese segments, on Youku and Todou.
version of welcomenepal.com. It
is suggested that Youku or
Tudou is used to embed and
share media

Monitor Nepal presence on
daodao.com (Tripadvisor
China). replace TripAdvisor
widgets with Daodao widgets
on the Chinese version of
welcomenepal.com.

City break section on website
promoting city guides and
suggested itineraries for short
breaks

All markets Improved and ‘bookable’ listings

Increase in sales-driven online
marketing communications
around events, low season
deals and group offers.

of travel suppliers on
welcomenepal.com could
function as a credible travel shop
for long-haul travellers seeing
specific experiences or
packages.

Segment electronic mailing list
for exclusive communication
with subscribers interested in
specific p. Share offers and
stories.

Increase mobility of NTB website
to increase usage and
conversion among mobile users
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(b) Proposed online marketing improvements
The following proposals and meant to address the situation analysis findings:
Table 49: Recommendations for improving NTB's online presence
Aspects

Recommended improvements
Website (www.welcomenepal.com)

Website usability
and content
architecture

 A defined split between tourist-related content and trade-related content on the
website.
The website should be seen as two separate assets, with different purposes,
hosted under one brand. The traveller ‘side’ of the website should consist of a
combination of inspirational and informative content, to educate visitors about
Nepal’s brand and tourism offering, while providing practical tools for planning
and booking a trip to Nepal, based on the preferences and special interests of
the visitor.
Example: Austria’s website structure http://www.austria.info/us
The industry and trade ‘side’ of the website should function as a portal for
Nepal’s tourism trade, residents and ambassadors, and could include brand
resources, marketing toolkits and reports.
Example: Visit London’s trade portal:
http://www.londonandpartners.com/travel-trade/
 Sections of the website that directly target visitors who are in the trip-planning
phase could be grouped under a more inviting menu item, with a strong call-toaction. Example: Destinations, Activities, Accommodation listings and practical
travel advice could be grouped under a section titled ‘Visit’ or ‘Plan your trip’,
rather than being segmented across four unrelated sections on the website.

Visual brand
exposure

Content themes
assessment

Filtering and search
of travel products

 Cross-referencing of content types is important. Assigning travel products or
activities to destinations will allow visitors to find products and activities while
researching a specific destination or region on the website, or to decide which
destinations appeal to them.
 Larger focus on visual media.
Considered improving the way photography and video content is current utilised
on the website. Larger photographs and a larger variety of videos can be used in
context of the content and section is being viewed by the visitor. These elements
play an essential role in communicating Nepal’s brand and value proposition.
 Categorising content under specific themes or interests provides the opportunity
to target specific segments of Nepal Tourism Board’s market, and to serve them
with relevant and targeted information and suggestions. Examples of themes
could be Adventure & Trekking, Spirituality and Pilgrimage, Heritage, Scenic,
Nature etc.
 Alternatively, content can be categorised under more generic themes, not
specifically related to a market segment. Such categories could include ‘Top 10
Nepal’ or ‘Not to miss’.
 Minimum requirements for product filtering: Find travel products or services by
destination and category.
 Advanced product filtering: Find travel products or services by sub category,
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price range or grading.

Aspects

Recommended improvements

Travel product or
service listing

 Ideally, each travel product or service should have its own landing page on the
Nepal Tourism Board website. Details for each product or service could
include an overview and description, media, links to social media accounts,
reviews and badges from third-party platforms like TripAdvisor and a digital
map to indicate location.

Mapping and Geolocation assessment

 Through using digital map libraries, an interactive, explore-able map could not
only contain the information available on the current maps, but also include
the location data from travel products and services, functioning as a complete
destination map guide for Nepal.

Bookability

 Partnership and integration with third-party booking platforms to facilitate realtime booking facilities on the website.

Integration with social
networks and thirdparty services

 There is potential for a more strategic and dynamic integration with Facebook,
using Facebook’s developer resources e.g. a Facebook Like Box or content
stream.

Internationalisation

 Check that all languages and translations are functional. Apart from language
translation, there is opportunity for country market-specific content across the
website. This includes the use of media (photographs and videos aimed at a
specific market segment), promotions (offers and travel deals only available to
specific source markets) and social integration relevant to social media trends
and platforms in specific market segments.

Mobility assessment

 Visitors using mobile phones spent 01:32 less on the site, on average,
compared to desktop users. Mobile users visited 1 less page than desktop
users on average and shows a higher bounce rate of 67.08% - compared to
52.53% by desktop users. This comparison shows potential for a more
strategic and user-friendly experience for mobile users.

Facebook Page
content and
community

 It should be considered to shift the brand and content strategy of NTB’s to a
tourist/visitors-focused community, driven by the travel experiences and
inspirational content of travellers and local residents rather than an industry
forum. Practical steps:
o
o
o

Renaming the Page to ‘Welcome Nepal’
Replace NTB corporate branding with a the destination brand identity
Developing a content schedule to publish theme-based content, targeted at
specific market segments (within country markets with high Facebook
usage: Europe, UK, Americas, Australia).

Example: Cape Town Tourism’s Facebook page:
https://www.facebook.com/CapeTown.Travel
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Aspects

Recommended improvements
Electronic newsletter

Email
communication
frequency
Electronic
newsletter content
Electronic
newsletter design
and functionality

 The length of entries can be reduced to +- 50 words and link through to an
external URL for further engagement. This could increase traffic to the NTB
website and encourage further engagement with online content, beyond the
electronic newsletter. The design can be optimised for mobile devices using a
responsive email template, ultimately improving open and click-through rates
from mobile devices.
 Mailing lists should be segmented according to market interests and location,
offering subscribers on the website a choice of content they would like to
receive, and how frequently they would like to receive it. This method could
ultimately lead to a more targeted email communication strategy with improved
open rates and measurable click-through rates.
As a start, NTB’s current mailing list can be split into two segments: visitors and
trade. Subscribers could belong to multiple segments (this can be achieved by
expanding the preferences of subscribers, giving them the ability to personalise
their profile on NTB’s database). The same preferences should be available to
any new subscribers. This will provide an opportunity for NTB to send targeted
and personalised content to all subscribers, and to develop an email
communication strategy that focusses on increased visitor numbers and visitor
spend.
Example: Visit Whales Newsletter Sign-up form
http://www.visitwales.com/newsletter-signup
Travel Oregon Newsletter Sign-up page
http://traveloregon.com/subscribe/
Social media integration

Blogging

A central and sustainable publishing platform for all visitor and trade related
content - Welcome Nepal Blog.
A NTB blog could function as a central ‘hub’ of content to be used and distributed
across other online communication channels (electronic newsletter, social media
accounts). Blog content can be published under content categories, while tags can
be used to associate articles with specific themes, events and tourist regions.
Content volume can be achieved by involving numerous authors to contribute.
Example: South Africa Tourism’s blog
http://www.southafrica.net/blog/en/landing/blog-home
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Aspects

Recommended improvements

Expansion of NTB’s
presence on social
networking
platforms

It is suggested that NTB expands its social media presence to at least one of the
following platforms.
Twitter: Create an official twitter account for Nepal with the handle
‘@welcomenepal’. The account can be used to communicate key messages and
links. The account can also be used as monitoring tool to track traveller
experiences and opinions.
Example: Magical Kenya on Twitter https://twitter.com/MagicalKenya
Instagram: An official NTB Instagram account is powerful opportunity to leverage
extraordinary visual, user-generated content, captured by travellers and local
residents. This account can collect mobile photos and videos, posted by travellers
on Instagram, using a dedicated hashtag (eg. #welcomenepal). Selected media
can then be reposted as part of an ongoing feed of inspirational content, produced
by real people, in real time.
Example: Australia Tourism on Instagram http://instagram.com/australia
YouTube (Youku for Chinese market): An official NTB channel on YouTube could
feature the best travel-related videos from the world’s biggest video-sharing
website. The channel could feature video material produced and uploaded by
NTB, but also material produced and uploaded by travellers.
Example: Visit Greece YouTube Channel http://www.youtube.com/visitgreecegr
Leveraging user-generated content from nice travel communities:
With an expanded social media presence comes a responsibility to reduce and
share a larger volume of quality content. By subscribing to the RSS feeds of online
travel communities, NTB could have access to a regular delivery of targeted
content to be shared on social accounts.
Example: From the Matador Network:
Photo Essay: Dulal Village, Nepal
http://matadornetwork.com/abroad/photo-essay-dulal-village-nepal/
City Guide: Get a haircut in Kathmandu
http://matadornetwork.com/tv/get-a-haircut-in-kathmandu/

Online Conversion
From
welcomenepal.com
through third-party
booking engine(s)

Conversion through
online campaigns
and communication

Through integrating the NTB website with a third-party booking engine, the website
could function as a direct booking and transactioning portal. This should ideally be
combined with targeted online advertising campaigns and goals in Google
Analytics, to track and measure conversion rates and costs. Bookable products
could include accommodation, activities or tour packages and flights.
Example: Sri Lanka Tourism’s integration with roomsnet.com
http://www.srilanka.travel/reserve_a_hotel
Establish affiliate partnerships with local tourism companies and inbound operators
to offer to communicate regular, targeted travel deals and packages to selected
market segments. Packages can be distributed through NTB’s website and online
communication channels while enquiries can be handled directly by participating
service providers.
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(c) Online marketing campaign concepts
The goals of online marketing campaigns are to:




Raise awareness of Nepal as an exciting and diverse travel destination.
Achieve a significant increase in the size of NTB’s online communities, among highvalue audiences.
Move this audience through a ‘sales funnel’ towards travel planning.

This could be achieved through the following suggested mechanisms:


Online community building: Grow and build an online community by using a social
platform as the point of entry to the campaign.
Practical scenario: NTB hosts an online marketing campaign in the form of a custom
Facebook application, on the NTB Facebook page, encouraging participants to join and
participate in NTB’s Facebook community.



Educating the market through inspiration and participation: Base the campaign on top
attractions or destinations within Nepal. This will educate participants about Nepal’s
USP’s and could create awareness around lesser-known regions.
Practical scenario: NTB’s campaign requires participants to build their own ‘dream’
itinerary from a selected group of travel experiences and attractions, across numerous
regions within the country.



Leveraging user-generated content and ‘gamification’: Build a library of content
produced by travellers, as part of a ‘gamified’ marketing campaign.
Practical scenario: As part of a social marketing campaign, participants are
encouraged to upload and share photo and video content from the experience in Nepal,
via one or more social platforms. These contributions count as an entry for a prize or
reward. Gaming techniques such as ‘social voting or share for additional entries’ can
boost this type of campaign.



Create partnerships: Increase the reach of a campaign by partnering with relevant
companies and organisations who maintain strong online communities e.g. Tour
operators, airlines, non-profit organisations, media organisations or trekking gear and
clothing suppliers/brands.
Practical scenario: As part of a Facebook campaign, NTB syndicates a custom version
of the campaign’s Facebook Application, to the Facebook pages of a selected group of
campaign partners. These applications can include a design or banner, unique to the
partner’s brand. Outcome: NTB receives additional reach through relevant companies;
the partners receive publicity and an opportunity to participate in an interactive
campaign.



Ambassadors and influencers: Promote Nepal’s tourism products through a popular
online influencer like a celebrity or travel blogger. Alternatively, focus on local residents
as authentic ambassadors, rather than high-profile individuals.
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Practical scenario: As part of an online marketing campaign, NTB recruits a top online
influencer who appeals to a specific market segment(s), to complete a series of
itineraries in throughout Nepal. As part of the partnership the influencer commits to a
volume and frequency of content he/she will share online, before, during and after the
visit.


Generate leads: Generate a database of high value leads from an online marketing
campaign.
Practical scenario: NTB’s campaign requires participants to build their own ‘dream’
itinerary from a selected group of travel experiences and attractions, across numerous
regions within the country. When submitting an entry, participants’ details are added to a
CRM, along with the regions, products and experiences they added to their dream
itinerary. NTB engages with the participant through future communication, with offers
and packages based on the data.

(6) Domestic promotion drive
As indicated in the market analysis section information on the nature and extent of the domestic
market is scant. Awareness among Nepalese of tourism opportunities, responsibilities and
potential is still low. For tourism to become a sustainable, integral part of the economy and to
be recognised as a potential entrepreneurial of career opportunity, the levels of awareness and
participation should be increased substantially.
It is proposed that the integrated promotion campaign should be extended to include the
domestic market.


The ‘Lift Your Life’ theme could be adapted or translated to fit with the local vernacular, e.g.
through a suitable local saying or including acceptable local slang.



The main purpose is to instil a national pride and positive tourism and service attitude among
Nepal inhabitants. More specific aims are:
o
o
o
o



To improve awareness of and involvement in tourism as a potential economic and
employment force in Nepal.
To improve customer care and communication skills among persons who interface with
visitors.
To instil a national pride and to inspire Nepali people to discover their own country.
To reward excellence in tourism-related attitude, service and innovation.

The following audiences should be targeted:
o
o
o
o
o

Schools: learners and teachers (see Human Resource Development section).
Targeted communities and community leaders in areas with a tourism focus.
Frontline staff in tourism related industries: restaurants, hotels/lodges/B&B’s, visitor
attractions, entertainment venues.
Frontline staff in peripheral industries: emigration, tourism-related retail, banks and forex.
The Nepal population at large.
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One or more of the following elements may be considered for inclusion in the campaign:
o
o
o
o
o

A ‘Lift Your Life’ domestic travel promotion campaign to promote travel in Nepal among
the local population and their visitors.
‘Welcome Nepal’ – a customer care and entrepreneurship programme for people who
deal directly with tourists on a continuous basis.
A tourism-in-schools awareness programme to communicate the basic nature and
concepts of tourism through competitions and learning materials linked to current
subjects (addressed in).
A community-based, entry level tourism awareness, customer care and
entrepreneurship programme that explains what tourism is, opportunities and
responsibilities and basic customer care principles.
An annual tourism awards programme to reward excellence in service and
entrepreneurship and which should become the highlight on the tourism calendar.

Table 50 provides a summary of key implementation guidelines for each of the suggested
interventions.
Table 50: Summary of elements to consider for domestic promotion campaign
Intervention

Key guidelines

‘Lift Your
Life’
domestic
travel
campaign







Welcome
Nepal
programme




(See also
section on
Human
Resources
Development





Tourism in
schools
programme
(See also
section on
Human
Resources
Development









Main purpose is to develop travel knowledge of the country and a sense of
national pride.
Could be focused on a 2-month period e.g. May and September (shoulder
season).
Work with local operators, transport providers and others in coming up with
affordable travel opportunities for groups, families, etc.
Run a local (mainly PR) campaign (possibly in the form of a treasure hunt
with good prizes) to raise interest of the unique attractions of the country.
Consider a ‘take-a-friend’ campaign where locals are encouraged to travel
their country but also to take along a friend or relative from surrounding
areas of the region.
Aim at key frontline personnel in tourism and related industries – e.g.
emigration, accommodation, restaurants, tourism-related retail and
entertainment, tour operators/guides, etc.
Investigate similar programmes elsewhere (UK, New Zealand, Canada,
South Africa, etc.) and analyse costs and feasibility.
Discuss and agree programme and implementation with private sector and
key government partners (e.g. emigration, etc.) and get their buy-in.
If feasible, develop a public-private funding and financing model to sustain
the programme.
Develop and implement a monitoring, evaluation and quality-control
process.
Pitch at grades 7-9.
Conduct as a joint project with the Department of Education.
Link with geography or business economics.
Start with selected schools in Nepal and priority tourism areas.
In conjunction with District offices canvass teachers as champions – give
them basic tourism training.
Develop or purchase basic presentation materials that explain the key
tourism concepts in a ‘fun’ manner.
Launch an annual competition where learners compete, based on a theme
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that is linked to the presentation materials (e.g. local culture for tourism,
local nature for tourism, etc.). Competitions could be quizzes, drama,
songs, art competitions etc.
Winners announced and rewarded at annual tourism awards.

Intervention
Nepal annual
tourism
awards

Community
based
tourism
awareness
and
customer
care
programme

Key guidelines












Main purpose is to reward service excellence and adherence to the call for
tourism innovation and involvement.
Start with few categories, e.g. best frontline service persons in hospitality,
emigration and commerce; best community-based tourism initiative; tourism
entrepreneur of the year; best schools tourism project.
Entries through proposal and nominations.
Gala event where winner are announced.
Develop a basic tourism awareness booklet and appropriate, easy to use
presentation materials that explain key concepts such as tourism, its
benefits and responsibilities, the tourist, requirements of a healthy tourism
industry, importance of community involvement, importance of nature and
culture, tourism safety, etc.
Where possible identify and involve local Tourism Ambassadors as local
tourism champions and trainers.
Provide all persons who have undergone the basic training with some form
of recognition e.g. a badge.
Run an annual community tourism competition (could be linked to schools
competition) focusing on a particular theme e.g. the most hospitable
community, the cleanest. town/community, the best community tourism
project, etc.
Reward winners at annual tourism awards.

(7) Market research
A targeted and contemporary marketing approach requires an excellent understanding and
knowledge of current and potential customer profiles, lifestyles, values, travel preferences,
purchasing behaviour, etc. Producing and applying high quality market research has become a
requirement rather than a luxury. The NTB’s market intelligence is not of good quality and
urgent application of market research is required.
The following aspects are urgently required:


Inbound visitor survey: As indicated in the situation analysis, the last visitor survey was
conducted in 2008 and there is an urgent need to assess the profile, expenditure patterns,
satisfaction levels and needs of visitors. The sampling and survey methodology should be
clarified and applied consistently.



Market intelligence: baseline market segmentation exercises should be conducted for key
source countries by conducting a detailed analysis of the travel market in each source
country, identifying and profiling appropriate target segments and devising the most
appropriate marketing mix for each segment. In addition to country segments and profiles,
market research should be conducted for special interest segments such as extreme sports,
adventure tourism, ecotourism and others.
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(8) Implementation capacity
Implementing the proposed plan will require a strengthening of implementation capacity,
specifically in three areas as contained in the institutional proposals:


Appointment of market-based representation (MBRs) in key markets. These should
be experienced tourism professionals who know the markets well and could function on
an outsourced, contracted basis. Specific tasks may include, among others:
o
o
o
o
o
o
o
o

Obtaining market intelligence about their market areas and informing the marketing
strategy accordingly.
Establishing strong relationships with tour operators and travel agents in their
markets and negotiating joint marketing agreements.
Undertaking special promotions in association with private partners.
Arranging and vetting media and trade educationals.
Arranging PR and media coverage in their markets.
Arranging meetings and contacts during exhibitions, workshops and roadshows.
Undertaking online marketing activities in their markets.
Where required participate in consumer marketing initiatives and procuring
advertising opportunities.



The following MBR capacity could be considered
o Phase 1: India and China.
o Phase 2: add German speaking Europe, UK and USA.



Strengthening online marketing capacity. The current online marketing capacity at
NTB is extremely limited and should be urgently strengthened to have at least one
specialist e-marketing specialist.



Allocating MICE marketing as a key performance area and appointing suitable persons
to take care of this activity.



Alleviating seasonality: As pointed out in Sections 2.1 and 2.5, seasonality is a major
challenge facing the sector with 33% or visitors arriving in the three busiest months
namely March, October and November. Fortunately, tourists from major growth
markets, India and China prefer visiting during the traditional lower season months, with
arrivals from China peaking during the Chinese New Year period in January and also in
September. Arrivals from India peak during June to August, the traditional low season
for long haul markets.
The proposed target market strategy considers seasonality alleviation as an important
value potential factor and this is one of the reasons why India and China have been
identified higher value markets for immediate expansions. The implications are that NTB
should promote special price offers and enjoyable activities to the markets during the
periods mentioned above.
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Proposed initiatives to alleviate seasonality could include:
o
o
o
o

Agreeing with the travel trade to downplay the concept of seasonality and not to
emphasise seasonality in marketing initiatives; rather promote Nepal as a throughthe-year destination.
Launching aggressive price offers in India and Chine leading up to traditional slower
season periods. This may include special discounts, added value, etc.
Incentivising the industry to develop attractive events and festivals during the
“shoulder” and lower season months and to promote these in the neighbouring
countries.
Launching the proposed domestic tourism marketing campaign, including special
price offers during the traditional quieter months.

(9) Key marketing success factors
The marketing proposals contained here and in the strategic action plan assume adoption of the
following key success factors:


A phased implementation plan will be followed based on the growth phases outlined in
the strategic plan.



Implementation will be framed by a multi-year, integrated marketing campaign with an
exciting campaign identity and slogan and will be implemented in close partnership with
the Nepal private tourism industry.



Current marketing activities will be consolidated and streamlined to achieve savings and
allow for more aggressive consumer advertising in key expansion markets, tour operator
partnerships, promotions and media partnerships. This will include rationalising the main
expenditure items i.e. exhibitions and production of print collateral to achieve optimal
return on expenditure.



A major emphasis will be placed on improved online marketing and capacity in NTB
should be strengthened in this regard.



Market based representatives will be appointed to coordinated marketing in key source
markets, first India and China and then expended to German-speaking Europe, UK, and
the USA.



Marketing messages will re-enforce Nepal's suitability as a year-round destination and
special promotions and events will be focused on the traditional slower season months.
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5.9 Improving the Economic Performance of the Tourism Sector
A brief analysis of the tourism economy in Nepal was described in Sections 2.1 and 2.2
including plans and policies. The analysis shows that tourism development is important for the
macroeconomic growth and overall development of the country.
Nepal benefits from various external commodity trades in exports, mostly from primary
agricultural products or agro-processing industries, garments, carpets and curios, and tourism
services. Nepal mostly imports consumable industrial readymade goods, service sector goods,
and investment goods. Remittances have grown to become the largest source of foreign
exchange. Currently, it finances more than three quarters of the foreign exchange needed for
imports. Remittances are generated mostly from unskilled workers (more than 80%), mostly
from the rural area. This is the result of the economy growing slowly and not creating sufficient
employment opportunities.
Over dependency on remittances has to be reduced for the long-term health of the economy.
Because development in Nepal is progressing slowly and the merchandise export sector is not
currently buoyant, the tourism sector has a strong potential to contribute. As specified in the
economic analysis of tourism carried out in this report, the sector’s contribution is 38% of the
merchandise export and constitutes 5% of the foreign exchange earnings.
The risk to the Nation’s sustainable growth and development is overreliance on remittances
generated from less tradable commodities such as unskilled labour. This will be eventually
exhausted either because the number of workers from the agricultural sector will no longer be
available or because of tough competition from more skilled labour markets in other countries.
Tourism has received little attention in resource allocation and investment over the years.
Managed in a sustainable manner, it will be one of the key sectors, which will support the future
of the economy and provide jobs, and this will encourage workers to stay in Nepal rather than to
go and work abroad.
5.9.1 The way forward
Given its status as a national priority sector, the importance of tourism development should be
viewed from the following perspective:
(1) The economic impact of the tourism sector on labour and on other economic sectors
According to UNWTO, the tourism sector is a fast growing and sustainable economic activity
worldwide. It is labour-intensive and results in economic growth and development such as
employment creation, built-in poverty reduction characteristics and, consequently, foreign
exchange generation. Due to its labour-intensity, developing the sector is an optimal policy
option for accelerated growth and development because it is the most abundant factor of
production in Nepal. It is, therefore, imperative that both public and private sector investment
funds are channelled into its development. The importance of the multiplier effect of the tourism
sector must constitute an integral part of the policy evaluation process.
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(2) The Strategic Direction of the Government
A sectoral policy faced with overall budgetary resource constraints must take due consideration
of Central Government priorities. The strategy of the Government, as expressed in the policy
document (Approach Paper Thirteenth Plan: 2014-16) include the following:








Ensuring and sustaining macroeconomic stability.
Agriculture, tourism and hydro power among the priority sectors for national
development.
Promoting the private sector by focusing on the competitive environment with the
Government playing the facilitating role.
Accelerated agricultural commercialisation.
Infrastructure, energy development.
Human development, employment and productivity.
Transparent and accountable governance137.

Hydropower, agriculture, tourism and industrial development are among priority production
sectors in the plan. Likewise, roads and other infrastructure development have also been
declared high priority. The manifestos of major political parties contesting the current national
election have also identified the tourism sector as a high priority sector. Public Private
Partnership, with private sector as the lead contributor to development, has been emphasised
as one of the key strategies of the plan.
(3) Key medium-term macroeconomic growth targets and underlying assumptions
The Government has targeted a medium-term growth of 6% a year in the Thirteenth Plan.
Present per capita GDP is estimated to be USD 717 (Economic Survey 2013). The target per
capita GDP by 2016 is USD 854. However, this growth target is considered overly optimistic as
the growth rates in the 11th and 12th plan periods (three years each) were closer to 4%. The
expert view is that, if political stability is achieved, the growth rate can be expected to increase a
bit higher to 5% a year over the medium-term (next 5 years) and around 6% a year thereafter.
Given the slowdown in growth in neighbouring India and China, the growth rate in Nepal may
not increase beyond 5% a year in the medium-term. The plan projects the average rate of
inflation at 7% a year, per capita income growth at 4.6% a year and employment growth at 3.2
% a year. Population growth is expected at 1.35 % during the plan period.
(4) Key macro-economic indicators and the need for tourism development
The Government‘s stated goals and priorities are based on the trends of the macroeconomic
variables shown in Table 51. The business environment improvement over the years has not
allowed the economy to grow at a fast. Inflationary levels and heavy dependence on
remittances are a serious challenge for the sustainable development of the nation and, hence,
there is a need to prioritise other sources of foreign exchange and employment generation. The
tourism sector offers a steady source of foreign exchange if properly developed and promoted.

137

Approach Paper for Interim Plan 2070-73, Government of Nepal, Ntinal Planning Commission

294

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Table 51: Selected key macroeconomic indicators over the last two plan periods
(2008-13)
Indicators

2008

2009

2010

2011

2012

2013

Economic growth (%)

5.8

3.9

4.3

3.9

4.5

3.6

Inflation (Ann. Avg.) %

6.7

12.6

9.6

9.6

8.3

10.6

Gov't Rev Growth%

22.7

33.3

27.2

11.4

23.2

18.5

Gov't Exp. Growth %

20.8

36.1

18.2

13.7

14.8

19.4

Gov’t Revenue/GDP%

13.2

14.5

15.1

14.7

15.9

17.0

Budget Deficit/GDP %

4.1

5.0

3.5

3.6

3.5

3.7

Export/Import Ratio%

30.5

26.7

23.8

16.2

16.1

13.9

Imports (NRs billion)

221.9

284.4

374.3

396.2

461.3

na

Foreign Exchange Reserve
(NRs billion)

212.6

286.5

268.9

272.2

439.5

453.6

Remittances Income (NRs
Billion)

142.7

209.7

231.7

253.6

359.6

430.0

Balance of Payment (NRs
billion)

29.7

44.8

-3.3

2.2

131.6

11.8

Source: Economic survey, Government of Nepal, 2013,

(a) Economic growth, poverty and tourism development nexus
Tourism‘s potential for creating employment and generating higher income levels in the macroeconomy has been analysed in the economic impact study in this report. Various empirical
studies in developing countries confirm tourism development is an economic engine of growth
and a reliable source of poverty reduction. In this regard, UNWTO (2006) identifies seven
mechanisms that tourism can contribute to poverty reduction in developing countries, which are
very relevant to Nepal. These are explained in greater detail in Section 5.10, including the
relevance to Nepal.
(b) Pro-poor tourism policy
In general, the macro-economic performance and the improvement of the socio-economic
structure of the economy through tourism development will require adopting a two prong
approaches.
(i) Using tourism to tackle rural poverty
To reduce poverty at the tourist destination, there is a need to formulate a targeted policy to
enable the poor to participate actively in tourism and take advantage of available opportunities
created by the industry. Direct and indirect local employment at tourism destinations and the
production and supply of goods and services to tourists and tourism-related facilities needs to
be emphasised in the policy. There is high scope for jobs creation in rural tourism in the
following sectors: the construction industry, hotels, restaurants, bars, the handicrafts sector and
related activities.
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For tourism to be effective in reducing poverty, a bottom up policy planning approach is
required. Nepal has already participatory approaches in project formulation and implementation
by involving local government. However, despite the decentralisation process in the country,
policy implementation has been weak because no local government has been elected for more
than a decade due to the conflict suffered by the country over the years.
Sustainable development with a poverty focus calls for involving local people in planning with
broader participatory process, taking into account economic and social factors affecting
livelihood. Bottom up planning has to be strengthened soon in the country by re-establishing
locally elected government. Stakeholders during the workshops and meetings were strongly in
favour of this. While local government has also been given responsibility for tourism
development, it has not received much attention other that central level efforts to prepare district
tourism master plans in ten districts. Likewise, local level support organisations including NGOs
and cooperatives could also be involved in skills generations and small scale financing at rural
level to build tourism-related skills and resources as well as awareness creation.
For the tourism sector to be an effective tool for poverty reduction macro-economic oriented
goals should be cascaded to the local levels. This could be done by focusing on pro-poverty
livelihood opportunities and the decision-making process. Rural tourism projects such as
TRPAP implemented in the country in the past have provided good demonstration models.
5.9.2 Development of the sector
The process of accelerated development of the sector will require that the strategic plan draws
on the strengths and weaknesses of the previous Government periodic plans as well as the
opportunities within and threats to the macro economy. Based on the reviews and experience,
the following economic impact goals, strategy and approaches have been identified.
(a) Goals
Goals for the sector will be to maximise its economic impact.
(b) Strategies









Improve aviation infrastructure at central, regional and district level.
Promote private sector investment and partnerships including foreign investment.
Adopt an integrated and co-ordinated development approach to develop new
destinations based on infrastructure access.
Diversify tourism areas and products.
Emphasise employment friendly tourism products such as rural tourism and agro tourism
in rural areas.
Promote heritage and culture-based tourism in urban areas during rainy seasons and
encourage domestic tourism to visit their country in the shoulder season to combat
seasonality.
Streamline and prioritise tourism promotion in neighbouring countries and further afield
to maximise tourist arrivals.
Maintain adequate service facilities and quality for quality tourism that is sustainable.
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(c) Approach to Intervention
To maximise the contribution of tourism to the economic development of Nepal, a wide range of
strategies have been recommended in this report. These are summarised here to ensure that
the economic priorities are not overlooked but the detailed recommendations are presented in
other Sections of the report. They include:


















Formulation of conducive policies for tourist arrivals.
Product development around the periphery of the infrastructure developed.
Prioritisation of a few areas and products for distinct impact.
Improvement of database and soft support to facilitate the private sector.
Promotion of private sector investment and Public Private Partnership.
Cross-sectoral linkages.
Improvement in the monitoring and evaluation system.
Encouragement of more private sector investment in tourism with the Government as the
facilitator.
Improvement of the legal and regulatory frameworks.
Encouragement of FDI.
Focusing on TVET in the tourism sector to develop middle level technical manpower.
Promotion of priority products for domestic tourism.
Mobilisation of foreign embassies of Nepal in the promotion effort.
Products development and facilitations by region of tourist origin.
Promotion of the use of local resources.
Promotion of local level participation.
Microfinance access to promote supportive micro enterprises.
5.9.3 Projection of key tourism indicators

Accurate projections of key variables are central to the overall success of the plan. The
statistical base year must have adequate and reliable data for projections. In the case of Nepal,
data availability and relevant analytical studies do not exist. The available input-output table is
more than a decade old and out-dated. Thus, ordinary trend analysis approach has been used
for the projection. Actual values are available up to 2012 for arrivals and receipts. However,
over the years there has been substantial fluctuation in the tourist arrival figures due to political
instability in the country. Although the base year for the Plan is 2013, the average growth status
of last five years has been used for longer-term projection in view of the stability of data trend.
Interventions have also been considered as shift factors that would uplift the growth of tourist
arrivals. After projecting tourist arrivals, receipts are projected based on the assumption of likely
growth in receipt per day per tourists in USD. The projection has been made based on the
forecast of length of stay and the increase in tourist arrivals.
Given the disparate nature of the data, different time series have been used to make the
projections.





Tourist arrivals have been projected based on the last 5 years average growth.
Length of stay is based on the last three years average growth.
Expenditure per day per tourist is assumed to grow at 10% a year from 2016 onwards if
the project strategy is fully implemented.
The projection of the receipts is shown at constant price of 2013.
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NRs to USD exchange rate is considered at the current rate of NRs 100/$ from 2014
onwards, in view of longer term exchange rate prospects.
The exchange rate fluctuation has been assumed to net out over the medium- and
longer-terms.

The contribution of the tourism sector has been projected for arrivals, receipts, receipts as a
percentage of the GDP, and employment generation. GDP growth has been projected at
producer’s price. In view of past achieved growth rates, the projection of GDP growth in this
study has taken a somewhat conservative approach compared to the projection made in the
Thirteenth Plan document. The contribution by tourism to GDP has not been carried in this
study, as there is no such estimate available nationally. However, the WTTC forecast of tourist
arrivals, contribution to GDP and employment is also presented. The projection of key indicators
is shown in Table 52.
(1) Analysis of projected economic impact indicators
(a) Projection of tourist arrivals
Tourist arrivals are expected to reach to 1.6 million by 2020 and 2.14 million by 2023, starting
with average growth of 8.8% a year over the next plan period and with gradual increments
thereafter with 0.5% point shift factor every three years during other plan periods (Figure 49).
As the growth rate increases, it becomes more difficult for it to accelerate because the
investment capacity of the country is low. Though Vision 2020 forecast arrivals to reach 2 million
by 2020, meeting this target would imply that the current growth rate of 8.8% would have to
gradually increase to 16% by 2020, which is unrealistic given the present international economic
scenario, dampened growth in neighbouring countries India and China and continued political
instability in the country. The WTTC projection as an alternate scenario, on the other hand
appears overly conservative as they consider the international tourist arrivals growth rate to be
only 4.1%, a year, only half the current level. This study has taken a medium growth scenario to
be more pragmatic.
Figure 49: Projection of tourist arrivals to 2023
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(b) Gross Domestic Product (GDP)
Due to lack of data, GDP contribution from tourism sector has not been estimated. WTTC
projected that the direct contribution from the tourism sector is 4.3 % in 2013 and it will rise to
5% by 2013.
(C) Foreign exchange receipts and trend
The corresponding receipt accruals are projected to be USD 402 million in 2013, USD 941
million in 2018 and USD 2,755 million in 2023, at about 12% growth per year. Product
diversification and development is expected to increase the length of stay.
Figure 50: Projection of foreign exchange receipts to 2023
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Table 52: Projection of tourist arrivals and revenue
Growth rate
Tourist Arrival Number (000)
Average length of stay
(growth 2.7% a year, trend
calculated from previous
years’ data)
Receipts of foreign
exchange per tourist /day
(based bank data)
Total foreign exchange
received receipts (Million
USD)
Tourism receipt NRs
equivalent (NRs 10 million)
at NRs 100 /$ from 2014
onwards
GDP growth % (taken as
average growth rate over
the plan period)
Projected GDP (NRs billion)
Tourism receipts as % of
GDP% at NRs 100/$
WTTC Estimate of direct
employment (000) from total
tourism **
WTTC Estimate Direct
contribution of tourism in
GDP %
WTTC estimate of
international tourist (000)
4.1% growth a year

2012

2013

2014

2015

2016

2017

2018

2019

2020

2021

2022

2023

8.8

8.8

8.8

8.8

8.8

9.3

9.3

9.3

9.8

9.8

9.8

10

803.1

873.8

950.7

1034.3

1125.3

1230.0

1344.4

1469.4

1613.4

1771.5

1945.1

2139.7

12.8

13.1

13.5

13.9

14.2

14.6

15

15.4

15.8

16.3

16.7

17.2

35.6

35

35

35

39

42

47

51

56

62

68

75

366.0

402.0

449.2

501.9

616.9

761.8

940.6

1,161.4

1,440.6

1,787.0

2,216.6

2,754.5

3,128.9

3,437.3

4,492.1

5,019.3

6,169.3

7,617.7

9,406.0

11,614.2

14,406.3

17,869.8

22,165.8

27,544.8

4

4

5

5

5

6

6

6

6.5

6.5

6.5

6.5

1701.2

1786.3

1875.6

1969.4

2087.5

2212.8

2345.5

2498.0

2660.4

2833.3

3017.4

2.0

2.5

2.7

3.1

3.6

4.3

5.0

5.8

6.7

7.8

9.1

553.5

592.2

612.5

633.4

655.1

677.5

700.7

749.4

775.1

801.6

829.9

4.3

4.4

4.4

4.5

4.5

4.6

4.7

4.7

4.8

4.9

4.9

5.0

946.0

984.8

1025.2

1067.2

1110.9

1156.5

1203.9

1253.3

1304.7

1358.1

1413.8

724.7

* Including hotels, travel agents, airlines and other passenger transportation services
Data: Various Sources including MoCTCA, Nepal Rastra Bank, Plan documents, economic Survey and Travel and Tourism Economic Impact 2013 Nepal, WTTC.

Source: Study estimate
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(d) Employment Creation
The Government figure for tourism employment is 160,000 in 2012, which is grossly
underestimated and not reliable to base projections on. WTTC estimate for 2012 is
554,000 and forecast 829,000 for 2023.
(e) Fiscal contributions from tourism
Tourism‘s fiscal role in the form of tax revenue generation has been quite significant as
indicated in the analysis of the tourism economy in Chapter 2. Directly visible fiscal
contribution from the tourism sector was NRs 8,832 million in 2012 and the corresponding
tourist arrivals that year was 803,000. Although it is difficult to capture all the details, one
way is using historical evidence. Based on the assumption that the economy will improve
in the future and the anticipated commitment of tourism stakeholders to the development
of the industry, the fiscal contribution of tourism will double by 2020 to NRs 17 billion a
year and will grow steadily thereafter.
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5.10 Enhancing Community Involvement in the Tourism Sector
Enhancing community involvement in the tourism sector and community strengthening are
important mechanisms for tourism in Nepal and contribute to poverty alleviation and
community development. Trekking and mountaineering using local guides and porters,
with accommodation in local villages are examples of the contribution of local people in the
tourism industry. Community involvement in the tourism sector is relatively well developed
in Nepal and there are several successful examples.
Recommendations for enhancing community involvement in the tourism sector and
community strengthening follow:
(1) NTB to develop a Unit to deal with local participation in tourism at the centre and
in the regions
A special Unit for community development within NTB could be established to deal with
local participation in tourism at the centre and in the regions. Community groups could play
a vital role in establishing local governance, especially to develop, regulate and ensure
responsible tourism. The Unit would be given authority to guide groups and provide them
with information and to be proactive in identifying needs and opportunities. The Unit would
work closely with NGOs, private sector organisations, local government and tourism
committees to link and connect them to provide a wider community of support.


Establish a special Unit for community development within NTB to deal with local
participation in tourism at the centre and in the regions.



The Unit to establish a Committee with representative community groups to
establish guidelines on local governance, and how to regulate and ensure
responsible tourism.



The Unit to encourage the creation of Destination Management Organisation
(DMOs) bringing together local stakeholder to develop, promote and manage
tourism in their areas.



The Unit and Committee to prepare information and identify needs and
opportunities.



The Unit to engage NGOs, private sector organisations, local government and
tourism committees to link and connect them to provide a wider community of
support.



The Unit to incorporate and promote ST-EP (Sustainable Tourism – Eliminating
Poverty mechanism) into planning and delivery of its services.

(2) Train local people to take positions in tourism firms
There is a need to train local people to take positions in tourism firms. Training, especially
for younger people and women is important, and at the same time to encourage tourism
firms to employ them. Training could be conducted through mobile units (from NATHM) as
well as by the local community, perhaps through DDCs or TDCs. There will need to be
awareness raising done by the NTB Community Development Unit in the regions and
lobbying of local companies to engage them in this initiative. Incentives such as success
stories on the NTB website might encourage firms to take part in this community venture.


Train local people to take positions in tourism firms by training conducted through
mobile units (from NATHM) as well as by the local community.
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Design and implement an awareness raising campaign in the regions, which
includes lobbying of local companies to engage them in this initiative.



Setup a community tourism web site to share success stories to encourage firms to
take part in this community venture.

(3) Strengthen linkages in the value chain
Strengthen linkages in the value chain – village by village – by training, awareness building
and creating the market. Opportunities for employment and to contribute to local tourism
should be explored. The NTB Community Development Unit should conduct a survey of
the opportunities and needs and conduct awareness-raising activities.


Conduct a survey of the opportunities and needs.



Develop a campaign for training and awareness building in the community about
business opportunities from tourism.



Proactively elicit employment opportunities in the community.

(4) Engage the supply chain formation of groups or cooperatives
To engage the supply chain formation of groups or cooperatives should be encouraged to
spread the risk and to improve reliability. The supply of agricultural items and food supplies
to homestays and teahouses on the trails need to be managed consistently, so the
development of cooperatives could be a good way to bring communities together to
manage a larger scale operation. NTB with TDCs may be able to identify opportunities in
areas where there are needs, for example, local produce for teahouses on the trekking
trails, woven handicrafts or labour for homestay extensions.


Identify opportunities in areas where there are needs, for example, local produce
for teahouses on the trekking trails, woven handicrafts or labour for homestay
extensions.



Plan for the formation of groups or cooperatives to support the supply of goods and
services to tourism businesses.

(5) Build marketing support for the products and services offered by local
communities
Build marketing support for the products and services offered by local communities so that
they can produce what the market wants. Get them involved in the development of the
product. Many communities do not really understand tourism and what a tourism attraction
is and most are product-led rather than market-led (they copy what others are doing).
There is a lack of marketing knowhow, finance and reach and lack of entrepreneurial skills.
NTB Community Development Unit should take on this role, by developing a tourism
community website, holding regional events, producing brochures and assisting local
communities to develop their own marketing activities. The Handicraft Association of Nepal
could be involved in these initiatives and should be asked to be involved.
Women contribute a great deal to tourism work through agriculture, accommodation, food
preparation and other activities. However, few are given the opportunity for training in
comparison to men. Training can be seriously lacking in some communities but positive
steps should be taken by organisers, VDCs and other to enrol at least 30% of women on
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tourism training courses. Training should include marketing knowhow, finance and reach
and entrepreneurial skills.


Build marketing support for the products and services offered by local
communities so that they can produce what the market wants by developing a
tourism community website, holding regional events, producing brochures and
assisting local communities to develop their own marketing activities.



Engage local communities in the development of the product.



Provide training in marketing, finance and entrepreneurial skills.



Involve the Handicraft Association of Nepal in these initiatives.



Ensure all community training proactively enrols at least 30% of women on
courses.
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5.11 Recommendations on Protecting and Enhancing the Cultural
Heritage of Nepal through Tourism
Cultural tourism is one of the key market segments and its growth will present both
opportunities and challenges to the management of cultural sites. The mutual dependence
that exists between tourism and cultural heritage is becoming more evident. While culture
heritage creates a foundation for tourism’s growth, tourism has the power to generate
funds that make conservation possible. Cultural heritage loses much of its meaning
without an audience, and a society participating in and benefiting from it. Without
sustainable management, tourism loses its potential for growth. The two UNESCO World
Heritage Sites (cultural) Kathmandu Valley and Lumbini are major tourist attractions as
well as the traditional settlements spread around the country. In addition, cultural tourism
is also concerned with experiencing cultural environments, including landscapes, the
visual and performing arts, lifestyles, values, traditions, festivals and events. Thus,
protecting and promoting cultural tourism as a year round product will contribute
substantially to tourism development in Nepal.
(1) Encourage private-public-people partnership (PPPP) in heritage protection and
promotion
Although funding is scarce for the preservation and promotion of heritage sites, PPPP
models can be developed to raise funds and increase awareness of the importance of
heritage conservation and its potential contribution to the local economy. This would also
instil a sense of ownership in the local community, which would ultimately assist in the
sustainable management of the site. There are several reasons for public and private
sector involvement in cultural heritage management including: the recognition that heritage
resources can play an important role in community continuity, renewal and development,
the increased quality of life associated with heritage resources, the role of heritage
resources in creating and maintaining individual and community identity, the value of
heritage resources in the education of children, the role that heritage resources can play in
providing for pleasure/recreation opportunities and the role that heritage resources can
play in economic revitalisation and tourism development.
Many heritage resources are lost due to physical deterioration brought about by
inadequate maintenance or by simple neglect. Often these conditions are the result of a
lack of financial resources. In short, public funding for cultural heritage sites is very limited.
Moreover, site visitation typically generates additional costs for underfunded heritage
managers. In such circumstances, some people speak of capturing tourism industry profits
in order to finance culture.
A more realistic approach is to view culture as an input to the tourism product, an input for
which the industry should pay, just as they pay for fuel for tour busses. In other words, the
‘user pays’ principle is adopted, and cultural and natural attractions are ‘sold’ at a price
high enough to generate the funding needed to encourage their establishment and
maintenance. The industry tends to oppose entrance and other fees. To some degree, this
is a result of opposition to anything that might reduce client volume or profits. If one takes
the view that attractions are an input for which the industry should pay, then this concern
should be treated similarly to industry desires for subsidised petrol and other inputs.
Moreover, though little research has been done regarding the price responsiveness
(elasticity) of fees at developing country cultural attractions, experience from natural
attractions, as well as anecdotal evidence, indicate that modest fees would not
dramatically affect visitation levels. Collecting fees is only half the challenge. The
remainder is ensuring that revenues benefit the cultural heritage. Except for Bhaktapur
municipality and Pashupati Temple, revenue collected often contributes little to site
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conservation and management, but rather is ‘lost’ in the general government treasury.
Thus, ensuring that revenue collected from heritage sites are channelled back to the site
not only gives visitors satisfaction of contributing to the preservation of the site, but also
ensures preservation and promotion of the site.
One of the major tasks of international development cooperation in cultural tourism is to
ensure that countries and regions have access to capacity building in order to allow them
to ensure the integrity of their culture. Currently, there is very little interpretation of any kind
in most of the heritage sites in Nepal, and much that exists involves basic provision of
facts. Raising the quality of interpretive practice will require significant capacity building.
Special culture guides should be trained to enhance visitor experience. This will also
generate employment opportunities to the local community. Specific local cooperatives can
be established to manage the sites as well as produce local handicrafts to generate funds
for its preservation and generate income for the community.
(2) Prepare and promote an annual events calendar
The importance of intangible heritage must be recognised by the general public, the
experts and the tourists as well. The people who are the bearers and performers of the
performing art are the true guardians of the cultural heritage. Community participation in
safeguarding such heritage not only help local people to appreciate the remarkable legacy
of the past, but also teach them how to participate actively in promoting them, and by
doing so contribute to a better common future. Cultural education through workshops and
seminars in the concerned population is another mode of preserving intangible. Promoting
intangible heritage such as festivals and events as cultural tourism products will generate
funds for the protection of the heritage as well as employment.
Nepal has a large number of myths and legends associated with the origins of different
ethnic groups; many relating to mountains, hills and rivers. Myths and legends expressed
in their prosaic forms are grouped together with folktales in the Nepalese tradition, whilst
poetic forms are sung, and they are considered as folk epics and ballads. There are
several myths and legends related to the origin of the gods and goddesses, as well as
place legends relating to the valley of Kathmandu and different parts of Nepal. Sometimes
the same legend will only be expressed in one of the forms whilst in other cases it may be
expressed as a mixed form, including festivals, dances, and songs. Proper documentation
and promotion of the intangible heritage to the cultural tourism segment will ensure its
protection and generate income and employment opportunities.
The events calendar produced by NTB requires regular updates as well as additional
details on the events. This calendar is particularly useful to promote intangible heritage,
such as festivals, traditional dance and music and handicrafts. NTB should also work with
the tour operators to develop itineraries that take advantage of these cultural events.
Information flow should be maintained between NTB and local communities to promote
these events.
(3) Design different promotional strategies for domestic (and Indian) and
international tourist markets
Proper documentation and categorisation of heritage site of local, national and
international significance will help in devising appropriate strategies for their promotion in
different tourism markets. Locally and nationally important sites can be promoted through
the local media and FM stations, while NTB should coordinate with national and
international tour operators to promote internationally significant sites. Site management
plans and strategies should also be in place, including proper interpretation and trained
guides.
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The marketing challenge in cultural tourism is similar to that in other areas: how to
increase visitors to a site or community, how to increase their length of stay, how to
increase their spending per day and how to ensure that they come back (and/or pass
along good recommendations to others). There has been some discussion within tourism,
and within nature/cultural tourism in particular, regarding targeted marketing, through
which a destination attracts particularly desirable cultural tourists. If successful, such a
strategy could greatly contribute to sustainability insofar as benefits (revenues and jobs)
could be increased without increasing numbers. However, to attract such a segment, and
to be able to charge commensurably high prices, a destination needs to offer attractions
and/or service of a quality level sufficiently high to differentiate themselves from
competitors. Some sites have been successful in this regard, though success involves far
more than simply the promotional side of marketing.
(4) Promote each region, especially the Tourism Development Areas (TDAs), with a
unique cultural identity and diversify products
Different regional cultural identity should be developed to diversify and add new products
and destinations. Each region (in particular the priority areas identified in the strategy)
should be promoted as an exclusive cultural landscape and experience, which will also
contribute towards lengthening visitor stay in the country. Cultural identity of each region
can include the landscape, sites and monuments, festivals, cuisine and architectural
heritage.
Agriculture-based tourism also has high potential in Nepal with different products in the
different regions of the country. The lush tea estates of the eastern Nepal offer a different
product to the cultural experience in central Nepal, mainly Kathmandu valley. The Gurung
villages of Lumjung in the mid-west have high potentials of village and home stay tourism
combined with treks and hikes. Karnali region in the northern part of the mid-west offers
spectacular landscapes with lakes, treks, flora and fauna, while the far west has national
parks, wildlife reserves and lowland villages with unique culture, cuisine and traditions.
The Terai plains have their own distinct landscapes, national parks, traditions and cuisine
reflecting the culture of the Aryan Hindus. While the mountain valleys, such as Mustang
offers experience of Tibetan culture. Similarly, rhododendron, the national flower of Nepal
blossoms in April colouring entire hills red, which could also be developed as a separate
product. There are three major rivers that flow from the Himalayas to the plains and create
different river valleys that offer different landscapes and experiences.
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5.13 Recommendations on Management of the Natural Heritage
and Protection of the Overall Environment
The recommendations on tourism and natural environment in Nepal (Box 12) are
interrelated and revolve around the diversification of products and destinations to ease the
pressure on the environment, the effective management of these destinations and
products through building a resource base of good practice, disseminating information in
an accessible way, and the rewarding of good practice to create a demonstration effect.
As this strategy spans the next ten years, the recommendations are designed to be
implementable, with results quantifiable and visible by the end of the period.
Box 12: Summary of recommendations
Purpose

Recommendation

Responsibility

Ease pressure on
environment

Diversify products /
destinations

Government, NGO/INGO

Build knowledge

Centralised resource on
tourism and environment and
mitigation strategies to
combat climate change and
good practice guidelines

NGO/INGO, industry
associations, private sector
initiatives

Disseminate knowledge
Reward good practice

Network of trained
institutions
Recognition through awards
and promotion

Government, NGO/INGO,
industry associations
Government

(1) Diversify products/destinations to ease pressure on the environment
There is a need to diversify the products base in Nepal to ease the pressure on the
environment. As tourism grows over the next ten years, there will be increased pressure
on the limited products and destinations that exist in Nepal. A concentrated effort to push
tourism out to newer areas and to newer products that are well managed is essential. The
priority areas have been recommended in Chapter 4 in this strategic document and are
indicated in yellow in Figure 51.
Figure 51: Map of the TDAs proposed in this strategy
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(2) Develop a resource base on tourism and environmental protection practice
The first step towards better environmental practice is knowledge and know-how, and it is
imperative that good practice is researched, collated and practice guidelines made
accessible through a decentralised dissemination process. This is not a resource heavy
recommendation. This can be achieved by:



Bringing together projects and initiatives working in the environmental protection
and tourism sector for the purposes of collating data and building a common
resource base – physical or electronic.
Commissioning regular critical research such as carrying capacity (Box 13) and
mitigation strategy studies to combat climate change within this joint initiative.

Box 13 Carrying Capacity - What is it?
'Carrying capacity' is the level of visitor use an area can accommodate with high
levels of satisfaction for visitors and few impacts on resources. The concept implies
that there are limits to visitor use. It is a management decision.
Carrying capacity estimates depend on administrative decisions about approximate
sustainable levels of use. There are at least three capacity variables: material,
psychological and ecological.
The carrying capacity of a destination or a micro-destination can vary from time to
time. Hence, there is a requirement for continual research to be done on it, and
mitigation strategies developed and practiced in order to minimise the negative
effects on the resources.
(3) Disseminate information on good practice and mitigation strategies to combat
climate change
Once knowledge has been collated, the next step is to disseminate the information and
make it accessible in the areas where tourism is being developed such as existing areas
and priority areas as well as other areas where tourism is growing organically. This can be
achieved by training and authorising dissemination partners all over the country – industry
associations, non-government organisation and even direct private sector partners so that
the information is accessible and within reach of each tourism initiative in the country.
(4) Develop a reward system to promote good practice
There are two ways to ensure good practice. One is to enforce it, and the other is to
reward it. The enforcement part of it is done in Nepal quite effectively through strict
environment laws, through the ministries and the protected areas.
The biggest encouragement for good practice will be there when a reward system is
introduced that recognises best practice, promotes it actively, so that a demonstration
effect starts off.
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This can be achieved by:





Developing a mechanism of collecting information on good practice through the
same dissemination mechanism described in the previous recommendation.
Developing a panel to develop criterion to decide what is considered good practice.
Designing a promotion and awarding process to recognise good practice – through
a National level practice award and a website promoting good practices. Box 14 is
an example being implemented by ICIMOD.
Creating a demonstration effect by promoting the good practices through the
dissemination network.

Box 14: Kailash Sacred Landscape Conservation and Development Initiative - award
initiative for tour companies
ICIMOD - Awarding good practice for tour companies
A good example of a reward based promotion of good practice is currently being
carried out by ICIMOD as part of its Kailash Sacred Landscape Conservation and
Development Initiative, a trans-boundary collaborative effort between the
Governments of China, India and Nepal with technical assistance. ICIMOD is
promoting responsible tour operations within the sacred landscape. One tool that is
currently under preparation is a competition for tour companies that operate on the
routes of the Kailash Sacred Landscape to bring an innovative responsible concept
into their company and put these into practice throughout the tourist/pilgrim season
of 2014. Towards the end of the season, a jury will review the concepts and winners
will be rewarded.
If such initiatives are successful, the system can be replicated in different parts of the
country to promote good practice.
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5.13 The Institutional Framework and the Role and
Responsibilities of Institutions in Implementing the National
Tourism Strategy Plan
Section 2.7 described the institutional framework that is managing the tourism sector in
Nepal and identified several issues that should be addressed to ensure that management
is improved and that plans are implemented, including this strategic plan.
5.13.1 Strengthening the Ministry of Culture, Tourism and Civil Aviation
(1) Ensure that the Tourism Divisions at MoCTCA become technical divisions rather
than administrative divisions
MoCTCA’s structure is determined by the different sectors that it governs. As described in
Section 2.7, the three Tourism Divisions are currently employing civil servants that do not
have a background in the sector and are taking on administrative roles rather than
technical roles. To achieve this, the positions established should be converted to technical
positions open to civil servants with a tourism background. Necessary amendments on the
regulation for staff recruitments should be made accordingly to establish tourism cadre in
the Ministry.
In the short term, existing staff should attend an annual intensive training programme to
convert them towards a technical orientation (see Section 5.6).
(2) Create a separate and independent Evaluation and Monitoring Unit to ensure that
the strategy and its actions are implemented
As tourism has now been declared a top three priority sector both in the political and
development agenda for rapid national economic growth and employment creation,
MOCTCA requires a separate Monitoring and Evaluation Division with adequate resources
to measure the effectiveness of the implementation of policies, priorities and programmes
and to prescribe solution measures for improvement. This division informs both NTC and
NDCC.
Whilst there are evaluation and monitoring units at both MoCTCA and NTB, these have
not been effective and the recommendations in their reports (if and when they produce
them) are mostly ignored. It is essential that the activities of these institutions be monitored
to ensure that plans are being implemented.
It is a real concern that policy actions and strategies have been formulated over the years
but there has been so little control over their implementation. Based on past performance,
there is a real danger that the recommendations in this strategy will not be followed up and
this exercise will end up being futile. Therefore, it is recommended, as a matter of urgency,
that a strong system be put in place to ensure that the activities described in the Action
Plan, which accompanies this strategy, are closely monitored and their effectiveness
evaluated so that remedial action can be taken, if necessary.
An independent evaluator (or evaluation firm) should be appointed with not professional
ties to the Ministry or NTB to report on the completion on the tasks that are set out in the
strategy. If activities have not been completed, then the reasons why should be analysed
and redressing actions defined. It is recommended that the evaluation be not carried out
‘in-house’. This evaluator will specifically focus on the periodic review of the
implementation of the actions proposed in this strategy in terms of effectiveness,
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completion, scheduling and costings and would not be involved with other Ministry and
NTB activities and responsibilities.
(3) Strengthen the data collection units at both MoCTCA and NTB
At the moment, both MoCTCA and NTB collect tourism statistics, systematically in the
case of arrivals by air at the international airport, and ad hoc for all other visitor behaviour
and market research studies. The Ministry publishes a compendium of tourism data, which
it receives from several different sources. Section 5.2 explained the range of statistics that
should be collected. Roles should be clearly defined, with for instance Ministry analysing
immigration cards and producing international arrivals data and NTB supplementing these
with land border surveys to aggregate the South Asian Association for Regional
Cooperation (SAARC) visitors, especially from India and Sri Lanka and build a true picture
of the number of arrivals to Nepal. Regular surveys at borders should be conducted by
NTB (at least twice a year, in high season and in low season) so that expenditure data can
be collected and trends in behaviour be identified as well as household surveys to compile
information on domestic tourism. Supply data should be collected on a regular basis.
The Research Unit at NTB should be strengthened in terms of both human resources and
in terms of financial resources to ensure that the required statistics are collected for
planning, marketing and economic impact monitoring purposes. The work should be
outsourced to a reliable research agency and managed by NTB in collaboration with
MoCTCA.
(4) Create regional offices for NTB and strengthen those of the Ministry
One of the main complaints expressed during the workshops is that the Ministry and NTB
are not sufficiently represented at regional and district level. NTB currently has just one
regional office in Pokhara. Furthermore, a clear Government intent expressed in the
Tourism Policy 2065 is to ‘develop rural tourism as a sub-sector of tourism management’.
The Government and NTB should, through its proposed regional offices work with DDC
and VDC as well as local tourism associations or Destination Management Organisations
(see recommendation is Section 5.10), carry out activities and projects to develop rural
tourism.
It is therefore recommended that suitable offices for NTB to set up are found in each of the
regional hubs and staffed accordingly and that the Government strengthens their regional
offices. It would be ideal if both the Ministry and NTB offices were set up at the same
location at a strategic point of hub to provide efficient services and coordination to the
private sector.
These offices should work in close partnership with local Destination Management
Organisations (DMOs).
(5) Encourage Public Private People Partnership at the local and district level
As the country is likely to move towards federalism, it is important that each area with
aspirations of developing tourism create stakeholder partnerships to develop the required
infrastructure for the sector to flourish. The ODI/Nepal Centre for Inclusive led study
proposed a number of recommendations to improve destination management involving
tourism businesses in local governance and government and strengthening the delivery of
local public services that have sectoral co-benefits. The paper proposes a mechanism to
develop these partnerships at destination level by facilitating strong partnerships and
improving cohesion within the tourism business community to promote effective
management and development at local level; brokering technical assistance to cover the
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technical and knowledge gaps at the local level; and by financial support from external
sources. Whilst these recommendations are fully endorsed in this strategy, an additional
component of capacity building at the destination level, especially if a federal state system
is adopted, is highly advocated. A summary of the paper is provided in Appendix 5.13.1.
It is recommended that MoCTCA supports an initiative to design and develop the modality
of the scheme and implement pilot projects at specific areas. Technical, financial
assistance as well as other requirements could be explored internally as well as externally.
Therefore, a study will be commissioned within the first two years of the strategy and at
least one project in a pilot area will be carried out.
(6) Prepare a tourism institutional framework for possible federalism
Once federalism is adopted, the management of tourism around the country will change. In
particular, tourism is not confined to administrative areas by will cross boundaries.
Therefore, a system to coordinate the management of the sector and the destination areas
must be put in place, including a transition plan from Central Government to Federal
structures. This plan should include:








Policy to govern inter-federal state responsibilities
Role of National and Federal Governments
Managing private sector relations with the different entities
Infrastructure development and management
Royalty and permit mechanism
Benefit sharing mechanism
Other relevant issues

It is therefore recommended that a study be conducted within the first year of the strategy
to formulate a clear plan before the system coverts to federalism so that the Government
is fully prepared for the transition.
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5.14 Monitoring and Evaluating the Strategy
Strategies and plans need to be monitored and reviewed regularly. Strategies are
elaborated into 3- or 5-year plans which are resourced and responsibilities are allocated to
various partner institutions. Evaluating the strategic plan will help prepare more realistic
and achievable plans in the future.
To evaluate the overall strategy, a number of performance indicators should be measured.
These will provide a systematic basis for the monitor to base his/her evaluation on and to
allow him/her provide accurate feedback to the Ministry, the Policy Review Working Group
and eventually the Tourism Development Coordination Committee. Based on his/her
recommendation, strategies can be adapted, remedial actions taken, if necessary, and
areas that are not being implemented addressed.
Table 53 proposes a set of indicators to measure the overall impact of the plan and to
measure the plan’s achievements. These should be cross-referenced with the success
criteria in the five-year Action Plan.
Table 53: Performance indicators to evaluate the results of the strategy
Indicators to measure the overall Indicators to measure
impact of the plan
accomplishment

the

plan’s

Policy, strategy and regulatory framework
Revision of policy with clear objectives to
New policy is approved by Cabinet
achieve
Policy actions (strategies) are submitted
Policy is translated into implementable
and approved for the Government’s
annual strategy plans
annual programme
Revision of the Tourism Act with greater New Act approved by Parliament
focus on private sector needs and on Codes of Conduct are adopted and
Codes of Conduct
followed
Council members regularly meet
Revival of the National Tourism Council
Committee members regular meet
and the Tourism Development
These bodies take decisions to clear
Coordination Committee
bottleneck and promote tourism
development
Donors invest in tourism development
Successful donor conference is
project and/or provide technical
organised
assistance
Infrastructure and utilities
Spread of cross-sector flights to enhance
Extent of coverage
inter-regional linkages
Uniform tourism signage positioning

Extent of coverage

Use of renewable energy

10% of tourism operator needs within 5
years
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Sewerage treatment (sceptic tanks or
bio-digesters for all new hotels above 50 Regular inspections
beds and waste water outflow)
Solid waste management (separation of Regular inspections and sales figures of
waste types)
recycling material
Human resources
Training needs assessment and HR plan

Upgrading of tourism education and
training

Tourism Skills Council and Standards Rationalisation of standards and higher
Accreditation Board
quality, qualified workforce
Improved HR practices
development in industry

and

HR

Improved tourism service skills and
higher rating of Nepal as a tourism
destination

Informal sector better trained

Improvements to community tourism and
quality of tourism experience

Public sector skills improved

More professional public sector service
delivery with greater tourist satisfaction

Trekking and tour guiding standards

Improved safety and service quality

Enhance quality of NATHM

Enhanced skills for tourism industry
leading to tourism satisfaction

Enhanced role of Mountain Academy of Higher quality of adventure
Nepal
leading to tourism satisfaction

sports

Quality
Improved licensing rules for tourism Professional standards for industry
businesses
leading to greater tourism satisfaction
Higher quality tourism businesses
Tourism Quality Certification Scheme
leading to higher spend and tourism
established
satisfaction
Higher quality of accommodation leading
Revised hotel rating standard
to higher revenues and tourism
satisfaction
Higher perception of food quality leading
Updated and enforced food safety and
to higher revenues and tourism
hygiene standards
satisfaction
Marketing and branding
Number of tourist arrivals

Extent and quality of media publicity

Total tourism receipts

Consumer enquiries and conversion
levels
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Average length of stay

Changes in brand awareness and
perceptions in Nepal as a holiday
destination

Average spending (per trip and per night)

Industry partnership participation and
support for plan and its campaign

Visits to Nepal Protected Areas and sites

Extent of product visibility and availability
of the market – e.g. tour operator’s
programme content, etc.

Accommodation occupancy levels

Campaign ROI – investment per
additional visitor converted

Brand visibility and recall

Percentage brand recall by operators
and by tourists

Geographic (regional) spread of visitors

Value and extent of Joint Marketing
Agreements

Seasonal distribution of arrivals

Unique website visits, duration on
website and enquiries/conversion
Number and growth of social media
communities/”likes”

Economic impact
Receipt as a % GDP, merchandise
export, Exports of Goods & Non-Factor
Services and National foreign exchange
earnings from Central Bank record
Reporting from the registered industrial
Direct Employment contribution from
entities and service providers in the
tourism
sector
FCGO (Financial comptroller general’s
Office) revenue record from tourism with
extended sub-classifications in current
Fiscal contribution from tourism record
system also to highlight direct corporate
tax, income tax and other receipts from
tourism sector
Foreign exchange receipt from the
tourism sector as a % of key economic
macro indicators

Total economic contribution of tourism Separate Tourism Satellite Account
sector in the economy (direct, indirect established at MoCTCA in coordination
and induced) in GDP and employment
with CBS
Business and investment environment

Legal improvements to encourage
investment

Labour law improved in consultation with
stakeholders
Act to protect industrial establishments
prepared and enacted
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Declare and approve the tourism sector
The tourism sector industry is declared
industry as a priority industry in industrial
as priority industry
policy
Action to facilitate registration and
One-Stop-Unit
established
at
the
reporting process of tourism industries to
Industrial Division of MoCTCA
deal with multiple holders
Average number of months taken by size
Time taken for registering tourism
(MoCTCA, Division of Industry Record
industries by size (large, medium, small)
proposed OSU)
% increase in industry registered (from
DOI record)
Private sector investment increases
% increase in gross fixed capital
investment (From DOI record)
Study carried out in the context of
FDI investment environment improves
regional incentives
New policy approved by cabinet
FDI Commitment increases

% increase in commitment
% increase in gross fixed capital
investment (DOI record)

FDI increases
Cultural heritage

Awareness on the importance of cultural
Growth in the cultural tourism segment
heritage and cultural tourism
Preservation and promotion of heritage
Regional destinations set up
sites
Protection and promotion of intangible Major festivals and events promoted
cultural heritage
through the Annual Event Calendar
Local communities directly benefiting Increase
in
from tourism sector
handicrafts
Employment
women

targeted

to

youth

and

local

products

and

Increase in trained culture specialists

Growth in domestic and Indian tourism Targeted destination for different market
markets
sectors
Natural environment
Visitor research showing spread of
Diversification of Products/Destinations
travellers over the year and over
to ease pressure on environment
locations
Development of a resource base on Website developed with registered
tourism and environmental protection partners contributing and utilising the
practice
resources
Dissemination of information on good
Demonstration effect starts taking place
practice and mitigation strategies to
for good practice
combat climate change
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The award becomes prestigious and
Development of a reward system to
popular. Demonstration effect starts
promote good practice
taking place for good practice
Institutional framework
Officers in the Tourism Division stay
Tourism Divisions at the Ministry more than two years; new recruits to the
converted to Technical Divisions
Ministry have a prior knowledge of the
tourism sector
Evaluation unit reports to the Tourism
Evaluation unit reports on the progress of
Development Coordination Committee
the plan implementation on a regular
and obstacles impeding successful plan
bases
implementation are addressed
- NTB encourages the creation of DMO
Public Private and People Partnership in
- number of DMOs formed around the
tourism development projects increase,
country - % NRs invested in local
especially at the local level
infrastructure through partnerships
Statistics and research departments at
the Ministry and at NTB are strengthened
Accurate data and research studies on
and a wide range of statistics are
the tourism sector and its performance
collected and analysed
are published regularly
Progress is made towards the adoption
of the Tourism Satellite Account
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5.15 Summary of Recommendations
This section presents a synopsis of the recommendations made in the strategy, most of
which are reflected in the 5-year Action Plan but also some recommendations may be
beyond the immediate future but should still be borne in mind or are general and should
always be pursued.
Policy, strategy and the regulatory framework







Ensure the policy is implementable and that it is presented in an annual plan for
implementation.
Revise the policy and strengthen areas that are weak.
Revive the National Tourism Council and the Tourism Development Coordination
Committee.
Conduct a review of Tourism Act, 2035 and its related regulations to bring it up-todate and harmonise with other Acts that affect the tourism sector.
Develop and enforce industry Codes of Conduct.
Organise a donor conference to present the components of the strategy that could
be supported.

Tourism economy










Develop a Satellite Account to identify direct, indirect and induces effect of tourism
on the economy.
Estimate net foreign exchange generated after the various foreign exchange
leakages that go into importation of goods and services.
Focused and prioritised investment from multiple channels (private, public,
partnership and FDI).
Reduce leakages from tourism by enhancing local availability of supplies.
Develop better link ages between tourism and other sectors to achieve economic
growth and poverty reduction.
Develop policies to promote domestic tourism as a complementary approach to
building capacity in low seasons.
Extend the FCGO accounting to show the important and disaggregated
contributions from the tourism sector for policy making.
Promote SMEs in services and export good items in destinations and enhance
rural tourism to increase rural employment and reduce poverty.
Lobby for better recognition of the sector‘s potentials and provide adequate funding
to institutions implement policy to exploit the full potential of the sector.

Business and investment environment







Reforming regulations and administrative procedures to make them more
conducive to faster engage investment.
Improving labour law, incentives and procedural aspects to make them more
attractive for FDI.
Prioritise investment areas and products to avoid spreading support resources too
thinly and diluting development efforts.
Define the tourism industry as an industrial priority access to better incentives.
Resolve power shortage and political instability.
Take a regional balance approach and divert the benefits of tourism to less
privileged areas.
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Infrastructure







Organise a working group on Strategic Roads Network Development for combined
sectors of Nepal and this through the establishment of a National Tourism Priority
Roads Development Programme.
Establishment and operations of an integrated ArcGIS system unit that
incorporates all available data sets from relevant ministries that affect tourism
development.
Establish a tourism signage network across the country that is synchronised and is
of international standard.
Establish cross sector flight routes throughout Nepal, as recommended in the
strategy.
International and national citizens cost differential of air services provided in Nepal
is reviewed and recalibrated.
Visa formalities for inbound international tourists is enhanced through increased
facilitation at embassies and TIA.

Utilities






Implement stakeholder consultations in regards to the environmental impacts
affecting the lakes in Pokhara. The outcome of which will by an environmental
impacts and action plan.
Enhance the number of fresh water source points along popular trekking and
tourist routes.
Tourism operators to be informed of policy change and trained in renewable
energies for in house production enhancement and implementation.
The provision of renewable energies awareness, education and facilitation project
for all tourism stakeholders throughout Nepal.
Tourism operators are trained and educated in solid waste, sewerage disposal
management and implementation.

Destination branding




Promote and expand brand application of “Naturally Nepal”.
Track brand usage, recognition and equity.
Refresh and improve the brand and sub-branding, as required.

Destination marketing











Launch and implement a multi-year, themed international and domestic marketing
campaign.
Promote Nepal at a suitable portfolio of trade and consumer fairs.
Promote Nepal to and in association with the travel trade.
Promote Nepal to and in association with travel media.
Produce and distribute a priority portfolio of printed and electronic information and
promotional materials.
Develop and implement a cutting edge online marketing programme.
Launch a domestic tourism awareness programme.
Support and grow a portfolio of annual events.
Appoint market-based representatives in key source markets.
Conduct market research to inform marketing strategies and tactics.
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Tourism Human Resource Development










Identify the current and future skills requirements of the tourism industry and
develop a tourism HR plan for the next five years.
Develop National Tourism Standards and accreditation systems.
Reduce the brain drain of trained Nepalese workers.
Provide training and development for the informal tourism sector.
Design and deliver public sector training.
Review and update trekking and tour training and standards.
Review the strategic position and future status of NATHM.
Upgrade the research and teaching quality of NATHM academic staff.
Review the future status of the Mountain Academy of Nepal (MAN).

Enhancing quality in the tourism sector






Develop National Tourism Code of Conduct.
Improve licensing rules for tourism businesses.
Develop Nepal Tourism Quality certification scheme.
Expand the accommodation standard rating system.
Implement updated food safety and hygiene standards.

Protection and enhancement of cultural heritage





Build regional identity offering unique experience and packages in each region.
Identify and categorise local, national and international cultural heritage sites.
Establish local cooperatives (PPPP) to manage heritage sites and generate
income.
Protect and promote intangible heritage with an Annual Events Calendar.

Enhancing community involvement in the tourism sector






NTB to develop a Unit to deal with local participation in tourism at the centre and in
the regions.
Train local people to take positions in tourism firms.
Strengthen linkages in the tourism value chain by training, awareness building and
creating the market.
Engage the supply chain formation of groups or cooperatives.
Build marketing support for the products and services offered by local communities.

The natural environment





Diversify products/destinations to ease pressure on environment.
Develop a resource base on tourism and environmental protection practice
(including Climate Change).
Disseminate information on good practice and mitigation strategies to combat
climate change.
Develop a reward system to promote good practice.
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Chapter 6: The 5-Year Action Plan
The Action Plan provides a road map to achieve the strategic objectives for the next five
years. It gives an indication of the activities that are to be carried out, the timeframe in
which they should be achieved, who should carry them out and how much they will cost.
Where appropriate, an indication of the likely cost of certain activities that are not covered
through the project is provided with the institutions that should be responsible for these.
Costings that are presented in this Action Plan are indicative and will need to be verified
and finalised when budgets are agreed.
The Action Plan offers a systematic basis for continued development of Nepal’s tourism
sector during the next five years, based on implementation of the recommendations in the
Strategy. Projects and actions were selected to maintain a balance between tourism
product development, marketing initiatives and institutional actions.
A substantial amount of development and consequent investment required is proposed
within the five-year period by both the public and private sector. An objective of the Action
Plan is to provide an enabling environment that is conducive to encouraging private sector
initiatives.
Responsibilities for carrying out the recommendations of the project are presented in the
Action Plan and the lead implementing agency is indicated by the symbol (i) and
supporting and collaborating agencies by the symbol (ii). The creation of an evaluation
unity which would report to the Tourism Development Coordination Committee is
recommended in this plan to oversee the activities prescribed in the Action Plan and to
ensure that they are appropriately conducted within the time schedule and, where
applicable, the budget indicated. It would monitor the progress of the plan’s
implementation and recommend remedial, when required.
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

POLICY, STRATEGY AND REGULATORY FRAMEWORK
A

Ensure the policy is implementable and that it is presented in an annual plan for implementation
Benchmark: Number of
members of the group should
be 8 (3 public sector
members + one specialist
nominated by government
and 4 private sector
members)

1

Form policy implementation group

X

X

2,500

(i) MoCTCA, NTB,
Private sector
associations

Remarks: The group will
meet quarterly and work with
the independent evaluator to
ascertain the progress of the
strategy implementation and
prepare a progress report.
Cost incurred USD 500 a
year
Success criteria: Meeting
regularly held; minutes
recorded; report on progress
produced

2

Formulate an annual plan to be
submitted to the Planning Commission

X

X

X

X
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X

(i) MoCTCA, NTB,
Private sector
associations

Remarks: The group
formulate an annual action
plan based on the strategy
and on opportunities that
may arise. Cost is absorbed
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
above.
Success criteria: A timely
annual action plan is
submitted to the Planning
Commission in the correct
format

B

1

Revise the policy and strengthen areas that are weak

Revise policy and ensure that it is
adopted by Government

X

1,000

(i) MoCTCA, NTB,
Private sector
associations

Remarks: Additional
meetings will be organised of
the Policy Working Group
during the first year of the
project to revise and
strengthen the policy.
Success criteria: An updated policy is drafted and
adopted by the Government

C

1

Revive the National Tourism Council and the Tourism Development Coordination Committee

Strengthen and streamline the
National Tourism Council

X

Existing
budget

X

(i) MoCTCA

Remarks: The chairmanship
should be the most senior
Minister after the Prime
Minister
Success criteria: Members
agree to meet regularly

2

National Tourism Council meets twice

X

X

X

X
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X

2,500

(i) MoCTCA

Benchmark: 2 meetings a
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
year

a year

Success criteria: Meetings
are held twice a year

3

Strengthen and streamline the Tourism
Development Coordination Committee

X

Existing
budget

X

(i) MoCTCA

Remarks: The number of
members should be reduced
to core institutions that
impact on tourism
development and
management issues
Success criteria: Members
agree to meet regularly
Benchmark: 4 meetings a
year

4

Tourism Development Coordination
Committee meets four times a year

X

X

X

X

X

2,500

(i) MoCTCA

Remarks: The independent
evaluator will report the
progress of the strategy
implementation to this group
Success criteria: Meetings
are held 4 times a year

D

Conduct a review of Tourism Act, 2035 and its related regulations to bring it up-to-date, and harmonise with other Acts that affect
the tourism sector

1

Hire experts to work with MoCTCA to
research and review the Tourism Act,
2035 and related regulation as well as
all other Acts that have an impact on

X

10,000
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(i) MoCTCA
(ii) Private sector

Remarks: The experts will
consult with relevant
stakeholders and prepare a
report on the components
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
that need to be updated or
changed in the Tourism Act
and to recommend changes
to other Acts that impact on
tourism. The study will take 6
months

the tourism sector

Success criteria: Study is
prepared and validated.

2

Ensure that the Acts that are affecting
tourism are harmonised with the
Tourism Act – approval from cabinet

(i) MoCTCA
X

X

X

0

(ii) Other Ministries

Remarks: MOCTCA lobbies
Cabinet to have the Acts that
are impeding the
development of tourism
revised in line with the
revised Tourism Act. The
process will take at least 2
years
Success criteria: Acts are
harmonised with the Tourism
Act

E

1

Develop and enforce industry Codes of Conduct

Hire a team of experts to conduct the
study on developing Codes of Conduct
for the tourism sector and develop an
accreditation and inspection system

(i) MoCTCA
X

15,000

(ii) Private sector
associations

Remarks: The study
elaboration of the scheme
will take up to months. The
study will indicate how the
scheme should be run and
who will be responsible
Success criteria: Study is
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
prepared and validated.

2

F

1

2

(i) NTB

Capacity building for evaluators and
monitors and training programmes for
industry

X

X

X

X

16,000

(ii) Private sector
associations

Remarks: The training will
be carried out by NTB in
collaboration with industry
associations at a cost of USD
4,000 a year
Success criteria: Number of
evaluators trained and
number of course run for
industry

Organise a donor conference to present the components of the strategy that could be supported

Conference organised in the first year
of the strategy

Continued follow up

X

15,000

X

X

X

X

5,000

(i) MoCTCA
(ii) NTB

(i) MoCTCA
(ii) NTB

Remarks: A one-day
conference for MoCTCA to
present the strategy; donors
to present their areas of
interest
Success criteria:
Conference organised;
number of projects taken up
by donors
Remarks: Organise annual
meetings to report progress
and showcase new
opportunities
Success criteria: Donors

327

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
are kept informed and take
up initiatives to support

TOURISM INFRASTRUCTURE ENHANCEMENT AND STRENGTHENING
Infrastructure
Benchmark: All concerned
ministries meet minimum
twice a year.

Organise a working group on Strategic
Roads Network Development for
combined sectors of Nepal and this
through the establishment of a
National Tourism Priority Roads
Development Programme.

(i) Ministry of
Physical
Infrastructure and
Transport

X

X

X

X

328

X

10,000

(i) MoCTCA,
Ministry of
Agriculture ,
Ministry of Industry,
Ministry of Local
Government, World
Bank, ADB, IFC
and other
international
agencies

National Tourism Priority
Roads Development
Programme is established
Remarks: Cost will include
hiring of the conference
room, mediators and
publications
Success criteria: Priority
tourism access roads are
integrated into annual work
plans and budgets of both
the Ministry of Physical
Infrastructure and Transport
and the Ministry of Local
Government. Where
relevant, all implementing
agencies refer, coordinate
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
and implement projects to
complement each others

Establishment and operations of an
integrated GIS system unit that
incorporates all available data sets
from relevant ministries that affect
tourism development.

(i) MoCTCA
(Tourism
Infrastructure
Development
Project)
30,500
x

x

x

x

x

This information will be published
annually and shared with the private
sector to facilitate sustainable tourism
planning and growth.

(ii) Ministry of
Physical
Infrastructure and
Transport, Ministry
of Energy,
Department of
Water and
Sanitation, Ministry
of Local
Government, World
Bank, ADB, IFC
and INGOs

Benchmark: GIS unit is
established manned by two
persons. Land use planning,
cadastral, environmental and
infrastructure layers are input
and constantly updated on
GIS as new data is made
available
Remarks: Training and
consultancy (two sessions,
year 1 and year 3): 40,000;
Equipment, upgrades and
maintenance: 15,000
Two Technician salaries for
five years: (30000 per annum
for senior national expert and
20000 per annum for junior
national expert)
Also, this work shall not be
outsourced and kept in
house
Success criteria: GIS is
established, two training
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
sessions have been
implemented and 75% of
relevant stakeholders are
inputting data toward the
system; annual publication of
spatial mapping report

(i) MoCTCA
(Tourism
Infrastructure
Development
Project)
Establish a tourism signage network
across the country that is synchronised
and is of international standard

X

X

X

50,000
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(ii) NTB, Ministry of
Physical
Infrastructure and
Transport, DDCs,
VDCs,Private
Sector. HAN,
NATTA and NMA

Benchmark: Feasibility
study, communication and
action plan drafted. PPPs
developed for signage
implementation. NTB
mapping to be recalibrated to
incorporate geo-referencing
of signage points.
Remarks: consultancy fees,
physical examples are
produced and production unit
identified.
Success criteria: Uniformed
signage implemented within
Kathmandu Valley and
Pokhara. Other regions of
Nepal initiate synchronised
tourism signage.
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Years
No.

Project/Action
0

1

3

4

5

Responsibility
(i) MoCTCA
(CAAN)

Establish cross sector flight routes
open up as recommended in the
strategy

X

International and National citizens cost
differential of air services provided in
Nepal is reviewed and recalibrated.

X

Visa formalities for inbound
international tourists is enhanced
through increased facilitation at
embassies and TIA

2

Cost
In USD

X

0

1,000

X

X

X

X

0

(ii) Aviation
operators
(i) MoCTCA,
CAAN, NTB and
aviation sector,
tourism operator
associations
(i) Ministry of Home
Affairs (Department
of Immigration),
Ministry of Foreign
Affairs
(ii) MoCTCA

The continued and unimpeded
contamination of Lake Phewa in
Pokhara is of mounting concern and
threatens to negatively impact future
tourism development in the area.
X

X

50,000

In order to redress this, affirmative
actions must be initiated as soon as
possible. These actions include
stakeholder consultations that lead to
an environmental impacts and action

331

(i) Ministry of
Environment,
MoCTCA the
Department of
Water and
Sanitation, Pokhara
solid waste
management
authority, INGOs
and NGOs

Benchmarks, remarks and
success criteria
Success criteria: Cross
sector flights are established
between secondary
gateways of Nepal

Remarks: Cost is based on
implementing a workshop in
Kathmandu

Success criteria:
Processing time at TIA for
international visitors is
reduced to less than 10
minutes per passenger
Benchmark: All concerned
stakeholders meet a
minimum of once a year to
discuss progress and action
planning. Master plan,
environmental impacts
mitigation and action plan.
Remarks: Consultancy fees,
internal transport and
workshop costs.
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
Success criteria: Pokhara
Lakes Master plan,
environmental impacts
mitigation and action plan
published

plan.

Utilities

Enhance the number of fresh water
source points along popular trekking
and tourist routes. These not only to
benefit visitors but also local
communities affected by tourism in
identified areas

Tourism operators to be informed of
policy change and trained in
renewable energies for in house
production enhancement and
implementation. Focus shall be placed

(i) MoCTCA
(Tourism
Infrastructure
Development
Project)
X

X

X

X

X

X

X

X
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X

X

20,000

20,000

(ii) Ministry of
Environment,
Department of
Protected Areas
and Wildlife
Conservation HAN,
NATTA, and NMA

(i) MoCTCA
(Tourism
Infrastructure
Development
Project)

Benchmark: Feasibility
study produced and
consequent implemented.
External funding source for
project implementation via
PPPs and INGOs
Remarks: Cost of
consultancy
Success criteria: At the end
of the 5 year term, external
funding is sourced in that
50% of major trekking routes
in core zones are furnished
with freshwater drinking
sources throughout the trail.
Benchmark: Tourism Policy
amended to incorporate
actions
Remarks: 10 workshops
implemented around the
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

on national coverage and not just
Kathmandu.

Responsibility

Benchmarks, remarks and
success criteria

(ii) NTB, HAN,
NATTA, and NMA

country (2 per region) at
1000USD each
Success criteria: 10% of all
energies of operators with
more than 50 beds are
produced through renewable
energy technologies

The provision of renewable energies
awareness, education and facilitation
project for all tourism stakeholders
throughout Nepal

Tourism operators are trained and
educated in solid waste, and sewerage
disposal management and
implementation. Focus shall be placed
on national coverage and not just

(i) MoCTCA
(Tourism
Infrastructure
Development
Project)
X

X

35,000
(ii) NTB, HAN,
NATTA, NMA and
district tourism
boards,

X

X

X

X
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X

50,000

(i) MoCTCA
(Tourism
Infrastructure
Development
Project)

Benchmark: Management
plan is drafted. Project is
incorporated into annual
work plans. Green energy
and awards system is
established.
Remarks: Cost of
consultants, internal travel,
workshop rental etc.
Success criteria: 75% of all
tourism operators and 100%
of all district tourism
authorities attend workshops
Benchmark: Management
Plan drafted. Project is
incorporated into annual
relevant work plans.
Awarding of tourism licenses
in related to normalised solid
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Kathmandu.

Responsibility
(ii) District Waste
management
boards, District
Water Authorities,
NTB, HAN, NATTA,
NMA, INGOs and
NGOs

Benchmarks, remarks and
success criteria
waste and sewerage
disposal methodologies.
Remarks: cost of training,
consultant, internal travel,
workspace rental etc.
Success criteria: 75% of all
tourism operators and 90%
of all district tourism
authorities attend workshops.

HUMAN RESOURCE DEVELOPMENT
Identify the current and future skills requirements of the tourism industry and develop a tourism HR plan for the next five to ten
years

(1)

Conduct an in-depth national training
needs assessment of the private and
public tourism sectors to establish the
current and future employment and
training requirements.
Disseminate the findings of the TNA
and meet the education and training
institutions to enlist and support them
in refining their curriculum and training
programmes to ensure a coherent and
relevant curriculum to meet future job
demand

X

40,000

334

(i) NTB
(ii) Local DDCs and
VDCs for regional
and local data
collection
(iii) Volunteers in
districts and
villages, possibly
college students

Benchmark: Every province
should be surveyed, but on
sampling basis to give
representation of each
stakeholder group or tourism
sector – private/public
Remarks: Surveys should be
F2F, focus groups and mass
online, fax or mailed survey
forms.
Success criteria: Minimum
valid respondents should be
500 from public sector and
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
2,500 from private sector.
Complete in 6 months

(2)

Develop an HR plan of the priority
skills areas needed for the tourism
industry for the next five years using
the results of the training needs
assessment and HR forecasts. Work
closely with the private sector
associations and employers to agree
on their priorities for future staff skill
requirements. Engage the informal
sector in the HR planning exercise,
working with DDCs, VDCs, NGOs and
others

X

10,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) Support from
Colleges/ MoCTCA

Benchmark: Detailed HR
plans for all ministry and NTB
departments and
comprehensive plans for the
tourism sectors in terms of
training and HRD
Remarks: Should be
completed as soon as
possible after TNA is ready
Form steering groups from
selected tourism associations
Success criteria: HR plan
implemented in Ministry &
NTB within 6 months of plan
approval

(i) NTB
(ii) Private sector
associations
(iii) College
representatives

Benchmark: Representation
or support from 50% of
tourism associations & ToR
agreed
Remarks: Council should be
led by Business owners and
tourism associations
Consultant needed
Success criteria:
Established within one year

Develop National Tourism Standards and accreditation systems

Establish a National Tourism Skills
Council (NTSC), drawn primarily
from the private sector with
support from government to define
the occupational standards and
recommend qualifications for all
tourism jobs

X

10,000
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
and functioning

Form an independent Tourism
Standards Accreditation Board
(TSAB) to accredit the standards
and approve, verify and provide
certification for appropriate
vocational tourism qualifications

X

Establish a system for
accreditation of prior experience
and learning as part of the tourism
standards development process,
so that existing well-trained and
experience tourism employees
could receive credit for their
competencies and recognition for
formal education credit

(i) MoE
(ii) MoCTCA/NTB
(iii) CTEVT

Benchmark: Agreed terms of
reference and members from
key agencies formed TSAB
Remarks: Needs to have
establish QA system and
accreditation procedures
developed for college use
Success criteria:
Operational within 2 years
with decision-making powers

5,000

(i) Skills Testing
Board (CTEVT)
(ii) MoE
(iii) MoCTCA/NTB

Benchmark: Full APEL
system prepared for trainees,
mentors, assessors &
colleges
Remarks: Should have close
consultation with NTSC –
Consultant may be needed
Success criteria: System
ready for pilot testing within 6
months and finalised in one
year

5,000

(i) NTB
(ii) HAN
(iii) NATHM

Benchmark: At least 5
colleges hold career events
with HAN in first year
Remarks: Proactive and

1,000

X

Reduce the brain drain of trained Nepalese workers
Encourage Hotel Association of Nepal
(HAN) to coordinate with members and
hotel schools to advertise openings for
new graduates and establish annual or
bi-annual career fairs to attract the

X

X

X

X
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X
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

best talents from the hotel schools and
promote career pathways

ongoing
Success criteria: Career
events held regularly over a
5 year period

Establish and ensure professional HR
and HR practices in member
companies of all tourism associations
and establish agreements with trade
unions to allow open and transparent
recruitment of new staff and student
internships

(i) NTB
(ii) Associations
(iii)

Benchmark: At least 10
hotels and 10 tourism
companies adopt
professional HR practices
Remarks: Standards need to
be agreed for HR practices
Success criteria:
Conference and workshops
on tourism HR planning held
in year 2

(i) NTB
(ii) Tribhuvan
University
(iii) Consultant

Benchmark: 30% of
curriculum updated each
year
Remarks: Independent
consultant is recommended
for review.
Success criteria: All
curriculum reviewed and
updated by year 3

(i) NTB
(ii) UNICEF or other
Agency
(iii) Consultant

Benchmark: Meetings with
MoE to discuss tourism
curriculum
Remarks: Consultant
support

X

X

X

X

8,000

Support NATHM to review and update
curricula and syllabi of both short-term
professional courses and academic
programs
X

Lobby the Ministry of Education to
consider adding tourism into the
primary and secondary school
curriculum, and push to embed the
tourism curriculum into all 10+2
schools

X

X

X

18,000

X

3,000
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
Success criteria:
Commitment by MoE to
introduce tourism into more
+2 school and into other
levels

Provide training and development for the informal tourism sector
Target capacity building programmes
on public officials, community
associations and private individuals at
district and village level. Programmes
should ideally include both skills
training and mentoring components
and contents should be determined in
consultation with District and Village
Development Committees.

Develop and launch a youth tourism
development initiative, including a
programme of tourism awareness at
schools level as pilot programmes in
selected areas and offer affordable,
market-led, up-to-date qualifications to
young people in the regions outside
Kathmandu, especially in the rural and
mountainous areas.

X

X

X

X

X

X

X

100,000

20,000
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(i) NTB
(ii) NATHM
(iii) NGOs local and
international

Benchmark: Courses held in
priority areas up 15% each
year
Remarks: Use TNA to
identify priority areas for
capacity building
Success criteria: Growing
number of trainings held in
priority areas

(i) NTB
(ii) MoCTCA
(iii) DDCs/VDCs

Benchmark: 200 young
people trained in tourism in
rural areas
Remarks: Could be a
Ministry campaign. This
could be done through
mobile training and through
the DDCs and VDCs
Success criteria: Young
people trained and gain
employment
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Years
No.

Project/Action
0
Upgrade, strengthen, re-launch and
expand NATHMs mobile training
programmes to reach the mountainous
and rural areas in order to develop the
skills of the rural people in the tourist
potential areas.

1

X

2

X

3

X

4

5

X

X

Cost
In USD

250,000

Formulate a plan to support the
informal sector by way of providing
concessionary or subsidised training in
areas of hospitality skills, management
and soft skills
X

Review the re-utilisation of suitable
existing training manuals and consider
the use of distance learning in order to
reach and support the informal sector
in outlying areas

X

X

X

5,000

X
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20,000

Responsibility

Benchmarks, remarks and
success criteria

(i) NATHM
(ii) DDCs & VDCs
(iii) NGOs

Benchmark: Increase of
20% more people trained
each year
Remarks: Support from
NGOs may be needed
Success criteria: Number of
courses held over a wide
area in remote areas and
rural areas

(i) NTB
(ii) NGOs

(i) International
agency or NGO
(ii) Consultant
(iii) NTB

Benchmark: Plan
implemented and subsidies
provided to 100
disadvantaged people
Remarks: Focus on key
employment skills in small
enterprises
Success criteria: Trainees
develop own enterprises or
gain employment
Benchmark: 3 Distance
learning courses are
launched by 2016 and 10 key
manuals are re-launched
Remarks: Courses should
be in key skills areas such as
entrepreneurship, etc.
Success criteria: All existing
manuals reviewed and
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
selection of key manuals are
re-launched online and/or
printed in Nepali for use

5.6.5

Design and deliver public sector training
Organise an orientation/induction
programme for existing and new staff
of MoCTCA, Department of
Immigration, NTB and their
departments.
X

Develop management and technical
tourism training for senior level staff in
MoCTCA, Department of Immigration
and NTB as part of their personal
development plan

Deliver training courses for front line
staff focusing on soft skills,
communication, customer services and
language skills and provide training for
appropriate individuals and

X

X

X

X

X

X

X

X

X

X
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X

X

X

4,000

(i) NTB
(ii) MoCTCA
(iii) Consultant

20,000

(i) NTB
(ii) MoCTCA

15,000

(i) NTB
(ii) MoCTCA

Benchmark: All new staff
receive orientation
programme by end-2014
Remarks: Consultant
employed to design
orientation programme
Success criteria:
Orientation programme
prepared and operating for
all new staff
Benchmark: 10% of
NTB/Ministry senior complete
training in 2014
Remarks: Need to establish
training registry and system
Success criteria:
Registration system in place
and all senior staff receive
some training every year
Benchmark: 25% of front
line staff complete training by
end 2015
Remarks: Include airport,
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

departments in marketing, information
management, conflict management
and IT skills should be scheduled
regularly

immigration, tourism police
etc. Consultant to design
courses
Success criteria:
Registration system in place
and all staff receive some
training every year

Develop and deliver new courses
which focus on areas such as
renewable energy management,
internet and social media marketing,
brand management, e-business,
quality advancements, consumer
trends and pricing practices, etc.

Benchmark: 25% of officials
and managers complete
training by end 2015
Remarks: Courses may
need to be designed
specifically based on TNA
Success criteria:
Registration system in place
and all staff receive some
training every year

X

X

X

X

15,000

(i) LDB
(ii) NTB

Review and update trekking and tour training and standards
Review and analyse the available
training courses at every level for the
tour guiding, trekking, eco-tourism,
national park tourism and adventure
tourism areas. Develop current, up-todate curriculum for trekking and tours,
and commission specialist institutes or
organisations to deliver the revised
curriculum and qualifications

X

5,000

341

(i) TAAN
(ii) NTB
(iii) Consultant

Benchmark: All courses
reviewed and report made by
end 2015
Remarks: Cooperation of
Associations is essential
Success criteria: Course
report auctioned and work
begun on revision of training
courses
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Years
No.

Project/Action
0

1

Arrange national or international
accreditation of the tour guiding,
trekking, eco-tourism, national park
tourism and adventure tourism areas
to assure safety and security for
tourists

X

Establish a quality assessment of
guide training facilities and
qualifications as well as an evaluation
system for guide accreditation.
Implement mandatory trekking and
tour guides refresher training when
they renew their licenses
Review whether NATHM should focus
on its core strengths of hospitality and
assign licensed training of trekking
guides, tour guides, river guides and
other adventure sports skills to another
more appropriate training organisation.
Design and implement refresher
courses for existing workers from
hotels and tour and trekking
companies, incorporating latest
changes in practices and operations in
environmental and social
requirements.

2

3

X

4

5

X

5,000

X

10,000

X

X

Cost
In USD

1,000

X

X

X
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X

50,000

Responsibility

Benchmarks, remarks and
success criteria

(i) NTB
(ii) TAAN
(iii) Member
associations

Benchmark: Completion of
revised curriculum and
accreditation by 2017
Remarks: Needs specialist
institute to work on
curriculum and accreditation
Success criteria: New
curriculum and qualifications
in place

(i) NTB
(ii) TAAN
(iii) Member
associations

Benchmark: All guides
renewing licences complete
refresher courses beginning
in early 2015
Success criteria: Mandatory
refresher courses are
operating for guides

(i) NTB
(ii) MoCTCA
(iii) NATHM

Benchmark: Feasibility
study (5.6.7) completed with
recommendations
Success criteria: Decision
made on basis of feasibility
study

(i) NATHM
(ii) Private colleges
(iii) Member
associations

Benchmark: 200 people in
year 1 and 500 in next 4
years
Remarks: Course redesign
needs to begin immediately
Success criteria: Employed

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
staff gain new knowledge
and skills

Conduct a feasibility study to review
the future role and status of NATHM
as either an affiliated college with
Tribhuvan University or as an
autonomous tourism/hospitality
university. This should include the
preparation of a financial plan to
ensure NATHMs financial viability and
growth capacity

X

15,000

(i) MoCTCA
(ii) NTB
(iii) Consultant

Benchmark: Plan should be
completed in 2014 and
approved by MoCTCA and
MoE
Remarks: Independent
consultant should be
employed
Success criteria: Decision
made on future status of
NATHM

(i) NATHM
(ii) Consultant
(iii) UNWTO.
Themis Foundation

Benchmark: Completion of
self-assessment by end of
2014
Remarks: Educational Audit
specialist familiar with
TedQual should be employed
to assist
Success criteria: Decision
on whether to proceed with
TedQual should be made

(i) NATHM
(ii) Tribhuvan
University
(iii) Overseas

Benchmark: NATHM
research unit active by end2014
Remarks: Collaboration and

Conduct an initial self-assessment of
NATHM based on the UNWT.TedQual
criteria as a pre-TedQual audit

X

5,000

Upgrade the research and teaching quality of NATHM academic staff
Support NATHM to set up a research
unit, with links to overseas universities
for collaborative research and
academic exchange

X

10,000

343
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility
tourism university
department

Upgrade quality of faculty by including
gender equality and encouraging more
women to apply for adjunct or
permanent teaching positions
X

X

X

X

X

0

Upgrade the capabilities of current and
new faculty members by providing
them with an opportunity of in-service
training and skills updating.
X

X

X

X
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X

0

Benchmarks, remarks and
success criteria
support from overseas
university with active tourism
research. Cost should be
paid from NATHM funds.
Success criteria: Academic
staff producing research
papers in national journals

(i) NATHM
(ii) Private Colleges
(iii) NTB

Benchmark: 30% of
academic staff in Nepal
tourism colleges are women
by 2018
Remarks: Needs both
positive recruitment as well
as training and development
opportunities
Success criteria: Women
achieve leadership roles in
colleges

(i) NATHM
(ii) Tribhuvan
University
(iii) Staff
Development
Consultant

Benchmark: 20% of NATHM
faculty members complete
refresher training or teacher
training each year beginning
with 2014
Remarks: Set up staff
development unit as NATHM
Success criteria:100% of
NATHM faculty members
have received upgrading and
re-training by 2018

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Years
No.

Project/Action
0

1

Sponsor younger selected academic
staff with potential but without Master
or PhD degrees to complete
postgraduate studies in Nepal or
overseas.

2

X

Develop a HR plan for future growth
and build in a performance-based
incentive system to attract and retain
the best quality staff

3

X

4

5

X

X

Cost
In USD

50,000

10,000

Responsibility

Benchmarks, remarks and
success criteria

(i) NATHM
(ii) MoCTCA
(iii)

Benchmark: 2 younger
faculty members sponsored
to begin MA or PhD study by
end of 2014
Success criteria: Financial
support scheme established
for upgrading qualifications of
young academic staff

(i) NATHM
(ii) Consultant
(iii)

Benchmark: HR plan
completed by 2015
Remarks: HR Consultant
may need to be employed
Success criteria: HR plan
approved and implemented

(i) MoCTCA
(ii) MAN
(iii) Consultant

Benchmark: Review
completed by end 2014
Remarks: Consultancy
support
Success criteria: Decision
by MoCTCA on role and
status of MAN and report
published

(i) MoCTCA
(ii) MAN
(iii) NTB

Benchmark: Review
completed by end 2014
Remarks: Linked to status

Review the future status of the Mountain Academy of Nepal (MAN)

Review the status and role of the
Mountain Academy of Nepal (MAN) to
establish its role under government,
and consideration of its place as the
adventure training institute for Nepal.

Review the capacity of MAN with a
view to upgrading and expanding the
staffing and financial support to
establish a building a campus in

X

5,000

X

0

345
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

above
Success criteria: Decision
by MoCTCA

Kathmandu and to fast-track the
building of the campus in Garma

Review the short training programmes
offered by NATHM and whether these
would be more strategically placed
under MAN (or another institution)

Transfer the trekking and guiding
training courses and licensing to MAN
to enable MAN to conduct these on a
self-financing basis and to enable
NATHM to focus more on its degree
programmes

Benchmarks, remarks and
success criteria

X

0

X

5,000

346

(i) NTB
(ii) NATHM
(iii) Consultant

i) MoCTCA
(ii) MAN
(iii) NTB

Benchmark: Review should
be completed in 2014 and
approved by MoCTCA and
MoE
Remarks: Independent
consultant should be
employed
Success criteria: Decision
made which academy should
run the adventure and short
courses
Benchmark: Subject to
decision above, courses and
licensing should be
transitioned to MAN
Remarks: Subject to
decision
Success criteria: Either
MAN or NATHM will conduct
the courses
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

(i) MoCTCA
(ii) Other ministries

Benchmark: Working group
formed and meet 3 times in
year 1
Remarks: Meeting expenses
only
Success criteria: Plan
approved for bringing in
unregistered businesses and
for enforcement of standards

QUALITY IMPROVEMENT IN TOURISM
Improve licensing rules for tourism businesses
MoCTCA should set up a working
group with Ministry of Industry,
Commerce & Supplies, Department of
Cottage Industries and the Department
of Inland Revenue to synchronise
regulations and bring the many
unregistered or unregulated tourismrelated businesses under the ministry
and to develop a plan for enforcement
of tourism business standards.

MoCTCA should enlist the support of
HAN, and possibly other tourism
associations, to support the
government by working closely with
the Tourism Industry Division to jointly
carry out plans and programmes
related to the hotel and tourism
sectors, including data collection and
regulation.

X

X

X

2,000

X

2,000

347

(i) MoCTCA - TID
(ii) HAN and private
sector tourism
associations

Benchmark: TID implements
new database system and
enforces hotel registration of
all listed hotels within 2 years
Remarks: Meeting expenses
only
Success criteria: Task force
formed and help given by
HAN to develop data
collection and regulation
systems. Regulation in
operation
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Years
No.

Project/Action
0

1

The Tourism Industry Division should
be mandated to extend its registration
work to include monitoring and
enforcing standards across all the
tourism businesses.

2

X

3

X

4

5

X

X

Cost
In USD

0

Responsibility

Benchmarks, remarks and
success criteria

(i) MoCTCA - TID
(ii) NTB

Benchmark: TID registers
3,000 businesses in 3 years
and inspects and monitors
1,500 in same period
Remarks: This expansion of
the Division could be funded
by revenues. If it is unable to
do this, it may be best to
handover this task to NTB.
Success criteria: TID
received mandate and
successfully begins
registration of all tourism
businesses under MoCTCA

(i) NTB
(ii) Private sector
associations
(iii) MoCTCA

Benchmark: NTB wins
support for NTTC from 30%
of associations in year 1 and
50% by end of year 2
Remarks: Research and
meeting expenses plus
consultant costs
Success criteria: NTQS
established with support of
private sector businesses
and begins NTTC
registrations

Develop Nepal Tourism Quality certification scheme

Promote and implement a Nepal
Tourism Quality Supplier scheme for
tourism businesses that adhere to the
National Tourism Code of Conduct
(NTTC)

X

X

X

X

348

X

50,000
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Years
No.

Project/Action
0

1

Mandate the Tourism Industry Division
as the coordinating/operating unit
within the Division responsible for the
promotion of the NTQS and annual or
bi-annual assessment and monitoring
of hotels, restaurants and other
tourism businesses who achieve the
quality requirements.

2

X

Enhance critical delivery aspects along
the tourism value chain especially in
tourism operating standards, visitor
services and facilities by offering
support and training paid for by the
registration fees of tourism
businesses.

X

3

X

X

4

5

X

X

X

X

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

(i) NTB - TID
(ii) Private sector
tourism
associations
(iii) Support from
MoCTCA

Benchmark: TID established
as coordinator of NTQS and
assesses 50% of registered
businesses each year
Remarks: TID will need to
employ new staff to
undertake this process paid
for initially by NTB but in later
years self-funding from
registration fees
Success criteria: TID
established as coordinator of
NTQS

0

(i) NTB
(ii) Private sector
tourism
associations
(iii) NATHM

Benchmark: NTQS training
and support given 6 times a
year to registered companies
Remarks: Paid by
registration fees
Success criteria: Training in
standards provided to NTQS
registered companies to help
them adopt and achieve the
standards

0

(i) MoCTCA - TID
(ii) HAN and Private
sector tourism

Benchmark: At least 50% of
hotels visited each year (25%
in year 1)
Remarks: If TID cannot

8,000

Expand the accommodation standard rating system
Implement an inspection process that
will ensure the hotels keep up their
standards, and if not, the hotel should
be downgraded.

X

X

X

X

349

X
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility
associations
(iii) Support from
NTB

Conduct a consultation exercise to
prepare criteria for the A-D properties
to be approved by MoCTCA and HAN
and submitted to the Government for
approval.

Prepare rating criteria for the informal
accommodation sector so that the
many unregistered or unlicensed
properties such as teahouses, lodges,
homestays and monasteries can be
brought into the accommodation rating
system.

X

X

X

Benchmarks, remarks and
success criteria
handle this function,
MoCTCA could authorise
NTB or another organisation
Success criteria: Monitoring
and inspection system
implemented

8,000

(i) MoCTCA - TID
(ii) HAN and Private
sector tourism
associations
(iii) Support from
NTB

Benchmark: Consultation
with all relevant associations
representing all size
properties completed
Remarks: costs for
consultancy
Success criteria: Criteria
approved by MoCTCA and
HAN

10,000

(i) MoCTCA - TID
(ii) HAN and Private
sector tourism
associations
(iii) Support from
NTB

Benchmark: New rating
criteria agreed and approved
by Minister of Law & Justice
Remarks: Costs for
consultancy
Success criteria:
Completion of revised rating
system

12,000

(i) NTB
(ii) Private sector
tourism

Benchmark: information and
promotion campaign twice
yearly

Implement updated food safety and hygiene standards
Provide training and information from
NTB, the government and the
associations to raise awareness in
tourism businesses about the

X

X

X

X

350

X
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

importance of food safety and hygiene
and to help them gain more business.

Prepare and disseminate leaflets,
training manuals, online materials and
other publicity to the food outlets
throughout the country, particularly in
the regions, as well as ensure closer
liaison between MoCTCA and the
Ministry of Agriculture and
Development.

Responsibility
associations
(iii) Support from
MoCTCA

X

X

X

X

25,000

Remarks: Using social
media, online promotion and
using local information
channels such as TDCs
Success criteria:
Information promotion
campaign completed

(i) NTB
(ii) Private sector
tourism
associations
(iii) MoCTCA

Benchmark: information and
promotion campaign twice
yearly
Remarks: Using social
media, online promotion and
using local information
channels such as TDCs
Success criteria:
Collaboration with MoAD
Benchmark: 2,000 food
outlets adopt the food safety
and hygiene code of practice
over the 4 years
Remarks: Information and
manuals may need to be
produced
Success criteria:
Information and training
workshops conducted in all
districts and regions annually
Benchmark: 1,000 hotel

Strengthen local associations and
communities to standardise prices and
services, to oversee the quality of
services, and to ensure that the code
of food safety practice is enforced

X

X

X

X

40,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) Support from
MoCTCA

Implement updated food safety and
hygiene standards in hotels and

X

X

X

X

25,000

(i) HAN

351

Benchmarks, remarks and
success criteria
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

restaurants and enforce these in
liaison with Dept of Food Technology
& Quality Control under Ministry of
Agriculture and Development

Responsibility
(ii) DoFTQC
(III) NTB

Benchmarks, remarks and
success criteria
restaurants are inspected by
DoFTQC with support from
HAN
Remarks: 5,000 pa
Success criteria:
Systematic monitoring
process and database
established and functioning

DESTINATION BRANDING
Promote and expand brand application of “Naturally Nepal”

(1)

Destination brand guide: Develop an
inspirational brand manual and
application guide that clearly
demonstrates how the brand can be
used, how co-branding and subbranding can be applied, what the
rules and permissions are for using
and applying the brand, guidelines
regarding imagery, tone of voice etc. to
be used with the brand

(2)

Partner participation: Conduct industry
road shows to promote brand
knowledge and application among
tourism industry associations, tourism
related corporates, related Ministries
and agencies, airlines and airports,
etc.

(i) NTB
X

5,000

X

50,000

352

(i) NTB
(ii) Private tourism
associations
(iii) MoTCA
(iv) Airlines and
airports

Benchmark: On par with
brand manuals of successful
destinations
Remarks: High quality, well
designed print and electronic
version
Success criteria:
Distribution of at least 1,000
manuals
Benchmark: Meetings and
presentations to all major
associations, Ministries,
corporates and local tourism
organisations
Remarks: Meetings should
discuss and agree practical
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility
(v) Foreign tour
operators
(vi) Related
national and local
government
departments and
agencies

Agree practical partnership actions
and initiatives for promoting the brand
Promote and communicate brand
success stories through online
newsletter and media

Benchmarks, remarks and
success criteria
opportunities and initiatives
for brand application
Success criteria: Brand
practically applied by a broad
range of partners

Track brand usage, recognition and equity

Travel trade brand panel survey:
Conduct annual brand awareness
survey among local and international
travel trade to test brand recognition,
value associated with the brand, brand
loyalty and practical brand application

Local brand monitoring: Work closely
with tourism industry associations and
related Ministries and local partners to
monitor brand application among the
local tourism industry and to ascertain
and address reasons where private
partners do not promote and apply the
brand

X

X

60,000

(i) NTB
(ii) International
operators,
associations and
media offering
Nepal
(iii) Consultant

X

X

X

X

353

X

10,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Local
government
partners

Benchmark: A panel of at
least 50 international
operators and 200 domestic
operators to be surveyed
Remarks: Survey
methodology to be agree
with partners
Success criteria:
Meaningful improvement in
international brand
recognition
Benchmark: All key industry
associations to cooperate in
brand monitoring drive
Remarks: This will require
physical proof and inspection
of brand application
Success criteria: Significant
increase in private sector

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
brand application and loyalty

Refresh and improve the brand and sub-branding as required
Brand refresh: Based on the results of
the brand tracking initiative, consider a
brand adjustment to ensure brand
attractiveness and traction with private
partners and customers
Improve suitable
geographic/regional/local and thematic
sub-branding

X

150,000

(i) NTB
(ii) private and
public partners
(iii) Creative agency

Benchmark: All main
industry partners to agree to
a brand refreshment
Remarks: Brand should be
adjusted based on evidence
that the existing brand is not
able to achieve loyalty and
recognition
Success criteria: Brand
improvement resulting in
substantial increase in
recognition, usage and
traction

Adjust marketing collateral and
marketing messages accordingly
DESTINATION MARKETING
Launch and implement a multi-year, themed international and domestic marketing campaign
Campaign plan: Develop and plan an
inspirational promotional campaign in
association with trade partners
including an appropriate promotional
mix and program for rolling it out (see
elements below)

X

20,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Airline partners
((iv) Creative

354

Benchmark: Based on
international best practice
Remarks: The campaign
should act as “glue” to forge
partnerships and should be
the umbrella for all marketing
actions
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility
agency

Private sector campaign partnership:
Obtain the commitment of private
sector partners to participate in
campaign implementation and to
provide sellable packages and offers
for converting campaign interest

Launch and implementation: Launch
campaign through above and belowthe-line application in advertising
(domestic, India and China),
exhibitions, online platforms, trade
promotions, media publicity, JMA’s,
special promotions, etc. (see below)

Special promotions: Conduct special
campaign promotions in association
with travel partners during slower
season and special events e.g.

X

20,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Airline partners

X

X

3,000,0
00

X

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Airline partners
(iv) Creative
agency

X

355

X

500,000

(i) NTB
(ii) Nepal tourism
private sector
associations

Benchmarks, remarks and
success criteria
Success criteria: Approved
and funded campaign plan
Benchmark: Endorsed and
embraced by private
associations
Remarks: Private sector
partners will be key to
successful implementation
Success criteria: active
participation of key private
operators and airlines
secured
Benchmark: Advertising in
key markets and across
markets and channels
Remarks: 3-year
campaign@USD 1m p.a. the campaign will be NTBs
framework for above and
below the line investment
Success criteria: Agreed
campaign reach and
frequency achieved
Benchmark: partnership
promotions with at least 3
private partners per year
Remarks: Impacts and
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

promote special packaged offers,
discounts, added value, etc.

Responsibility

Benchmarks, remarks and
success criteria

(iii) Airline partners

results of special promotions
should be tracked
Success criteria: At least
500 direct conversions per
promotion

Campaign monitoring and evaluation:
Track campaign interest and reaction
through trade partner sales, online
performance, media coverage, etc.
and adjust as necessary

X

X

50,000

(i) NTB
(ii) Nepal tourism
private sector
associations

Benchmark: Targets set
during campaign planning
Remarks: Private sector
needs to commit to
monitoring

(iii) Airline partners

Success criteria: Targets
reached

(i) NTB
(ii) Nepal tourism
private sector
associations

Benchmark: Exhibitions
attended based on target
market strategy

Promote Nepal at a suitable portfolio of trade and consumer fairs
Rationalise and adjust exhibition
portfolio: Critically evaluate exhibition
portfolio taking into account the target
market strategy and consolidate to
ensure the most suitable portfolio and
local trade participation conditions,
including at least India, China,
Germany, UK, South East Asia
Exhibition objectives and targets:
Develop clear, measurable objectives
and targets for evaluating returns on
trade and consumer fair attendance

X

X

X

X

X

X

X

X

356

X

X

0

5,000

(i) NTB
(ii) Nepal tourism
private sector
associations

Success criteria: Exhibition
costs do not exceed 20% of
marketing and PR budget
Benchmark: Number of
trade enquiries facilitated,
number of new operators
featuring Nepal
Remarks: targets should be
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

(iii) MOTCA

realistic, measurable and
achievable
Success criteria: Targets
achieved

Exhibitions attendance: attend fairs
(portfolio decided in (1) above

X

X

X

X

X

1,400,0
00

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Individual
businesses

Results measurement and adjustment:
Measure and record outcomes and
returns of exhibition attendance and
provide feedback to travel industry
partners

X

X

X

X

X

10,000

(i) NTB
(ii) Nepal tourism
private sector
exhibitors

Benchmark: Exhibitions
successfully attended
Remarks: USD280,000 p.a. All exhibition attendances
should have a measurable
action plan
Success criteria: Objectives
set for each exhibition
achieved
Benchmark: Value derived
of at least 10 times
attendance costs
Remarks: Measurement in
conjunction with private
partners
Success criteria: ROI
achieved in new business
deals

Promote Nepal to and in association with the travel trade
Road shows and workshops: Arrange
annual travel trade road shows and

X

X

X

X

357

X

800,000

(i) NTB
(ii) Nepal tourism

Benchmark: Number of new
agents and operators
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

workshops in all priority markets to
enthuse and educate the international
travel trade and facilitate business-tobusiness deals with local trade

Responsibility
private sector
associations
(iii) Airline partners

Benchmarks, remarks and
success criteria
reached in target markets
Remarks: USD160,000 p.a.
Invitations should be
selective and should be
screened
Success criteria: At least 20
new agents and operators
educated per workshop

JMAs: Negotiate and implement Joint
Marketing Agreements (JMAs) with
major operators in key target markets
and segments

X

X

X

X

X

1,000,0
00

(i) NTB
(ii) Major Nepal tour
operators
(iii) Airline partners

Benchmark: Number of new
JMAs signed
Remarks: USD100,000 per
JMA- should be done with
operators with significant
Nepal programmes
Success criteria: At least 2
new JMA’s per annum

Trade educationals: Host potentially
valuable travel trade individuals to onsite familiarisation visits and travel
trade workshops in Nepal

X

X

X

X

X

450,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Airline partners
iv) Major Nepal tour
operators

Trade education course: Develop a
modular, online travel trade education
program for informing and educating

X

X

358

X

50,000

(i) NTB
(ii) Nepal tourism
private sector

Benchmark: Number of
agents and operators hosted
Remarks: Agents invited
following proper evaluation
Success criteria: At least 30
agents hosted per annum
Benchmark: Number of
agents and operators
participating
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

the international and local travel trade
on Nepal’s tourism landscape and
products

Responsibility
associations
iii) Major Nepal tour
operators

Benchmarks, remarks and
success criteria
Remarks: Participants
assessed and accredited
once passed
Success criteria: At least 50
participants accredited per
annum

Trade database: Develop and expand
NTB database of priority travel trade
partners in key target markets and
segments

Travel trade communication:
Continuously inform travel trade
partners of new developments, events
etc. through electronic newsletter (see
online marketing section)

X

X

X

X

X

5,000

(i) NTB
(ii) Nepal tourism
private sector
associations
iii) Major Nepal tour
operators

X

X

X

X

X

5,000

(i) NTB
(ii) Nepal tourism
private sector
associations
iii) Major Nepal tour
operators

Promote Nepal to and in association with travel media

359

Benchmark: Trade database
significantly expanded and
up to date
Remarks: Private sector
should participate in building
database
Success criteria: At least 20
operators and agencies per
market on database
Benchmark: regular enewsletter opened and read
by large number of operators
and agents
Remarks: E-newsletter to
qualified database
Success criteria: At least
500 international operators
and agents received and
read newsletter
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Years
No.

Project/Action
0

Media evaluation system: Develop a
clear and measurable system for
evaluating travel media hosting
enquiries and impacts/returns of
hosting travel media

1

2

3

4

5

Cost
In USD

(i) NTB
X

60,000

(ii) Major travel
media partners

Benchmarks, remarks and
success criteria
Benchmark: evaluation
criteria based on best
practice
Remarks: Consider aspects
such as distribution, track
record, etc.
Success criteria: Effective
application of evaluation
system

Hosting targeted travel media:
Identify most suitable travel media in
key target markets and segments and
proactively invite and host them to
conduct media educational in Nepal

Responsibility

X

X

X

X

X

400,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Airline partners
iv) Major Nepal
media partners

Benchmark: Number of
targeted media hosted
Success criteria: Nepal
covered by at 20 targeted
media per annum

(v) Foreign
missions

Hosting suitable unsolicited media:
Evaluate unsolicited media hosting
requests through systems in (1) and
host suitable and valuable media

X

X

X

X

X

200,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Airline partners
iv) Major Nepal
media partners
(v) Foreign

360

Benchmark: Number of
unsolicited media hosted
Remarks: Vet media based
on quality criteria
Success criteria: Depending
on qualified media applying
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

missions

Media events and press conferences:
Arrange and host media events during
visits to key markets

X

X

X

X

X

100,000

Newsworthy stories:
Capitalise to the fullest on newsworthy
local and international events and
debates (environmental issues,
personal achievements, community
success stories, etc.)

X

X

X

X

X

15,000

(iiii) Foreign
missions

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Foreign
missions

Continuous media communication:
Continuously inform travel media
partners of new developments, events
etc. by issuing regular press releases
and online content

(i) NTB
(ii) MoCTCA

X

X

X

X

X

5,000

(i) NTB
(ii) Nepal tourism
private sector
associations
(iii) Major Nepal
media partners

361

Benchmark: Number of
media attracted to press
conferences and coverage
achieved
Remarks: Press conferences
organised by media experts
Success criteria: at least 4
press conferences per
annum and media coverage
of at least 10x cost of
conference
Benchmark: Number of
press releases issued and
coverage achieved
Success criteria: at least 20
press releases per annum
and coverage 80% of the
time
Benchmark: regular enewsletter opened and read
by large number of travel
media
Remarks: E-newsletter to
qualified database
Success criteria: At least
200 local and international
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
media receive and read
newsletter

Crisis communication: Step up media
communication during crises in
accordance with crisis communication
plan

X

X

X

X

X

50,000

(i) NTB
(ii) MoTCA
(iii) Security
Ministry
(iv) Nepal tourism
private sector
associations
v) Major Nepal
media partners

Benchmark: Reducing
negative perceptions during
crises
Remarks: Follow NTBs crisis
communication plan
Success criteria: Reduction
of negative media coverage

(vi) Foreign
missions

Media database: Develop and expand
NTB database of priority travel media
partners in key target markets and
segments

Media tracking and coverage: rack and
report on the nature, extent and value
of media coverage achieved

(i) NTB
X

X

X

X

X

20,000

(ii) Foreign
missions

(i) NTB
X

X

X

362

X

40,000

(ii) Foreign
missions

Benchmark: Travel media
database significantly
expanded and up to date
Remarks: Contract media
specialist in markets to assist
Success criteria: At least 15
publications and freelancers
per market on database
Benchmark: Credible
system of tracking media
coverage and assessing
media value
Remarks: Contract media
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
specialist in markets to assist
Success criteria: Media
coverage of at least 30x cost
of media programs

Produce and distribute a priority portfolio of printed and electronic information and promotional materials

Rationalise print materials: Assess
portfolio of printed promotional
materials in accordance with marketing
strategy, rationalise as appropriate,
agree a portfolio of priority materials
and plot phasing out of production

Production and distribution: Continue
production and distribution of selected
portfolio of print and e-materials

(i) NTB
X

0

Success criteria: Print costs
reduced to 10% of marketing
and PR budget

X

X

X

X

X

650,000

Converting print to online content:
Convert content of phased out print
materials to web and online presence

Benchmark: Print
publication costs significantly
reduced
Remarks: Section 5.6 of
strategy as a guideline

(i) NTB
(ii) Nepal tourism
private sector
associations

(i) NTB
X

X

40,000

363

Benchmark: Distribution and
reach of print materials
Remarks: Subject to
distribution monitoring
Success criteria: All printed
materials distributed as
planned
Benchmark: Coverage of all
rationalised contents,
products and attractions on
website
Remarks: Subject to online
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
marketing capacity being
improved
Success criteria: All printed
materials distributed as
planned

Tracking and controlling print material
stock and distribution:
Set up a reliable mechanism for stock
control and track the distribution of
promotional materials to ensure a
reliable supply of materials

(i) NTB
X

X

X

X

X

10,000

Benchmark: A reliable
system of monitoring print
stock and distribution
Remarks: Consider off-the
shelve software
Success criteria: Proper
accounting for all print
materials and on time
reproduction

Develop and implement a cutting edge online marketing programme

Website improvement: Improve the
www.welcomenepal.com website in
accordance with the strategy
proposals and requirements of various
target markets

Online marketing in support of
campaign:

(i) NTB
X

X

X

X

X

80,000

Benchmark: Website
comparable to leading
destination sites
Remarks: Based on online
strategy
Success criteria: Major
increase in web visits and
conversion

X

X

X

364

150,000

(i) NTB
(ii) Nepal tourism

Benchmark: Online
campaign plan
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Support the destination marketing
campaign with online marketing
initiatives and selective online
advertising

Social media applications: Develop
social media applications in support of
the destination marketing campaign
(5.6.1 above and proposals contained
in online marketing strategy)

Benchmarks, remarks and
success criteria

private sector
associations

Remarks: Based on online
strategy
Success criteria:
Substantial campaign
conversion through website

(i) NTB
X

X

X

X

45,000

Benchmark: Based on
international best practice
Remarks: Consider mobile
applications
Success criteria: Major
increase in social media
participation and loyalty

Social media and blogging campaign:
Launch a dedicated social media and
blogging campaign for continuously
building a loyal online community and
for involving local Nepalese in
promoting the country

Online analytics: analyse and interpret
online performance statistics and user
profiles and adapt strategy and
applications accordingly

Responsibility

X

X

X

X

20,000

(i) NTB
(ii) Nepal tourism
private sector
associations

(i) NTB
X

X

X

X

365

X

15,000

Benchmark: Increase in blog
coverage and readership
Remarks: Based on online
strategy
Success criteria: Major
surge in blog readership and
contributions
Benchmark: Major increase
in website visits and time
spent on website in major
markets
Remarks: Track Google
Analytics and Google
adwords
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
Success criteria: Major
surge in online visits and
conversion

Launch a domestic tourism awareness programme
Liaison with HRD: Provide marketing
input to youth and schools tourism
program proposed in HRD section

X

Welcome Nepal: Develop and
implement “Welcome Nepal”
community and citizen tourism
awareness program at community
levels, in association with national
media, private tourism associations,
DDCs, VDCs, etc.

Nepal Tourism Awards: Launch annual
Nepal Tourism Awards to recognise
and incentivise excellence and
innovation in tourism service levels;
e.g. entrepreneur of the year,
responsible tourism practitioner of the
year, trekking guide of the year, etc.

X

X

X

X

X

X

X

X

X

X

(i) NTB
(ii) Education
Ministry

(i) NTB
(ii) Nepal tourism
120,000 private sector
associations

(i) NTB
(ii) Nepal tourism
120,000 private sector
associations

Benchmark: As per HRD
Remarks: As per HRD
Success criteria: As per
HRD
Benchmark: Number of
citizens reached
Remarks: Work closely with
local government
Success criteria:
Measurable improvement in
local community support for
tourism
Benchmark: Number and
quality of entries per
category
Remarks: Draw on
international and local best
practice examples
Success criteria:
Acknowledgement as most
sought after awards in Nepal
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

Support and grow a portfolio of annual events
Flagship event portfolio: Develop
criteria for flagship events (growth
potential, support for seasonality, etc.)
and invite proposals for support from
event organisers through a transparent
communication process Award “Great
Events of Nepal” flagship status to
selected events, provide limited
financial support for marketing events
and promote through NTBs marketing
initiatives

Event calendar: Expand and maintain
a comprehensive tourism events
calendar containing all events that are
able to draw visitors and keep them
longer in Nepal

Destination dressing: Support dressing
of venues and cityscape with festive
events branding (e.g. banners, flags,
etc.) using Naturally Nepal brand
imagery

X

X

X

X

X

X

X

X

X

X

X

367

X

X

X

250,000

15,000

(i) NTB
(ii) Event
organisers
(iii) Local
authorities
(iv) Nepal tourism
private sector
associations

(i) NTB
(ii) Event
organisers
(iii) Nepal tourism
private sector
associations

(i) NTB
(ii) Event
30,000 organisers
(iii) Local
authorities

Benchmark: Participation
and attendance of flagship
events
Remarks: Focus on
including events throughout
the year
Success criteria: Significant
growth in stature and
attendance of flagship events
Benchmark: Number of
events in calendar
Remarks: Event calendar on
NTB website as basis
Success criteria: All tourism
related events included and
updated

Benchmark: International
best practice
Remarks: Focus on
events in Kathmandu and
Pokhara
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Years
No.

Project/Action
0

1

2

Event impact studies: Conduct impact
studies of economic and social
contributions of events to assess NTB
investment in events

3

X

4

5

X

X

Cost
In USD

35,000

Responsibility

Benchmarks, remarks and
success criteria

(iv) Nepal tourism
private sector
associations

Success criteria: All
tourism related events
included and updated

(i) NTB
(ii) Event
organisers
(iii) Local
authorities
(iv) Nepal tourism
private sector
associations

Benchmark: Expenditure,
local incomes and jobs
through events
Remarks: Work with local
university on this
Success criteria: notable
increase in tourism arrivals,
expenditure, local incomes
and employment

Appoint market-based representatives in key source markets

MBR contracting: Develop a TOR and
scope of work for activities to be
undertaken in each market and
advertise, evaluate proposals and
contract suitable MBRs based on
detailed business plans and agreed
performance criteria

X

X

X

X

X

2,000,0
00

i) NTB

Benchmark: Increased
marketing activity and growth
in arrivals
Remarks: 2 in year 1-2; 4 in
year 3 and 5 in year 4-5
@USD 120,000 per MBR
p.a. Consider MBRs of
successful destinations e.g.
Oman
Success criteria: Significant
increase in marketing
initiatives in key target
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
markets with MBRs

IMBR implementation: implement and
monitor agreed MBR business plans

X

X

X

X

As per
item
budgets

(i) NTB
(ii) Nepal tourism
private sector
associations

Benchmark: Growth in
arrivals and expenditure from
MBR markets
Remarks: Based on market
targets
Success criteria: Significant
increase in arrivals and
tourism expenditure in key
target markets with MBRs

Conduct market research to inform marketing strategies and tactics

Bi-annual exit survey: Conduct annual
exit survey at international airport and
use results to tweak and adjust
marketing and product development
programs

Market profiling studies: Conduct
selective market profiling studies to
improve knowledge of potential
customer profiles, purchasing patterns
and channels, product preferences etc.
and adjust marketing strategies

X

X

120,000

(i) NTB
(ii) Immigration
Ministry
(iii) International
airport

(i) NTB
X

X

369

80,000

(ii) UNWTO

Benchmark: Valid and
reliable profile of visitors to
Nepal
Remarks: Discuss and agree
methodology with industry
partners
Success criteria: Relevant
and valid market intelligence
on which to base decisions
Benchmark: Valid and
reliable profile of key target
markets and segments
Remarks: Discuss and agree
methodology with industry
partners
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

accordingly

Benchmarks, remarks and
success criteria
Success criteria: Relevant
and valid market intelligence
on which to base decisions

Study other international market
studies to determine future market
trends and potential implications for
Nepal

Partner communication: Communicate
and discuss market research results
with private industry and discuss how
best to adapt marketing and product
development strategies and plans

X

X

X

X

25,000

(i) NTB
(ii) Nepal tourism
private sector
associations

Benchmark: Tourism
industry informed of trends
and changes in market
profiles
Remarks: With industry
partners
Success criteria: Marketing
strategies based on NTB
market intelligence

Investment and Business Environment
Improving Foreign Direct Investment Policy in Tourism
Study Foreign Direct Investment Policy
of Nepal in the context of tourism in
the region
Improve FDI policy based on study
finding

(i) MoCTCA (lead
agency),
X
15,000
X

370

(ii) Ministry of
Industry and
Commerce

Benchmark: Neighbouring
country and at least five
countries in Asia reviewed
Remarks: Cost will include
hiring of the consultant,
stakeholder meeting and
steering committee operation
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
Success criteria:


Study report
completed



Improved policy
approved by cabinet

Establishing One Stop Unit
Benchmark: The unit will be
adequately computerised

(i) Preparing working modality and
TOR OSU
(ii) Establish OSU at Industry
Division of MOCTA

Remarks: Cost will include
hiring of the consultant, and
creating working facilities in
the unit

X

Success criteria:
25,000

X

(i) MoCTCA

 OUS established and
made operational
 Time taken for
registration tourism
industry reduced
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Years
No.

Project/Action
0

X.

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

LOCAL ECONOMIC IMPACT AND COMMUNITY PARTICIPATION
NTB to develop a Unit to deal with local participation in tourism at the centre and in the regions
Establish a special Unit for community
development within NTB to deal with
local participation in tourism at the
centre and in the regions.

The Unit to establish a Committee with
representative community groups to
establish guidelines on local
governance, and how to regulate and
ensure responsible tourism.

(i) NTB
X

X

5,000

X

5,000

(iii) MoCTCA

(i) NTB
(ii) Private sector
tourism
associations
(iii) DDC

The Unit and Committee to prepare
information and identify needs and
opportunities.
X

X

5,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) DDC

The Unit to engage NGOs, private
sector organisations, local government
and tourism committees to link and

X

X

10,000

372

(i) NTB
(ii) Private sector
tourism

Benchmark: Unit ToR
agreed and mandate given
Success criteria: Unit
established and operating by
middle of Year 1
Benchmark: Committee set
up and with 4 meetings a
year
Success criteria: Committee
established and operating
Benchmark: Survey
conducted in representative
regions and communities
Success criteria: Results of
survey published and
relevant information prepared
on basis of survey
Benchmark: Forum or round
table event completed /
decisions made
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Years
No.

Cost
In USD

Project/Action
0

1

2

3

4

5

connect them to provide a wider
community of support.

The Unit to incorporate and promote
ST-EP (Sustainable Tourism –
Eliminating Poverty mechanism) into
planning and delivery of its services.

Responsibility
associations
(iii) DDC

X

X

X

X

X

3,000

(i) NTB
(ii) Private sector
tourism
associations

Benchmarks, remarks and
success criteria
Success criteria: Forum
establishes how the various
stakeholders will work
together
Benchmark: ST-EP
mechanisms used to guide
community activities

(iii) DDC

Success criteria: ST-EP
mechanisms incorporated
into Unit work plan

(i) NTB
(ii) NATHM

Benchmark: At least 6
specific trainings take place
in community

(iii) Private sector
tourism
associations

Success criteria: Course
designed, piloted and
delivery started in year 1

Train local people to take positions in tourism firms
Train local people to take positions in
tourism firms by training conducted
through mobile units (from NATHM) as
well as by the local community

Design and implement an awareness
raising campaign in the regions which
includes lobbying of local companies
to engage them in this initiative.

X

X

X

X

X

25,000

(i) NTB
X

X

X

X

373

X

10,000

(ii) Private sector
tourism
associations

Benchmark: At least 20
firms per year agree to
employ, and actually employ
at least one new local staff
Success criteria: Campaign
held in at least 2 towns in
each development region per
year
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Years
No.

Project/Action
0

1

Setup a Community Tourism web site
to share success stories to encourage
firms to take part in this community
venture.

2

3

4

5

Cost
In USD

Responsibility

(i) NTB
X

7,500

(ii) Private sector
tourism
associations

Benchmarks, remarks and
success criteria
Benchmark: Community
website established
Success criteria:
Community website
established and regularly
updated

Strengthen linkages in the value chain

Conduct a survey of the opportunities
and needs

X

10,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) MoCTCA

Develop a campaign for training and
awareness building in the community
about business opportunities from
tourism

X

X

10,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) MoCTCA

Proactively elicit employment
opportunities in the community
X

X

X

X

20,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) MoCTCA

374

Benchmark: Survey
completed across all regions
and results compiled into
action report
Success criteria: Survey
successfully completed
Benchmark: Campaign
strategy and activities agreed
Success criteria: Campaign
launched and continued
Benchmark: At least 10
communities to be engaged
Success criteria: Value
chain strengthened in the
communities
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

Engage the supply chain formation of groups or cooperatives
Plan for the formation of groups or
cooperatives to support the supply of
goods and services to tourism
businesses

X

X

X

X

X

10,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) DDC, VDC

Identify opportunities in areas where
there are needs for local produce for
teahouses on the trekking trails, woven
handicrafts or labour for homestay
extensions.

X

X

5,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) Handicraft
Association of
Nepal

Benchmark: 5 communities
annually form cooperatives
Success criteria:
Cooperatives set up and
operating
Benchmark: 5 new supply
chains identified and agreed
with local community
Success criteria: New
community supply chains
established

Build marketing support for the products and services offered by local communities
Build marketing support for the
products and services offered by local
communities so that they can produce
what the market wants by developing a
tourism community website, holding
regional events, producing brochures
and assisting local communities to
develop their own marketing activities.

X

Engage local communities in the
development of the product

X

X

40,000

(i) NTB
(ii) Private sector
tourism
associations
(iii) DDC

5,000

375

(i) NTB
(ii) Private sector

Benchmark: Establish
requirements for marketing
collateral in 5 communities
Success criteria: Marketing
collateral produced and used
to promote community
services
Benchmark: 5 local
communities are supported
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Years
No.

Project/Action
0

1

Provide training in marketing, finance
and entrepreneurial skills.

Involve the Handicraft Association of
Nepal in these initiatives

Ensure all community training
proactively enrols at least 30% of
women on courses

2

X

3

X

4

5

X

X

Cost
In USD

40,000

Responsibility

Benchmarks, remarks and
success criteria

tourism
associations

to establish local marketing
collateral

(iii) Handicraft
Association of
Nepal

Success criteria: Marketing
collateral produced

(i) NTB
(ii) Handicraft
Association of
Nepal

Benchmark: Training held in
10 local communities
annually

(iii) Private sector
tourism
associations

X

500

X

X

X

X

376

X

5,000

(i) NTB
(ii) Handicraft
Association of
Nepal

(i) NTB
(ii) Private sector
tourism
associations
(iii) DDC

Success criteria: Local
communities can use their
new skills to develop
business
Benchmark: Meeting and
agreement with Handicraft
Association of Nepal made
Success criteria: Handicraft
Association
of
Nepal
becomes partner with NTB
Benchmark: At least 30% of
women take part in courses
Success criteria: Women
are improving employment
through skills gained from
training
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

(i) NTB
(ii) Local and
regional tourism
committees
(iii) Support from C
MoCTCA

Benchmark: Number of
regional destinations
established: 6
Remarks: Surveys should be
include, tangible and
intangible heritage, including
architecture, history, cultural
landscapes, festivals, events,
cuisine, etc.
Success criteria: Regional
cultural tourism destination
established

(i) NTB
(ii) Domestic and
international tour
operators
(iii) Local tourism
committees

Benchmark: Regional
destinations included in
cultural tourism itineraries;
promotional materials,
including websites developed
Remarks: NTB to promote
the regional destinations in
the domestic and
international markets
Success criteria: Tour
operators to adopt the
itineraries

PROTECTION AND ENHANCEMENT OF CULTURAL HERITAGE
Build regional identity offering unique experience and packages in each region

Survey and develop regional cultural
tourism destination in different parts of
the country.
Develop regional identities in 6 areas
(Ilam, Kathmandu, Janakpur, Lumjung,
Karnali, Dhangadi)

Promote regional cultural destinations
in domestic and international markets

X

20,000

X

X

40,000

377

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

(i) MoCTCA
(ii) Local tourism
committees

Benchmark: Inventory of
cultural heritage sites
categorised in local, national
and international importance
Remarks: Detailed
description of the heritage
sites with cultural tourism
potential should selected
Success criteria: Inventory
categorised for local,
domestic and international
markets

Identify and categorise local, national and international cultural heritage sites

Prepare inventory and detailed
description of cultural heritage sites for
local, domestic (and Indian) and
international markets

Develop promotional strategies to
market cultural tourism to domestic
and international markets

X

10,000

X

X

40,000

378

(i) NTB
(ii) Domestic and
international tour
operators
(iii) Local and
regional tourism
committees

Benchmark: Cultural tourism
destinations for domestic and
international markets
established
Remarks: Different
strategies and media should
be developed by NTB for
domestic and international
markets.
Success criteria: NTB to
continue support and
promote the sites
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria

(i) NTB
(ii) Handicraft
Association Nepal
(HAN)
(iii) NATHM

Benchmark: At least 6
cooperatives in each regional
destinations
Remarks: Cooperatives
should be only for tourism
related activities;
HAN and other organisations
to provide market links and
networks
Success criteria: Continued
support from NTB and HAN
to market the products
Benchmark: Cooperatives
promoting and marketing
specific cultural tourism
products
Remarks: Continued support
should be provided by NTB,
NATHM
Success criteria: Quality
products to be developed for
domestic and international
markets
Benchmark: 200 local youth
and women trained as
specialised cultural tourism

Establish local cooperatives (PPPP) to manage heritage sites and generate income

Establish local cooperatives to develop
and market new cultural ‘products’

X

Provide trainings to the tourism
development cooperatives in new
product development and marketing

Provide specialised guides to the local
youth and women for cultural tourism

X

X

X

X

X

10,000

X

X

X

X

50,000

(i) NTB
(ii) Handicraft
Association Nepal
(iii) NATHM

X

X

X

X

50,000

(i) NTB
(ii) NATHM

379
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
guides
Remarks: Graduates in
cultural studies should also
be trained as specialised
guides and certified by
NATHM
Success criteria: Continued
follow up trainings and
support from NTB and
NATHM

Protect and promote intangible heritage with an Annual Events Calendar

Prepare an inventory with detailed
description of intangible heritage such
as festivals and events to be included
in the Annual Events Calendar

Promote and market the Annual
Cultural Events Calendar through
different media

X

X

X

X

X

380

X

40,000

(i) MoCTCA
(ii) NTB
(iii) Local tourism
committees

Benchmark: Annual Events
Calendar developed
Remarks: NTB already has
an events calendar and
needs to set up a mechanism
to regularly update, maintain
and promote the calendar
Success criteria: Intangible
heritage identified and
categorised as per domestic
and international needs and
interests

50,000

(i) NTB
(ii) Domestic and
international tour
operators
(iii) Local tourism

Benchmark: Annual Cultural
Events Calendar adopted in
cultural tourism activities and
itineraries
Remarks: Calendar should
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility
committees

X.

Benchmarks, remarks and
success criteria
be maintained and updated
by NTB through website and
Success criteria: Tour
packages include the
calendar events

INSTITUTIONAL FRAMEWORK
Ensure that the Tourism Divisions at MoCTCA become technical divisions rather than stay and administrative divisions
Remarks: This is a political
issue and a case must be
made and the Cabinet
lobbied
The issue is raised and decided
through the Government legal system

X

X

Success criteria: Officers in
the Tourism Division stay
more than two years; new
recruits to the Ministry have a
prior knowledge of the
tourism sector

X

Create a separate and independent Evaluation and Monitoring Unit to ensure that the strategy and its actions are implemented

Hire an independent evaluator or
evaluation team

X

X

X

X

X

381

X

5,000

(i) MoCTCA

Benchmark: Annual report
submitted
Remarks: The evaluator will
report to the Tourism
Development Coordination
Committee
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
Success criteria: Reports
are submitted regularly and
acted upon

Strengthen the data collection units at both MoCTCA and NTB

Recruit a research team to develop the
statistics system and to define the role
of both institutions

Implement the statistical system

X

8,000

X

X

X

382

X

20,000

(i) NTB
(ii) MoCTCA

(i) NTB
(ii) MoCTCA

Remarks: The expert team
will present a comprehensive
system detailing the types of
data that will be collected,
the methodologies that will
be adopted and schedules
for data collection set
Success criteria: A report is
submitted explaining the
system and seminars are
held

Remarks: This will probably
be outsourced to a research
company. Clear ToR spelling
out expectations will be
required
Success criteria: Accurate
statistics are collected and
disseminated on a regular
and reliable basis
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

(i) MoCTCA
(ii)NTB
Form a working group as a first stage
to developing the TSA

(ii) CBS

X

(ii) Bank of Nepal
(i) Ministry of
Finance

(i) MoCTCA
(ii)NTB
TSA working group meet regularly and
TSA is ready to be launched by the
end of the Action Plan period

X

X

X

X

X

2,000

(ii) CBS
(ii) Bank of Nepal
(i) Ministry of
Finance

Benchmarks, remarks and
success criteria
Remarks: The working group
should comprise key officers
of the MoCTCA, NTB, CBS,
Ministry of Finance, and the
Bank of Nepal
Success criteria: Accurate
statistics are collected and
disseminated on a regular
and reliable basis
Benchmark: Group meet 2
to three times a year to share
progress and to allocate
roles
Remarks: There may be a
decision to bring in external
assistance to develop the
system. Ways to get the TSA
approved at the political level
will be explored
Success criteria: Meetings
are held and progress is
made toward developing the
TSA

Create regional offices for NTB and strengthen those of the Ministry
Present the requirement to the Boards
of Directors and get it approved and

X

X

X

60,000

383

(i) NTB
(i) MoCTCA

Remarks: Site studies are
carried out in the regions; the
role and functions of the
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
regional offices are clearly
set out

implement in regions

Success
criteria:
NTB
offices location and staff are
identifies and Ministry office
are
given
their
own
responsibilities
Encourage Public Private People Partnership at the local and district level (DMOs)

Hire a team of experts to conduct the
study and design and develop the
modality

X

15,000

NTB
MoCTCA

Remarks: NTB assist in the
process of establishing local
DMOs at the local level , for
governance, product
development, promotion and
investment in local
infrastructure and plant
Success criteria: DMOs are
formed on a PPPP model

(i) NTB
(ii) private sector
Pilot a model project

X

X

50,000

(ii) NGOs and
INGO
(11) local
communities at the
destination

384

Remarks: There are
examples of associations
and societies being set up to
manage and promote tourism
at the local level. The pilot
project will learn from these
to develop the methodology
for the pilot model
Success criteria: DMOs are
formed on a PPPP model
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Years
No.

Project/Action
0

1

2

3

4

5

Cost
In USD

Responsibility

Benchmarks, remarks and
success criteria
and function effectively

Prepare a tourism institutional framework for possible federalism

Hire a team of experts to conduct the
study on developing institutional
framework for tourism for possible
federalism

X

15,000

385

MoCTCA
NTB

Remarks: This will prepare
government and NTB for the
transition from Central
governance to federal
governance
Success criteria:
Government has clear
guidelines and methodology
to apply when transition
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Appendix 2.5.1 Market Analysis
(1) Arrivals from key source markets
Table 54 and Figure 52 provide an indication of source market arrival trends during
the past decade (2001-2012).

138



Overview: In 2012 India and China comprised almost 30% of total foreign
arrivals to Nepal and the six largest markets namely India, China, Sri Lanka,
USA, UK and Thailand contributed 55% of all arrivals. Despite the fluctuations
indicated in Figure 52, total foreign visitor arrivals to Nepal grew at healthy
average rates between 2005 and 2012. Following a major decline in tourist
arrivals at the height of the internal conflict during the late 1990s and early
2000s, international arrivals picked up well between 2005 and 2009. During
this period, market growth was driven largely by the traditional long haul
trekking markets such as the USA, Canada, Australia and selective European
markets. The Indian market was largely static and China grew at a limited
rate. In addition, the Buddhist pilgrimage market from Sri Lanka grew well.
The trend swung substantially from 2009 onwards and was influenced by both
the political stabilisation of the country and the global economic crisis. Arrivals
from India and China grew exceptionally well between 2009 and 2012, while
growth from mainstay long haul markets e.g. the UK, France and Japan
remained positive but slowed considerably. Germany and the USA were the
long-haul markets that maintained the best growth during this period. Almost
50% of the increase in total annual arrivals between 2009 and 2012 is
attributable to the performance of three major “volume” markets, namely
India, China and Sri Lanka.



India remains by far Nepal’s biggest generator of tourist arrivals, with a
market share of more than 20% in 2012. While its share of overall arrivals
declined by almost 5% between 2005 and 2012, this was mainly due to the
rapid growth in arrivals from China and Sri Lanka with both these markets
growing rapidly over the past decade and increasing their shares of arrivals.
Keeping in mind that the official statistics include only Indian arrivals by air
India’s market share is clearly underestimated. Vehicle counts conducted by
NTB during 2009 and 2010 indicate that an additional 300,000-500,000 Indian
visitors enter India each year by land 138 . While Indian air arrivals lagged
behind other growth markets for most part of the previous decade the market
has boomed over the past three years boasting an average annual increase
of more than 20% and fuelled among others by more flexible aviation policies
and the subsequent introduction of various Indian low cost carriers such as
Jetlite, Spicejet, Indigo and Kingfisher (now defunct). The spike in Indian
tourism arrivals over the past three years is evident from Figure 52, resulting
in Nepal gaining more than 70,000 additional Indian air arrivals in 2012 when
compared to 2009.



China performed equally impressive over the three years. Following very low
arrival numbers during the first part of the previous decade and lacklustre
growth of below 10% per annum during the period 2005-2009, Chinese
arrivals grew at more than 30% per annum over the 2009-2012 period, driven

NTB, 2010: Survey of Indian Visitors by Land 2010, Final Report
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on by liberalised skies and the introduction of direct flights by various airlines
including Air China, China Eastern, China Southern and Dragon Air (Hong
Kong). More than 75% of Chinese visitors to Nepal arrived by air. This growth
stimulus has resulted in the proportion of all Nepal arrivals from China
increasing by 3% since 2005 and Nepal gaining additional almost 40,000
visitors per annum from China in 2012, compared to 2009.
Table 54: Market share and growth rates of main visitor generating markets to
Nepal and Sri Lanka, 2001-2012139

Main Source
Markets

Arrivals from Main
Markets: Nepal

2005

2009

2012

Average Annual Growth
Rate (AGR %): Nepal &
Sri Lanka
‘05-'09
Nep

‘09-'12

Market
Share:
Nepal &
Sri Lanka
2012

SL

Nep

SL

-0.5

-7.2

20.9

28.2 20.6
44.3

India

95685

93884 165815

China

22377

32272

71861

9.6

-3.3

30.6

Sri Lanka

18770

36362

69476

18.0

24.1 -

USA

18539

32043

48985

14.7

UK

25151

35382

41294

8.9

Germany

14345

19246

30409

7.6

France

14108

22154

28805

11.9

Japan

18239

22445

28642

5.3

Australia

7093

15461

22030

21.5

13.4
-3.2
10.5
11.7
10.7
-2.6

Netherlands

8947

11147

15445

5.7

Canada

4168

8965

Denmark

1770

4464

Switzerland

3163

Italy

Nep
8.9

Change in
Market
Share:
Nepal &
Sri Lanka
‘05-'12

SL

Nep

20.6

-4.8

0.6

3.0

3.0

1.3

8.6 -

SL

3.7 -

15.2

28.0

6.1

3.5

1.2

-1.0

5.3

11.8

5.1

13.3

-1.5

-3.1

16.5

34.2

3.8

8.4

0.0

0.2

9.1

52.0

3.6

6.6

-0.2

1.9

8.5

33.6

3.6

3.0

-1.3

0.0

12.5

30.5

2.7

6.0

0.9

1.5

11.5

33.3

1.9

3.1

-0.5

0.4

14.6

39.6

1.7

3.4

0.6

-0.3

16.8

85.4

0.9

1.0

0.4

0.3

5281

-7.2
13507 21.1
15.7
7118 26.0
23.4
7046 13.7 -7.0

10.1

47.5

0.9

2.3

0.0

0.9

8785

7982

14614

-2.4

-8.2

22.3

30.1

1.8

1.9

-0.5

0.1

Spain

8891

13006

14549

10.0

3.8

51.7

1.8

1.0

-0.5

0.7

Austria

3007

3245

3797

7.6
1.9
12.7
9.2 -2.8

5.4

49.1

0.5

0.9

-0.3

0.2

14.3

13.2 27.5

21.8

-0.1

-3.7

7.9

16.3

25.0 100

100

0

0

Others

104365 148626 221711

Total
377403 511965 803092
(Source: MoCTCA, 2013)

139

-6.2



Sri Lanka almost mirrored arrivals growth from China over the period 20092012, with more than 97% of Sri Lankans in 2012 arriving by land from India
to visit Lumbini as part of the Buddhist Circuit itinerary.



The majority of traditional developed country markets were negatively
affected by the global economic slowdown over the period 2009-2012, with
the UK market growing a mere 5% per annum compared to the overall

Figures for India are arrivals by air only
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average growth rate of more than 16% per annum. Other underperforming
traditional markets over the last three years were France, Japan, Switzerland,
Spain and Austria
Figure 52: Trends in visitor arrivals of major markets 2001-2012 and growth
comparisons with Sri Lanka, 2009-2012
Growth in Arrivals from Top 10 Foreign Markets,
2001-2012

Growth in Arrivals from Top 10 Foreign Markets
Exc India, 2001-2012
80000

100000
90000
80000
Nepal 70000
60000
50000
40000
Sri
30000
Lanka 20000
10000
0

12

11

Others

Austria

Italy

Spain

(Source: MoCTCA, 2013)



Among European markets Germany was the best performer during recent
years, growing at an average 16% per annum and posting visitor gains of
more than10,000 per annum from 2009 to 2012.



North America performed exceptionally well during the period 2009-2012 with
arrivals from both the USA and Canada growing at around 15% per annum
over the three-year period and collectively posting annual gains of more than
20,000 visitors.

To put Nepal’s growth in tourism arrivals into perspective a comparison is drawn in
Table 54 and Figure 52 with tourism growth achieved in Sri Lanka over the past
seven years. While, as a tourist destination Sri Lanka is clearly different to Nepal
(mainly the fact that Nepal is landlocked while Sri Lanka is an island) it also offers
striking similarities to Nepal such as similar size of tourism market (Nepal receiving
around 805,000 visitors in 2012 compared to Sri Lanka’s approximately 855,000),
both countries emerging from war and conflict, their proximity to India and Asia,
centres of Buddhist and Hindu pilgrimage, their diversity of attractions, their high
quality national parks and cultural heritage, etc. The many similarities make Sri
Lanka a suitable comparison to benchmark Nepal’s tourism performance against
during recent years.
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Table 54 and Figure 52 illustrate that:





Sri Lanka’s tourism arrivals grew far more rapidly than those of Nepal over
the 2009-2012 period, achieving average annual growth levels of 25%
compared to Nepal’s 16% per annum.
This resulted in Sri Lanka gaining 417,000 additional visitors per annum over
this period compared to Nepal’s 293,000 additional visitors.
Importantly, more than 75% of additional visitors attracted to Sri Lanka were
from affluent long-haul markets in Europe, North America and Australia.
This comparison suggest that general holiday travellers from traditional
markets are having a growing appetite for South Asia and Nepal may have
much to gain by broadening its product range and gearing its services to
cater for such travellers.

(2) Visitor segments
Table 55 and Figure 53 provide a breakdown of the purpose of visitation of foreign
travellers in 2012:
The key patterns are evident from this analysis:


The holiday/leisure segment was by far the largest contributor of foreign
arrivals, contributing more than 47% of all arrivals in 2012. India and China
jointly contributed about 30% of all arrivals in this segment, with North
America (9%), Japan (5%) and the UK (5%) adding a further 20% of arrivals.
This segment was particularly strong in the Chinese market, comprising 73%
of all arrivals from China. Japanese arrivals also contained a high proportion
(68%) of holiday visitors.



Pilgrimage was the second largest source of arrivals and almost 15% of (air)
arrivals from India, 60% of arrivals from Sri Lanka and 45% of arrivals from
Thailand visited primarily for pilgrimage purposes and these three countries
comprised almost 75% of the pilgrimage market in 2012.



Trekking and mountaineering attracted about 13% of total arrivals and was
the primary purpose of visiting for between 20% and 35% of visitors from
most long haul destinations in Europe, North America and Australasia.
Visitors from Germany, France UK, North America and Australia displayed a
particular preference for trekking and mountaineering and collectively they
contributed almost 50% of arrivals in this segment.



Business and MICE travel (Meetings, Incentives, Conventions and
Exhibitions) comprised a very small share of arrivals with Indians comprising
almost 45% of business arrivals and more than 53% of MICE arrivals in 2012.



“Other” purposes, including official visits for professional, security,
employment and other reasons, comprised a further 21% of arrivals, with
India (36%), China (7%) and the USA (6%) contributing the bulk of visitors in
this segment.
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Table 55: International arrivals by main source markets and purpose, 2012
Holiday/ Leisure
Source Market

Trekking/
Mountaineering
% % 

Business

No

%

%

No

India

58481

35.3

15.4

3430

2.1

3.3

11139

6.7

China

53096

73.9

14.0

3164

4.4

3.0

2245

USA

26437

54.0

7.0

8371

17.1 8.0

Japan

19625

68.5

5.2

3621

UK

19214

46.5

5.1

Sri Lanka

15805

22.7

S-Korea

14768

Germany

Pilgrimage

Total

No

%

%

No

%

%

No

%

%

No

% Total

44.9

24432

14.7

22.2

7241

4.4

53.1

61092

36.8

35.9

165815

20.6

3.1

9.1

1393

1.9

1.3

308

0.4

2.3

11655

16.2

6.8

71861

8.9

1370

2.8

5.5

2382

4.9

2.2

635

1.3

4.7

9790

20.0

5.8

48985

6.1

12.6 3.4

972

3.4

3.9

487

1.7

0.4

289

1.0

2.1

3648

12.7

2.1

28642

3.6

10945

26.5 10.4

1074

2.6

4.3

1678

4.1

1.5

602

1.5

4.4

7781

18.8

4.6

41294

5.1

4.2

2205

3.2

2.1

199

0.3

0.8

40988

59.0

37.3

303

0.4

2.2

9976

14.4

5.9

69476

8.7

56.8

3.9

2654

10.2 2.5

1060

4.1

4.3

2818

10.8

2.6

112

0.4

0.8

4592

17.7

2.7

26004

3.2

13674

45.0

3.6

10402

34.2 9.9

644

2.1

2.6

774

2.5

0.7

225

0.7

1.6

4690

15.4

2.8

30409

3.8

France

13514

46.9

3.6

9964

34.6 9.5

397

1.4

1.6

684

2.4

0.6

127

0.4

0.9

4119

14.3

2.4

28805

3.6

Thailand

12976

35.4

3.4

1391

3.8

1.3

228

0.6

0.9

16458

44.9

15.0

179

0.5

1.3

5386

14.7

3.2

36618

4.6

Bangla

10830

64.6

2.9

303

1.8

0.3

354

2.1

1.4

125

0.7

0.1

425

2.5

3.1

4727

28.2

2.8

16764

2.1

Australia

10618

48.2

2.8

7199

32.7 6.9

380

1.7

1.5

526

2.4

0.5

214

1.0

1.6

3093

18.7

1.8

22030

2.7

Netherlands

9265

60.0

2.4

3111

20.1 3.0

218

1.4

0.9

440

2.8

0.4

78

0.5

0.6

2333

15.1

1.4

15445

1.9

Italy

8984

61.5

2.4

2734

18.7 2.6

191

1.3

0.8

259

1.8

0.2

106

0.7

0.8

2340

16.0

1.4

14614

1.8

Spain

8758

60.2

2.3

2889

19.9 2.8

153

1.1

0.6

687

4.7

0.6

68

0.5

0.5

1994

13.7

1.2

14549

1.8

Canada

6942

51.4

1.8

3199

23.7 3.0

295

2.2

1.2

523

3.9

0.5

236

1.7

1.7

2312

17.1

1.4

13507

1.7

Malaysia

6405

54.4

1.7

1136

9.6

1.1

582

4.9

2.3

1348

11.4

1.2

164

1.4

1.2

2145

18.2

1.3

11780

1.5

Other

70235

47.9

18.5

28297

19.3 26.9

3284

2.2

13.2

13852

9.5

12.6

2334

1.6

17.1

28492

19.4

16.7

146494

18.2

Total

379627

47.3

100

105015 13.1 100

24785

3.1

100

109854

13.7

100

13646

1.7

100

170165

21.2

100

803092

100

No

% % 

Other140

MICE

(Source: MoCTCA, 2012)
140

“Other” includes Official visitors, MICE, Unspecified and any other purpose
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Figure 53: Source market composition of main tourist segments to Nepal, 2012
Holiday/Leisure

Trekking/Mountaineering
3% 3%

15%

19%

8%
27%
3%

2%
2%
2%
2%
2%
3%
3%
3%
4%

14%

7%
5%
4%

4% 4%

10%
1%
3%
3%
3%
3%

2%
3%
10%
7%

5%

0%
1%

Pilgrimage

Total

13%

18%

22%

15%

9%

2%
2%

21%

1%
2%
2%
2%
2%
3%
2%

3%

9%

6%

5%
4%

4%
4%

37%

(Source: MoCTCA, 2013)
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Table 56 and Figure 54 provide and indication of trends in segment arrivals over the
past decade.
Table 56: Trends in purpose of visit, 2000-2012

Year

Holiday/

Trekking/

Leisure

Mountaineering

No

2000

%

AGR%
3 yrs

255889 55.2

2003

No

%

118780 25.6

AGR%
3 yrs

Business
No

AGR%
3-yrs

%

29454 6.4

Other141

Pilgrimage
No

%

15801 3.4

AGR%
3 yrs

No

%

43722 9.4

TOTAL

AGR%
3 yrs

No

AGR%
3 yrs

463646

97904 29.0 -27.4 65721 19.4 -17.9 19387 5.7 -13.0 21395 6.3 10.6 133725 39.5 45.2 338132 -10.0

2006

145802 38.0 14.2 66931 17.4

2009

140992 27.6

2012

379627 47.3 39.1 105015 13.1

-7.6 24785 3.1

2000-2012

123738 36.5

-1.0 -4669

0.6 21066 5.5

-1.1 132929 26.1 25.7 22758 4.5

3.3 -13765 -4.1

(Source: MoTCA, 2013)

2.8 59298 15.4 40.5 90829 23.7 -12.1 383926

4.3

2.6 51542 10.1

9.9

-4.6 161735 31.7 21.2 509956

2.9 109854 13.7 28.7 183811 22.9

-

4.4 803092 16.3

-1.4 94053 27.7 17.5 140089 41.3 12.7 339446

1.4

4.7

AGR = Average Annual Growth Rate

The following key trends are evident:
 Holiday and leisure: This segment has grown at an average rate of 3.3% per
annum since 2000 and Nepal received 123,738 more holiday visitors in 2012
than in 2000. Holiday and leisure arrivals took a nosedive during the conflict
period between 2000 and 2003. The segment picked up well following the
peace process between 2003 and 2007 and thereafter it once again declined
during the global economic downturn. However, holiday and leisure arrivals
have increased sharply over the past three years, primarily driven by
improved air access, resulting in increased arrivals from India and China.

141



Trekking and mountaineering: This segment has declined at an average rate
of -4.1% per annum since 2000 and Nepal received 13,765 (11.6%) fewer
trekker and mountaineers 2012 than in 2000. Similar to holiday and leisure
arrivals the segment declined by almost 18% per annum over the conflict
period. It took some time to recover and remained at about the same level
between 2003 and 2006, whereafter it picked up sharply between 2006 and
2009, reaching a record number of almost 133,000 in 2009, almost equal to
the holiday and leisure market, which had declined over this period. However,
the segment once again declined sharply during the global economic
downturn and although a good annual growth of 21% was recorded between
2011 and 2012 the average annual decline over the last 3 years was 8% per
annum, leaving the sector with almost 28,000 trekkers and mountaineers in
2012 compared to 2009.



The pilgrimage market has largely followed the same trend as holiday and
leisure travel and from a low base in 2000 the market has grown sharply over
the past three years with almost 40,000 more pilgrims visiting Nepal in 2012
compared to 2000. As indicated previously this market is mostly comprised of
Sri Lankan, Thai and other Buddhists visiting Lumbini as part of the Buddhist
circuit and Indian pilgrims visiting the holy Hindu sites of Nepal. The Indian
pilgrimage market is grossly underestimated by these figures as the majority
of Indian pilgrims arrive through land border posts and are therefore
unaccounted for.

“Other” includes Official visitors, MICE, Unspecified and any other purpose
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Figure 54: Trends in segment arrivals and visitor services, 2000-2012
% Segment Share of Arrivals, Various Years,
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Demand vs. supply: Considering the growth trends highlighted above it
appears that tourism supply in Nepal has not capitalised effectively on
demand patterns. Figure 54 indicates that there has been virtually no
increase in higher end accommodation supply during recent years to
capitalise on the sharp growth in holiday arrivals recorded during the past
decade and the past three years in particular. Even the one and two-star
categories have not expanded significantly. Tourist class (budget level) hotel
rooms have increased by about 1,000 (more than 18%) between 2010 and
2012. In contrast to the decline in the trekking market both registered trekking
agencies and trekking guides have increased by more than 20% over this
period. These trends are indicative of market failure conditions and structural
challenges in the industry. While political uncertainty may be at the root cause
of lagging investment in higher quality hospitality stock this is most probably
not the only reason for supply failure. Further investigation is required to
ascertain the cause of such apparent demand-supply mismatch and to come
up with remedies in this regard.

(3) Visitor yield
Visitor yield trends refer to the ability of Nepal to extract value from visitors arriving in
the destination. As indicated in section 2.5.2 (1) the revenues extracted per visitor to
Nepal lag behind most other destinations in the world and the region. Four key
factors influence visitor yield, namely expenditure per day, length of stay, spread of
tourism through a wider range of areas and products and seasonal fluctuations in
arrivals, as high seasonality leaves hospitality facilities and services underutilised
during some periods of the year while operating at high capacity during busy periods.
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(a) Expenditure
Visitor expenditure data is extremely scant and the last (and only) visitor profile and
expenditure survey was conducted by NTB in 2008. This survey revealed the
following expenditure information by source region of arrivals:
Table 57: Visitor expenditure (USD) by region or origin, 2008142
Region
NA
WE
Asia
Auss EE
India
SAARC Total
Accommodation
286
288
252
378
294
159
181
266
Food & drinks
203
207
187
265
166
125
156
193
Transportation:
83
51
59
40
61
20
45
53
Domestic Airfare
Transportation:
67
75
75
38
301
74
47
81
Local
Recreation, culture
15
9
12
9
9
31
121
16
Entrance fees:
13
17
29
8
16
3
5
18
palace, museum
Permits: Trekking
29
25
27
13
13
1
2
22
Shopping
238
217
168
78
155
106
111
183
Communication
14
17
17
4
7
14
10
15
Guide fee
30
50
59
35
44
5
18
44
Tips
34
28
37
27
12
8
13
28
Others
16
4
10
0
5
4
6
7
Average expenditure
1029
990
932
895
1082
550
715
925
per visitor (USD)
15
17
12
19
12
7
7
14
Length of Stay
Average
67
58
78
47
89
82
99
65
expenditure/ visitor
per day (USD)
Projected
75
65
88
53
100
92
111
73
expenditure per day
2012 (USD)
(Source: NTB, 2008)
NA=North America;
WE=Western Europe EE=Eastern Europe
SA=South Asia SAARC=South Asian Association for Regional Cooperation

Since the period when the survey was conducted in April-May 2008 the Nepal Rupee
depreciated by approximately 32% from NRs65/1USD to about NRs86/1USD 143 .
During this period inflation average around 10.1% per annum, resulting in a total
inflationary increase of about 45% over the period mid-2008 to end 2012. This
means that the effect of currency depreciation has been more than offset by inflation
and that visitor expenditure could be expected to have grown at about 13% in real
USD terms over this period. The estimated daily expenditure figures for 2012 are
indicated in the last row of the table.
The table illustrates that visitors from long-haul markets in North America, Western
Europe and Australia spend in total between 70% and 85% more than visitors from
India and between 25% and 45% more than visitors from other SAARC countries.
The primary reason for such higher total expenditure is the higher length of stay of
such long-haul travellers. However, when considering daily expenditure Indian
visitors and those form SAARC countries and Asia outspend long haul travellers. The
reason may be the fact that the majority of long haul travellers come to Nepal for
142
143

NTB, 2008: Departing Visitors Survey, Final Report (last exit survey conducted)
Nepal Rastra Bank, 2013
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trekking while Indian and SAARC visitors mostly come for non-trekking holidays, as
is borne out by the average expenditure on trekking permits and the fact that average
daily expenditure on aspects like accommodation, food and drink, recreation and
culture and local transport is higher for SAARC visitors than for long-haul travellers.
(b) Length of stay
Figure 55: Major source markets ranked by length of stay, share of bednights
contributed and share of total estimated visitor expenditure, 2012
Major Markets: Ranked by % Share of Visitor
Nights and Arrivals

Major Markets: Ranked by Average Length of
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Figure 55 indicates the average length of stay of various markets in 2012. The figure
demonstrates:


A large difference in average days stayed in Nepal between the long haul
markets from North America, Europe and Australasia and the Indian and
Asian markets, with these market staying between 2 and 3 times longer than
the Asian holiday and pilgrimage markets.



As a result the percentage share of bednights compared to share of arrivals is
4% higher for the USA, 3% higher for the UK and between 1% and 2% higher
for Germany and Australia. India (-4%), Sri Lanka (-4%) China (-2%),
Thailand (-almost 2%) have lower shares of bednights compared to their
shares of arrivals.



While India remains by far the largest contributor of both bednights and
arrivals, the USA and UK moves ahead of China and Sri Lanka in share of
bednights, while both these markets lag behind China and Sri Lanka in share
of arrivals.



When multiplying the total number of bednights contributed by each major
source market with their average visitor expenditure per day (according to the
figures presented in Table 57, a total estimated expenditure contribution is
calculated for each major source market. This contribution is presented
graphically in Figure 55 and provides an indication of the real value
contribution of the various source markets. India offers twice as much value
as any other market, followed by the USA, China and the UK. Germany and
France are also high value markets, while the Buddhist pilgrimage markets
offer less value mainly due to their short length of stay in Nepal.

(c) Seasonality
Figure 56 demonstrates the major seasonal fluctuations in arrivals through the year.
The figure illustrates the severe seasonal fluctuation of various markets during the
course of the year. The following trends are of particular importance:


Overall arrival trends throughout the year illustrate that seasonality is deep
seated with monthly arrivals ranging from around 80,000-90,000 in March,
October and November to around 50,000 during May, June and July.



When excluding arrivals from India seasonality the gap is even wider with
monthly arrivals ranging from between 70,000 and 80,000 in March, October
and November to between 30,000 and 40,000 during May, June and July.



Fortunately for Nepal arrivals trends from India are converse to those from
the rest of the world with arrivals peaking at between 15,000 and 25,000 per
month over the period May to July.



Arrivals from China also have a remedying effect on seasonality, with growing
arrivals during the “shoulder” season of July to September and high arrivals
during the January Chinese New Year period when arrivals from other
markets are mostly limited.
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Figure 56: Seasonality trends and profiles, 1992-2012
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(Source: MoCTCA, 2013)

(d) Visitor spread
Official tourism figures are unfortunately only available at national level and except
for figures relating to the number of permits issues in protected areas no official
figures are available regarding tourism concentrations at local level.


The available figures indicate that tourism is concentrated in a few key
centres, e.g.:
o
o
o



54% of all trekking area permits were issued for two controlled trekking
areas namely Mustang and Manaslu.
Almost 75% of the 313,126 visitors to the 17 protected areas in Nepal
visited two areas, namely Annapurna Conservation Area (102,570) or
Chitwan National Park (130,364) during the 2011/2012 financial year.
More than 136,000 visitors visited Lumbini in 2012.

Tourism supply is clearly heavily concentrated in Kathmandu Valley and
Pokhara, with further limited concentration of services around Lumbini and
Chitwan Accommodation and other facilities are poorly represented in other
areas of Nepal.
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(4) Visitor demographics
Figure 57 provides an indication of gender and age of visitors – other demographic
information like income; occupation and education levels are not available.
The main patterns and trends emerging from the analysis are:


There is a male bias in arrivals and this gender gap has widened between
2007 and 2012. It appears that the gap is largest during May, June and July
when visitation from India peaks and the percentage of male visitors reaches
close on 60% and lowest during October and November during the peaks
season for long-haul markets.

Figure 57: Age and gender of visitors, 2012
% Share of Arrivals by Gender and Month, 2012
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Around 60% of visitors to Nepal are younger than 45 years, although the
proportion in this age bracket has declined slightly over the past decade in
favour of older visitors in the 61+ years category.
The proportion of visitors below 45 years is highest during January and July,
the peak arrival months for Chinese and Indian visitors. During this period the
proportion of children below 15 years also increases, suggesting a fair
increase in families with children visiting Nepal from India.
The proportion of visitors older than 45 years increases significantly during
October and November, the peak season for long-haul visitors and this trend
is indicative of the aging populations in Europe and other developed
countries.
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(5) Evidence relating to current marketing programmes
Table 58: NTB Exhibition, sales missions and media visits, 2012/13
Country

Activity Type

B2B and B2C
Exhibitions
India

Sales Missions

France
Japan
USA
Singapore/Asia

Media trips
B2B Exhibitions
Media trips
B2B Exhibition
B2B Exhibition
B2B Exhibition
B2B and B2C
Exhibition

China
Consumer promotion
UK
Netherlands
Spain
Germany
Italy
Thailand

Media
B2B Exhibition
B2B and B2C
Exhibition
B2B Exhibition
B2B and B2C
Exhibition
Media visit
B2B
B2B and B2C
Exhibition
VIP
Media visit

Australia
Russia
Bangladesh

Malaysia

B2B and B2C
Exhibition
B2B
B2B and B2C
Media visit
B2B and B2C
Media and tour
operator fam
TV crew

UAE
Korea
Norway
Denmark
Argentina
Canada
Belgium
Finland
Netherlands

B2B
B2B and B2C
Media visit
Media visit
TV crew
TV crew
Media visit
Media visit
Media visit

Scotland

Media visit

Activity

Participation

6 x TTF: Ahmedabad Surat Chennai
Bangalore Mumbai Kolkata
India Outbound Corporate & MICE
Travel Mart, Delhi
India Outbound Corporate & MICE
Travel Mart, Mumbai (B2B)
SATTE, Delhi (B2B)
IITM, Pune
South India, Central/West India East
India Border Towns
Mumbai Press Club
Top Resa, Paris
1 x Television cast
JATA World Travel Fair
OTM San Francisco
ITB Asia
CITM, Shanghai
COTTM, Beijing
GITF, Guangzhou
ITE, Hong Kong
1,000 passengers visit during Golden
Week
Travel journalist visit
WTM, London

4–8
participants/event
3 participants

Vakantiebeurs, Utrecht

8 participants

FITUR, Madrid
CMT, Stuttgart
ITB, Berlin
GTH Media
BIT, Milan

15 participants
6 participants
21 participants
5 participants
4 participants

TITF, Bangkok

4 participants

Nepal-Thai Chamber of Commerce &
Industry
NBT Channel (Channel 11)
Travel Media Magazine

2 participants
9 participants
5 participants
5-6 participants
per mission
11 journalists
3 participants
3 participants
5 participants
6 participants
8 participants
13 participants
7 participants
1,0000
consumers
10 travel media
18 participants

9 participants
5 participants
3 participants

Adventure Travel Expo, Melbourne

3 participants

MITT, Moscow
DTM, Dhaka
Alpha-I Media
MATTA, Kuala Lumpur

3 participants
2 participants
2 participants
7 participants
6 Media
42 trade

Malaysian Airlines
Astro Oasis TV Station, filming 3
episodes of TV series
ATM, Dubai
KOFTA, Seoul
Vi Menn Magazine
Vagabound Magazine
Channel 13
Evasion TV
Travel journalists
Vision Fly Fishing
Spits media
th
80 anniversary of first flight over Mt
Everest

402

7 persons
8 participants
2 participants
2 persons
1 person
3 persons
6 persons
4 persons
2 persons
2 persons
3 persons
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Turkey

Media visit

14 persons

Table 59: Website visits by country, October 2012-October 2013
Tourism arrival
statistics

Website statistics
Country / Territory
India

Annual Web
Visits

% of Total
Web Visits

Annual %
Growth

% of
Arrivals

Annual
Growth%

115180

21.79

120.37

20.5

10.91

United States

70767

13.39

44.81

6.08

14.25

Nepal

65028

12.30

132.73

-

-

United Kingdom

31361

5.93

70.28

5.12

5.63

Australia

23319

4.41

93.82

2.73

11.12

Malaysia

15201

2.88

44.17

1.46

59.59

Canada

13980

2.64

42.23

1.67

18.44

Germany

9947

1.88

85.65

3.77

10.69

China

7730

1.46

90.30

8.92

16.06

Italy

6326

1.20

9.46

1.81

15.79

France

5997

1.13

103.50

3.57

7.80

25716

4.87

107.71

27.28

7.38

Unknown

403

The National Tourism Strategy Plan for Nepal – 2014 - 2023

Appendix 2.8.1 Analysis of the Nepal Tourism Policy 2065

Source: Analysis based on Tourism Policy, 2065

Policy for tourism development
a

Master plans shall be formulated for the development of tourism industry along with the concept of regional development and such shall be
implemented while including them in periodic plans and annual programmes.

b

Rural tourism shall be developed as a sub-sector of tourism management. Appropriate inclusive and cooperative structure shall be formed and
developed in order to share the benefits of tourism management among deprived groups including women, Madhesi, indigenous and ethnic groups
who were not included in the development process of the country.

c

Internal tourism shall be projected as a sub-sector of tourism management.

d

Tourism industry shall be categorised in a special manner on the basis of nature of services provided by tourism industry, and shall be categorised
into large, medium and small scale industries on the basis of capacity of services to be provided by the tourism industries.

e

Investment in large-scale tourism industries shall be opened for public and private partnership through national and international investors, and
investment in medium and small-scale tourism industries shall be opened on the basis of priority for national investors on the basis. Tourism
infrastructure development shall be implemented with the legal concept and mechanism of Build, Own, Operate and Transfer (BOOT) model.

f

Aviation sector, which plays vital role in infrastructural development of tourism sector, shall be made safe, regular and reliable.

g

The role of private sector shall be encouraged in the tourism sector, while the role of government in the development of this sector shall be that of
facilitator, regulator, coordinator and motivator in the construction of large infrastructures and in the development and expansion of tourism services or
tourism product.

h

Programmes, such as development and management of human resources, formulation and implementation of master plans and collection and use of
data shall be implemented in coordination with the private sector, for quantitative and qualitative enhancement of tourism service.

i

In the development, construction and operation of tourism infrastructure, implementation aspect thereof shall be made effective, while environment
conservation aspect shall be given priority.

j

Modern information technology shall be used for the marketing of tourism enterprises.
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k

Necessary arrangements shall be made for the facilities and safety of tourists.

l

Different types of facilities and concessions shall be provided in order to establish tourism industry as a basic industry.

m

Relationship between entrepreneurs and workers involved in tourism industry shall be made harmonious.

n

Legal, institutional and procedural provisions relating to tourism shall be improved, for the development, expansion, promotion and coordination of
tourism.

o

Implementation of different activities related to tourism industry and the development, construction and expansion of its infrastructure shall be carried
out in integrated way through coordination with concerned ministries and agencies.

p

A high-level Tourism Council and Tourism Development Coordination Committee shall be formed for the effective implementation of Tourism Policy
and coordination among the ministries and concerned agencies.
Scale
0-4

Policy implementation

Remarks

Action Policies: Promotional

1

To attract maximum number of tourists in Nepal and to give continuity to this trend,
besides different kind of attractive programmes, specific year or period shall be
presented as Visit Nepal Year of Tourism year.

2

2011: Visit Nepal
2012: Visit Lumbini
2013: Investment year (for all sectors)
First two year of the policy nothing has been
declared and nothing has been planned for the
future either

2

To make the tourism of Nepal congenial to all seasons, tourists desirous to come to
Nepal and the airlines transporting them during off-season shall be provided with
special facilities.

0

No incentive have been given

1

Tour operators have been given financial
incentive if they organise seminar or meetings
with more than 100 external visitors – just for the

3

Tourism entrepreneurs shall be encouraged to prepare and present a complete
package programme from entry to exit of the tourists as per targeted categories, after
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studying international market and by dividing them into different groups.
4

5

6

7

8

9

10

11

A coordinating role among the tourism entrepreneurs (especially travel, trekking agents
and hotels) shall be played for the enhancement of healthy competition and
cooperation between them.
While concluding air services agreement with targeted tourism sources or tourist
originating countries, provisions in support of mutual tourism promotion shall be
included.
Bilateral tourism agreement shall be concluded especially with the countries having
direct air services and tourists originating countries in order to increase tourism
activities on the basis of mutual benefit.
Cooperation and coordination between tourism entrepreneurs and airlines operators
shall be encouraged.
Various promotional programmes shall be operated, in addition to the traditional market
of tourist coming to Nepal, in order to attract tourists from neighbouring countries,
member countries of South Asian Association for Regional Cooperation (SAARC) and
Bay of Bengal Initiative for Multisectoral Technical and Economic Cooperation
(BIMSTEC) and from places within short distances and connected by air and land
transport.
In order to establish the image of Nepal in the global tourism market, 'branding' of
Nepal shall be carried forward in an appropriate manner as a comprehensive tourism
heritage and tourist spot.
Bilateral and multilateral foreign assistance shall be mobilised for the development,
expansion and improvement of tourism and related infrastructures and for other propoor, rural and ecotourism related programmes. Local government, as well as nongovernmental organisation shall be encouraged for programmes like public
awareness, human resource development and trainings through this process.
Bilateral and multi-lateral assistance shall be mobilised in order to encourage private
sector for the development of tourism industry.
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MICE sector not all the other sectors
0

Not organised

2

An agreement has been reached with some
airlines
This is unclear regarding provision for mutual
tourism promotion support

0

2

Meetings called but nothing substantial has
come out of these
Cannot measure this properly

2

Participate in workshops, trade fairs and regional
initiatives in neighbouring and other countries in
the region
Taken private sector to foreign target
destinations
But no real follow up

2

Haven’t rolled out the brand well
Accepted by industry but not well adopted, not
educated the industry
Applied to the printed material of NTB

2

Attracting some funds for TIDP projects and
Buddhist Circuit initiative
Improving infrastructure under ADB support
Assistance from China

1

Only IFC deals with private sector tourism
development – no loans in the last 5 years
Long term financial resource for tourism
development is constrained
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12

Multi-lateral development partners like World Tourism Organisation, United Nation
Development Programme, Asian Development Bank, World Bank shall be motivated to
invest in tourism infrastructure development as well as in the sector that improves living
standard of local people.

2

UNDP funding in tourism till 2010, World Bank
and ADB still involved

13

Foreigners who have earned fame by ascending different peaks of Nepal,
internationally renowned persons with positive thought about Nepal and people from
other sectors who love Nepal, shall be recognised as Friends of Nepal and help shall
be sought from them for tourism promotion through words of mouth. An arrangement
shall be made to provide concession to Friends of Nepal in the visa fee while coming to
Nepal in the course of tourism promotion. Renowned Nepali shall be involved in the
tourism promotion in an international level.

0

Not been implemented

1

None developed though there is an incentive for
MICE tourism in 2011 and 2012 for bringing
more than 100 tourists – the programmes has
been discontinued

15

Non Resident Nepalese residing in foreign countries and their institutions shall be used
for promotion and publicity of tourism of Nepal. Institution and Non Resident Nepalese
sending more number of tourists to Nepal, promoting tourism and contributing towards
increasing the investment in tourism sector shall be made rewarded and facilitated as
encouragement.

2

Some NRN and organisations are used in the
promotion effort at fairs (honorary ambassadors,
etc.) but no rewards have been provided

16

An arrangement shall be made for simple visa procedure for tourists visiting Nepal. A
special arrangement on the basis of reciprocity shall be made for the citizens of Bay of
Bengal Initiative for Multi Sectoral Technical and Economic Cooperation (BIMSTEC)
and South Asian Association for Regional Cooperation (SAARC).

3

Visas procedures are simplified
Special arrangement Applies to SAARC but not
to BIMSTEC

17

Provision of issuance of on arrival visa at the entry points to tourists entering into Nepal
shall be made effective.

4

This is issued on arrival

18

Arrival and departure procedures at international airport shall be simplified and well
managed.

1

Now there is a green and red channel for
customs but when several planes arrive at the
same time it is very cumbersome

0

Provision in law but not applied

14

19

Attractive national level recognition and concession package shall be arranged for the
national and international person or institution contributing substantially for increase in
the number of tourists visiting Nepal.

Resident visa shall, as an honour, be issued to foreign investors and his/her dependent
family members investing specific amount at once in the tourism industry in Nepal, as
long as his/her investment exists.
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20

An arrangement shall be made to issue residential visa for elderly tourists and his/her
dependent family from the tourist originating countries, who come to stay in Nepal for a
longer period, enabling him/her to remit certain sum of foreign currency through
banking channels.

0

Not applied

21

Nepal Tourism Board shall be directed to promote tourism by effecting Study and
research on the current situations, progress and future prospects of tourism market of
Nepal.

1

Study on Indian visitors 3 times and an exit poll
at the airport once
Should be doing more market research

22

Programmes such as Fêtes, fairs and interactions at public level shall be organised at
different places for generating awareness on tourism activities. A policy shall be
adopted to provide technical support to such programmes organised at the initiation
and organisation of local government as well as local level, and to include such
activities in the calendar regularly for the assistance in other promotional activities.

2

Done in five different regions

23

National and international Non-Governmental Organisations shall be encouraged to
raise public awareness on tourism and for social mobilisation.

2

Two projects are under implementation

Rural Tourism

24

Effective programmes shall be implemented on rural tourism affiliating it with poverty
alleviation.

1

There is no Government programme for rural
tourism
NTB conducts some training
However, it may be considered that this sector is
already progressing and needs no significant
Government intervention. One Homestay
Conference done in Pokhara

25

Tourism entrepreneurs shall be encouraged to attract the tourists of higher income
group towards rural tourism.

0

No specific strategy or programme

26

Tourism entrepreneurs shall be encouraged to formulate necessary packages to
integrate the tourists interested in national parks and wildlife reserves with ecotourism
as well as rural tourism.

0

No specific strategy or programme

27

Tourism infrastructure, of the nature that creates opportunity of self-employment for
local people of rural areas and improves their standard of living by increasing their level
of income, shall be developed sustainably.

0

No specific strategy or programme

28

A policy shall be adopted to advance the benefit derived from tourism to local

0

No specific strategy or programme
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community through the integration of local products with tourism promotion.
29

A mechanism shall be drawn and developed to provide access of poor, women, ethnic
community, Madhesi and other communities, who was not included, to the benefits of
tourism through rural tourism.

0

No specific strategy or programme

30

The tourism activities in the leadership of women or conducted by women group shall
be promoted with special encouragement.

0

No specific strategy or programme

31

Established tourism heritage including new tourism heritage developed in the rural
areas shall be publicised with high priority.

2

32

A specified portion of the income earned from tourism spot of the rural areas shall be
spent at the local level for tourism infrastructure, environmental conservation and social
sector.

2

Five regional product festivals organised but no
follow-up of outcomes achieved – creating
awareness but not business
Regulation is in place but implementation is
patchy, for example Solukhumbu has not
received any share in the last two years. Same
situation in Mustang, etc.
Guidelines on how to invest the money is being
prepared but not released as of yet

33

Appropriate arrangement shall be made for the marketing of original and traditional
handicrafts and gift items produced by local community.

0

No specific strategy or programme from the
government; some private sector initiatives

34

A policy shall be adopted for 'one place one identity' while creating separate special
identity of tourism heritages of different places.

0

No specific strategy or programme

35

Rural tourism spot shall be developed at the villages of Nepal with prospects for tourist
spots on the basis of local participation.

1

36

Subsequent to the selection of tourism villages in Nepal, Home Stay Village Tourism
for tourists for a specific period shall be encouraged.

3

Some district plans have been formulated with
NTB support but little implementation. Some
initiatives led by NGOs and INGOs.
Government is facilitating and supporting
initiatives but is not proactive
2010, Homestay Guidelines prepared;
registration of homestays; conference organised

37

Different activities and programmes shall be implemented for the exploration of
important tourist destination from tourism point of view, infrastructure development and
their operation.

2

Study done by TAN through TIMS fund and
some infrastructure development carried out

38

Of the potential villages with original attraction at local level, at least one village shall
be developed and promoted as a tourism village every year.

0

No specific strategy or programme
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39

By extending tourism to villages, activities that directly benefit local poor families,
backward communities, women, unemployed and semi-employed shall be
implemented.

1

No specific activities by the government is
designed to achieve this; some training by Nepal
Tourism Board

40

In addition to social mobilisation through working group and community organisations
at the local level, financial resource shall be mobilised for infrastructure development
through local authorities and Government of Nepal.

0

No financial resources mobilised

41

Arrangement shall be made to operate public awareness programmes through audiovisual and other appropriate medium in order to create public awareness on the
importance of tourism and benefits therefrom.

1

A few activities done such as brochures,
advertisement, TV spots but sporadic and no
real strategy

42

Tourism activities shall be integrated with rural poverty alleviation, by encouraging local
authorities, private resources and NGOs to operate programmes relating to community
based tourism management.

1

A few initiatives as mentioned earlier

2

Some promotional activities relate traditional
heritage and local fairs to areas of Nepal
Development of some heritage trails carried out
earlier through previous projects but initiative not
continued

1

Advertisements and Local Travel Concessions

2

Nepalese tourists are recognised in the Tourism
Acts 2035 (second amendment 1991) but Acts in
other sectors not amended accordingly such as
the Transport Sector

0

No specific strategy or programme

0

No specific strategy or programme by
Government although the private sector have
developed some packages. Packages and travel
leave not connected

2

Done by NTB and MoCTCA staff

43

By preserving the heritage based on traditional knowledge of indigenous and ethnic
groups in the community, such shall be integrated in the development and promotion of
tourism.

Domestic Tourism
44
45

46

47

48

Development and expansion of internal tourism shall be emphasised.
Nepalese nationals travelling from one place to another within the country shall also be
recognised as internal tourist.

Nepali tourists shall be encouraged to travel to various tourist spots of mountains, hills
and terai.
In order to attract internal tourists, travel packages shall be developed in coordination
with private sector, and to motivate civil servants in internal tourism, arrangement on
travel incentive leaves, educational and excursion tours shall be encouraged.
To attract human resources working in all sectors towards internal tourism, local travel
encouragement programmes with specific concession and privilege leave shall be
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commenced.
Diversification, Expansion and Development of Tourism
1. Professional tourism
49

50

Organisation of professional activities shall be encouraged in Nepal, through meetings,
conventions, trade fairs, cultural festivals and constructive and promotional tourism
activities.
Establishment of offices of different levels of international organisations and
institutions, and convening of their meetings and convention in Nepal shall be
encouraged.

2

In 2011, Government produced and promoted
incentive packages for MICE operators
NTB organise trade fairs (regionally and
nationally)

0

No specific strategy or programme to promote
MICE tourism in the international market

2. Mountaineering
51

Nepal shall be developed as a prime destination in mountaineering sector, by making
mountaineering better managed and more eco-friendly.

2

Study on mountaineering management has been
completed in 2013, still to be implemented

52

Mountaineering royalty shall be waived for some time for those potential regions, which
still do not have access form mountaineering point of view.

2

Some have been opened but some do not have
approved caravan route

53

Mountain peaks of Nepal shall gradually be opened for climbing.

2

Being opened but at a relatively slow pace

54

The mountain peaks, which are below specific altitude and considered easy to climb
from the technical point of view, shall be promoted as trekking peaks.

4

Heavily promoted by Government through NMA

3. Trekking Tourism
55

56
57

Trekking tourism of Nepal shall be made more safe, reliable and attractive as a prime
tourism heritage of the world.

Policy and other managerial works relating to trekking shall be included under the
jurisdiction of Ministry of Tourism and Civil Aviation.

To enhance the attraction of tourists of higher income group in trekking tourism,
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1

0
0

New regulation brought out for safety – no single
travellers to specific place known as dangerous
Nothing on ‘reliable and attractive’: meaning
unclear
Trekking permits is under Ministry of Home
Affairs
Tourism in National Parks in under Ministry of
Forests
Nothing has been done
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presently operational areas shall be better managed.
58

New routes shall be explored and developed for trekking, and priority shall be given in
government investment for this purpose.

3

No government investment
TAAN has been exploring new routes
SVN has developed 7 routes with TAAN

0

Nothing done
No training by NTB in the trekking areas

59

In order to make trekking tourism more safe, reliable and attractive, the existing efforts
in the fields of accommodation management, safety, etc. shall be made more effective
with the participation of local community. Trekking tourism shall be made more safe,
reliable and attractive.

60

For places, where facilities such as infrastructure and accommodation are not available
or inadequate, and which have special importance from the environmental point of view
and are considered sensitive from the security point of view, the policy to continue
maintaining them as controlled trekking areas shall be adopted. For this, arrangement
shall be made to permit tourists travelling in groups of specific number to travel only
through trekking agency, on the basis of trekking permit.

3

Continued from previous policy
The policy is being questioned by local
communities and private sector living and
working in these areas
Permits are expensive. USD 500

61

Except the controlled trekking areas, the remaining trekking areas shall be specified as
general trekking areas, and arrangement shall be made to permit individual or group
trekking in such areas.

4

This has been implemented

1

Being implemented by private companies
Strange policy action – does this mean the need
for training?

62

There shall be coordination of employees involved in trekking tourism, towards making
available minimum basic services and facilities at the tourist spots.

4. Rafting
63

By making rafting better managed as well as more professional and environment
friendly, Nepal shall be developed and extended as an attractive rafting destination.

0

No real changes noted due to the policy action

64

Policy shall be adopted to gradually open potential rivers and river-sections for rafting.

0

Nothing has been done on this

65

Legal provision shall be made to permit operation of rafting activities only in specified
rivers through licensed rafting agencies.

0

The need for permits has been removed so this
policy action is redundant

66

In addition to making rafting activities safe and reliable, appropriate mechanism shall
be developed, in coordination with the private sector, for emergency safety and rescue.
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0

No mechanism exists. Only the private sector
involved when there is an emergency
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5. Adventure Tourism
The private sector shall be encouraged to operate adventure tourism activities based
on land, water and air, such as canoeing, rafting, bungee jumping, paragliding, skiing,
sky diving and heli ski, in different areas of the country. Rivers, hills and mountains,
which are found to be potential and safe for adventure tourism, shall be utilised.
Provision shall be made for the concerned entrepreneurs to make arrangement for the
physical and financial security, including insurance, of those involved in tourism
activities.

2

A few activities added such as sip lines, rope
lines, bungees, canyoning, climbing etc. by the
private sector
No Government involvement

Local authorities and communities shall be encouraged in the operation of activities
that emphasise cultural tourism, by incorporating original cultures of various ethnicities.

2

Communities have been encourage through
development of homestays and community
based tourism (group of at least 10 people)
Local authorities not involved except in the
registration process

7. Religious Tourism
The religious tourism destinations of Nepal shall be developed as centres of spirituality
69
and pilgrimage, and such shall be regulated.

1

Not implemented but are being monitored and
managed during specific festivals

70

Lumbini, the holy birth place of Lord Gautam Buddha, shall be developed as the centre
of Buddhist religion and philosophy, international peace and spiritual peace, and shall
be promoted worldwide. Areas around Lumbini that related to the life of Buddha
(Tilaurakot, Ramgram, Devdaha, Kotihawa, Niglihawa, Sagarhawa, Araurakot, Kudan
and Sisaniya) shall be developed and promoted collectively as Buddhist Sub-Circuit.

2

Only done at Lumbini, not in the surrounding
area

71

Religious tourism shall be developed and extended, by identifying and developing as
well as preserving and promoting places of other religions that are important from
religious and tourism point of view.

0

67

6. Cultural Tourism

68

8. Sports Tourism

72

In order to attract high income group tourists for tourism promotion, golf, elephant polo,
cricket, football and so on, shall be promoted and organised in a coordinated manner.
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2

Elephant polo
Everest marathon, both already existed and still
continue
Nothing done for golf cricket or other events
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9. Casino
To attract high-income group tourists, casino shall be operated in a dignified manner.
73
10. Cinema Tourism
Cinema tourism shall be encouraged, by making available services through single
74
window system to foreign cinema producers who come to shoot movies in Nepal.

2

Government has passed a rule that casinos
should not be built within 5kms of the Indian
border

0

Nothing has been done on this

1

Done specifically in the medical sector

11. Education Tourism
75

Training and educational tour in different areas shall be encouraged, by marketing
quality educational institutions and providing training and education opportunity to
foreign students.

12. Health Tourism

76

While developing and promoting Nepal as a centre of homeopathy, spiritual practice,
meditation, yoga and natural treatment, and creating publicity of traditional treatment
system like the ayurveda, necessary study shall be conducted, in association with the
private sector, on the development of tourist residence centre, and infrastructure shall
be developed on the basis of such, and the development programme of other centres
related to health shall be carried out.

2

77

Special promotion shall be carried out in respect of the use of low cost treatment that
has been developed in the health care sector.

0

Not in Nepal

78

Special promotion shall be carried out in respect of the importance of stay in unique
natural places of Nepal for the taking of rest after the medical treatment.

0

Nothing has been done on this

1

‘One Village, One Product’ programme exists but
has not been linked to tourism

Private sector organises yoga, traditional
massage, meditation etc. Private sector has built
it own infrastructure
No study has been carried out for health tourism

13. Agro-Tourism

79

In order to increase the use of organic farming of local agricultural products in tourist
areas and routes, a programme shall be introduced, in coordination with Ministry of
Agriculture, to increase agricultural production in those places. Similarly, "One Village
One Product" programme shall be introduced in areas where special types of goods
are produced.
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Of the rural agro roads constructed in different parts of the country, potential roads
shall be developed as tourist routes that can be used especially for cycling.

2

Around Annapurna Conservation Area, not much
has been done in other areas.

81

Access to international regions shall be increased, by developing and operating second
international airport and regional international airports, in order to extend and simplify
aviation services that play a significant role in the infrastructure development of tourism
industry.

1

This has been studied, talked about but not
materialised yet

82

By extending the services of the national carrier, Nepal Airlines Corporation, which
helps to bring more number of tourists into Nepal, services of the corporation shall be
made more reliable, regular and effective.

0

No extension has been carried out

80

Development of Aviation Services

83

Aviation Service Agreement shall be expanded and developed with neigbouring
countries that help more number of tourists to come into Nepal.

3

Increased for both China and India but domestic
carriers have been given licenses but are not
flying

84

The national carrier, Nepal Airlines Corporation, shall be operated with the concept of
public private partnership.

0

Talked about but never happened

85

The government shall play the role of facilitator, regulator, coordinator and motivator in
the area of tourism promotion. The role of the government shall be mainly focused on
works such as tourism infrastructure, human resource development, security, rescue,
study-research and international coordination.

2

Not much in security (just Kathmandu and
Pokhara), rescue, study, research and
international coordination

86

Activities relating to tourism promotion shall be operated through Nepal Tourism Board
and other authorities, with the participation of the private sector.

4

Being done

Role of Government and Private Sector

Professional environment shall gradually be created in such manner that the private
sector shall operate and manage profit-oriented business related to tourism.
87

3

415

The environment is improving and Government
is working on policies and regulations to attract
businesses
Formed an investment board under the Office of
the Prime Minister for mega projects
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Human Resources Development

88

89

In order to improve quality in tourism services, the education and training programmes
related to tourism implemented by educational institutions and training centres
established by the government and private sector shall be made qualitative and
effective as per contemporary standards.
Policy shall be adopted to prioritise the involvement of domestic human resources in
large numbers in the tourism industry.

4

Private sector being promoted

3

Tougher regulations and international work
permit for foreigners to work in Nepal
However some specialists are necessary
because the HR skills are not available in Nepal

90

In addition to emphasising the development of human resources related to the tourism
sector, involvement of the private sector in this sector shall be promoted.

4

It is being promoted

91

Nepal Academy for Tourism and Hotel Management (NATHM), which produces human
resources for the tourism sector, shall be developed as the umbrella organisation, and
shall be developed, with participation of the public sector, as a center of excellence
producing effective human resources and shall be developed as an independent
institution regulated by a separate Act, which coordinates, monitors and regulates
human resources development programmes related to tourism.

2

The Umbrella organisation exists but a separate
act to make it an autonomous institutions was
not initiated

92

Education with higher academic degree along with different skill oriented short term
and long-term trainings related to tourism shall be diversified as per the demand and
such shall be extended to the areas of potential tourism areas. While implementing
such programmes, the programme that supports women, indigenous people, ethnic
community, Dalit, Madhesi and other backward community.

3

It is being implemented but a limited number of
training has been done in potential areas

93

Coordination shall be effected in order to include the subject of tourism in the
curriculum from school level for the development of human resources in tourism sector.

0

Not done

Environment Conservation and Sustainable use
94

Cultural and natural heritages shall be used sustainably.

2

Promoted well but not proactive

95

Priority shall be given to environmental conservation while constructing tourism
infrastructure and operating activities.

1

Regulation in place but not enforced. Community
takes charge

3

Priority is there but how? No code of conduct or
regulation

96

Priority shall be given to ecotourism.
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97

Water and other pollution limits shall be determined for the operation of rafting and
such shall be operated and regulated in accordance therewith.

0

The law is there but not enforced

98

Tourists shall be attracted towards conservation and reserve areas including national
parks and local participation shall be increased in their management, conservation,
operation and regulation.

3

Tourists are attracted only to limited areas
(Chitwan, Annapurna and Sagarmatha)

99

The tourism entrepreneurs operating eco-friendly enterprises shall be encouraged and
rewarded.

1

Encouraged but no reward policy

100

Bio-diversity and wild animal observation existing in the country shall be developed,
extended and promoted as tourism product.

3

In some of the protected areas

101

Measures shall be adopted to attract the tourists of high-income group towards rural
areas, who are attracted in national parks and wildlife reserves.

1

Partly done by the private sector
No Government involvement

2

Cleaning campaigns
Build bridges on trekking routes
But only in some mountain areas not specifically
for trekking routes

103

In order to maintain the environmental cleanliness of mountain peaks, trekking areas
and routes and rivers used for rafting used for tourism activities, and their sustainable
management, a separate directive relating to garbage management and environment
conservation shall be formulated and enforced for these areas.

3

Trekking area is not covered but expeditions and
climbing is well enforced
Recently reviewed the mountaineering
guidelines

104

Important physical, living heritage and archaeological sites shall be used for tourism
purpose through their preservation and development.

3

Done for World Heritage Sites

105

Local authorities, women, ethnic community, Madhesi, Dalit, backward regions and
local community shall be encouraged to preserve and conserve tourist spots at the
local level and intangible cultural heritage.

1

Done sporadically by the Culture Division

106

Local participation shall be encouraged in the identification, preservation and
development of religion, culture and folk tradition, which help tourism.

1

Done sporadically by the Culture Division

107

Activities relating to heritage development management and promotion shall be carried
out in coordination with local authorities. For this purpose, initiatives shall be taken in
forming district level heritage coordination committee under the leadership of District
Development Committee.

0

No committee being formed

102

The efforts of governmental, non-governmental organisations and private sectors in
order to keep trekking routes, base camps and mountain areas clean and pollution
free, shall be made effective and regular.
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108

Of royalty/ fee raised from the use of respective destinations/ heritage sites, certain
amount therefrom shall be arranged to spend on heritage preservation.

0

Does not happen

109

Mapping and publicity of tourist destinations shall be effected with the use of modern
information technology for the marketing of existing tourist areas and identification of
new areas in order to attract tourists into those areas.

2

Done through the website and Facebook but
static marketing

110

Priority shall be given for the establishment of communication network in order to make
an arrangement to provide services relating to provisions and information on air ticket,
hotel and travel/tours from foreign countries itself through tour operators to the tourists
intending to visit Nepal.

2

Private sector does it
Limited information on the NTB website

111

Tourism Information Management System shall be adopted in order to make available
integrated information on tourism through digital and other medium.

0

Not implemented

112

The information related to tourists shall be integrated by computerising the same.
Necessary arrangement shall be made for the use of identity card in this respect.

0

Not implemented

113

Arrangement shall be made to regularly collect, analyse and disseminate information
on novel concepts and norms observed in tourism sector.

0

Not done

114

Existing arrangement on data collection and information dissemination on tourism shall
be strengthened.

2

Same as 10 years ago so not really
strengthened

115

Arrangement shall be made for data collection of Indian tourists coming to Nepal by
land and internal tourists.

4

Three surveys have been carried out at some
land borders

116

By means of making the statistics on tourism reliable and updated and by the process
of analysis of available data, tourism information system shall be developed and
decision-making shall be based on such information.

2

Not used in decision making; data collection and
publication is just an activity

117

Satellite Accounting System shall be implemented in order to determine the
contribution of tourism in Gross Domestic Product.

0

Not implemented

4

Heavily regulated
Should be gradually deregulated

Use of Technology and Statistics

Safety of Tourists and Crisis Management
118

Travel to tourist spots, which are considered sensitive from peace, security and military
point of view, shall be regulated.
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119

Continuity shall be given to the provision on Tourist Police for the facility and security of
tourists and major tourism areas shall be extended while gradually increasing their
capacity, number and services.

2

Been extended to Pokhara
Needs to increase in other places such as
Lumbini

120

A high-level crisis management committee shall be established for the management of
crisis that may arise in the tourism sector. This committee shall execute its function by
establishing coordination with similar institutions of private sector.

3

Been implemented only in Kathmandu; needs to
be extended

121

For the search and rescue of tourists in trouble and crisis management, a revolving
fund shall be established, and Nepal Tourism Board shall contribute definite amount in
the fund every year.

0

Not yet

2

Codes of conduct being implemented in
protected areas and expeditions
Some private sector codes of conducts have
been drafted but not yet ratified

122

To make the stay period of tourists in Nepal pleasant, an arrangement shall be made
for the use and observance of globally recognised code of conduct.

Concessions and Facilities
123

Classified Hotel and Resort shall be categorised as per the provisions in the law
relating to industrial enterprises, and the facilities shall be made available accordingly.

4

Done through the new regulation

124

Other tourism industries and enterprise, except hotels and resorts, shall be provided
facilities and concessions as specified from time to time by Government of Nepal on
the basis of value addition, creation of employment and creativity.

0

None

125

Amenities such as electricity and water required for tourism industry shall be provided
with due priority.

0

No special conditions for the tourism sector

126

Arrangement shall be made to make available facilities and concessions, as specified
by the Government of Nepal, with due priority and as per the necessity, to hotel,
restaurant, resort and other tourism enterprise established in rural areas.

0

No incentives at the moment except for the
overall incentives such as tax holidays for new
start-ups

127

A special restoration package programme shall be implemented to operate tourism
industry in a professional manner by normalising the turbulent and uneasy situation
that may arise in the tourism sector.

2

There is a crisis management cell (NTB, Ministry
and private sector) established and operated
only in Kathmandu

128

Continuity shall be given to the policy of allotting definite portion of various fees,
charges, royalty and other direct revenues obtained by Government of Nepal from
tourists, to local authorities of the concerned district for tourism infrastructure

2

Regulation in place but not implemented in the
last few years and no guidelines – in process of
developing guidelines this year
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development and improvement, environmental conservation and sustainable
management.

This is a repeat of an earlier Policy Action

Harmonious relation between entrepreneurs and workers

129

Necessary arrangement shall be made on matters like life insurance, accident
insurance, medical, rescue and emergency relief for the workers and employees
employed in the tourism industry, on the basis of risk involved therein.

3

Bulk insurance in place, especially for trekking
and expeditions
Limit double last year
However still some disputes reported

2

High Level National Council has been activated.
However it has only met a few times, but not in
the last years.

Legal, Administrative, Institutional and Managerial Reform

130

131

A High level National Tourism Council as per Schedule 1, under the chairmanship of
Prime Minister shall be activated in order to provide policy guidelines on tourism,
review plans and development works, remove obstacles incidental to tourism sector
and orient programmes of all ministries towards tourism promotion. Other experts and
officials may be invited in the meeting of the Council with the permission of the
Chairman.
Ministry of Tourism and Civil Aviation shall carryout formulation of policy, plan and
programmes, monitoring of execution, coordination and regulation of matters related to
tourism. Similarly, Nepal Tourism Board shall carryout works relating to development
and promotion of tourism.

3

132

Documentation Centre shall be established for the research on tourism sector and
heritage preservation.

3

133

In order to make effective the work of study and research in the tourism sector, the
statistics and information on tourism shall be made reliable as well as institutionalised.

1

134

Nepal Tourism Board shall promote tourism in domestic and international markets, and
carryout works relating to development and upgradation of tourism heritage within the
country. Income, expenditure and achievement of Nepal Tourism Board shall be made
transparent while enhancing its capacity and making its role more effective.
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2

National strategic plan being done
Several regulations being updated
Monitoring is weak and there is a need for a
separate monitoring department
NTB carries out promotion and limited
development
NTB has established a tourism resource centre
open to the general public
Department of Archaeology for culture
Some statistics are collected but not all that is
needed to manage the tourism sector. This
needs to be considerably strengthened
Partially promoting in domestic and international
markets
Not much has been done on upgrading tourism
heritage
NTB plan and expenditure are published every
year
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135

Legal provision shall be made for the judicious distribution of obtained benefits, while
making contemporary revisions in the laws relating to tourism and making tourism
business convenient, reliable and qualitative.

0

Nothing has been done

136

Tourist centered areas, with much tourist attraction and adequate infrastructural
development and service facilities shall be developed as regional level tourism hub. As
regards tourism promotion, programmes of such areas shall be implemented in a
coordinated manner.

2

Last celebrated tourism regional fairs at regional
hubs

137

Arrangement shall be made for consistent study and research in fields such as market
trend, place of origin and contribution to the economy, in order to guide tourism policy
and programmes from contemporary and objective point of view. Attaining of academic
degree and programmes assisting research relating to tourism shall be encouraged.

2

NTB has carried out research and district
planning but not in a systematic way
Support independent researcher, academic and
students financially

138

The development committees and non-governmental organisations related to tourism
shall be timely revised and integrated with local government.

0

Not revised or integrated

Coordination, monitoring and evaluation
139

Works shall be executed in coordination with National Planning Commission and
Ministry of Finance on policy matters, as well as different Ministries, Departments
Offices and other Authorities at the work level.

1

NTB represents line Ministries departments and
Ministry also calls for sectoral meeting

140

For effective mobilisation of tourism promotion works, tourism units shall be
established at the Nepalese missions in countries that are major tourist originating
markets, on the basis of necessity and priority.

0

Not done

141

Tourism Development Coordination Committee shall be formed as per Schedule 2
under the chairpersonship of Minister for Tourism and Civil Aviation in order to develop
tourism industry as the backbone of economic development and to maintain
coordination and cooperation between different authorities related with tourism sector.
The Ministry shall have the power to alter, as per necessity, the members as specified
in the Schedule.

2

Formed but rarely meet

142

While developing professionalism of the tourism sector, an environmental code of
conduct shall be prepared and enforced with the involvement of Ministry, Nepal
Tourism Board and other associations related with tourism.

0

Only for the trekking sector but never was
enforced

143

An effective coordination mechanism shall be developed between local authorities and

1

This mechanism is not developed however NTB
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the centre for tourism capacity building of local authorities.

has been working with certain districts on
planning

144

There shall be a Tourism Promotion Committee involving local tourism entrepreneurs,
representative of industry and commerce sector and local participation under the
chairmanship of Chairman of District Development Committee, in order to operate the
works related to tourism promotion and development in each district in a coordinated
manner.

0

This has not been formed

145

Tourism Development Units shall be established in the District Development
Committees with tourism potential and Implementation of district level tourism
programme shall be encouraged through such units. Nepal Tourism Board and Ministry
of Tourism and Civil Aviation shall provide technical support for district level long term
tourism plan.

1

Some districts have

146

Model Tourism Village, Community Tourism Development, Tourism Feasibility Study,
Formulation of Tourism Master Plan for different districts and specific area etc., shall
be granted the priority.

1

Just in 5 or 6 districts compared to 75 total

147

Local government, local community based organisations, local entrepreneur group and
non-governmental organisations shall be encouraged for the implementation of small
activities in remote and targeted tourism areas.

2

NGOs register with government

148

In context of implementation of policy by both government and non-government
sectors, arrangement shall be made for monitoring by the Ministry, National Planning
Commission as well as concerned authorities and monitoring units as to whether or not
the policy has achieved its objectives.

0

No apparent monitoring

149

Tourism entrepreneurs shall be encouraged to formulate and enforce code of conduct
through their respective professional organisations, in order to develop professionalism
in tourism entrepreneurs.

0

Government has not encouraged but TAAN has
a code of conduct which is not yet approved

150

While implementing activities relating to infrastructural development in the tourism
sector, this policy shall not be deemed to have hindered the matters requiring fulfilment
of procedures in accordance with a separate Act.

4

Development by NTB abides by laws set out by
Government

151

The evaluation shall be effected on the basis of the system as determined by National
Planning Commission and the directives of National Tourism Council.

422

No evaluation carried out
0
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152

The maintaining of standards, Including the standard of services provided by the
service providers related to tourism, the quality of goods, shall be monitored.

423

2

Some monitoring, especially in terms of
monitoring but it is sporadic
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Appendix 12.10.1: Training and development needs of the
formal tourism sector
The tourism industry in Nepal is experiencing a steady growth with a rising number of
tourist arrivals each year, this translates into an increasing demand for staff
(seasonal and permanent, formal and informal) in primary tourism services. With a
broadening of the tourism markets (widening from adventure-oriented tourists only, to
include culture-seekers, pilgrims, luxury, adventure and nature park travellers), also
the expectation for quality services is rising towards an international standard.
Stakeholder meetings, workshops, interviews with industry associations, NGOs,
tourism experts, government and international agencies and others in the tourism
industry 144 identified the following training and development needs for the public
sector (Table 60), accommodation sector (Table 61), and travel and tour sector
(Table 62).
The job areas and skills needs are not comprehensive, but reflect the areas that
emerged during the various consultations, a detailed training needs analysis is still
required to identify and prioritise the requirements.
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Table 60: Public sector training and development needs
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Source: Stakeholder workshops and meetings, 2013

The priority areas for public sector training and development should be focused on
tourism knowledge (technical, as well as local knowledge) and soft skills such as
144

Stakeholder meetings (around 200 people), site visits, interviews and workshops in all the major
regions of Nepal during October 2013
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communication, customer service and language skills. Marketing, information
management, conflict management and IT skills are also seen as important.
Accelerated management training and re-training may be introduced to expose
government officials at central and local level to the latest trends and developments
in the industry and, where necessary, bring them on par with global industry
practices, including aspects such as renewable energy management, internet and
social media marketing, brand management, e-business, quality advancements,
consumer trends and pricing practices, etc.
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Travel and tour
services

Finance and
accounting



Sustainable
tourism



Risk Management

Food safety and
hygiene

MICE
Management

Conflict
Management

First aid training



General
Management

Hotel
  


Supervisor
Front Office
    

Restaurant/w
    
aiter
Housekeeper
  
Chef or cook
  
Security

staff
    
Bartenders
Accounts
   

staff
Sales and
Marketing
    

staff
MICE staff
    

Homestay/
lodge
      
operator
PRIORITY
5
9
9
9
6
6
2
6
AREA
Source: Stakeholder workshops and meetings, 2013

HR Management

Information
Technology

Menu planning
and costing

Health and Safety

Sales, Marketing
and Promotion

Languages

Communication
Skills

Customer Service
skills

Tourism
Knowledge

Table 61: Accommodation sector training and development needs
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In the accommodation sector, the priority areas for most jobs are customer service
skills, communication skills, languages, sales, marketing and promotion, IT skills and
health and safety.

Finance and
accounting

Tourism and
business law

Sustainable
tourism

Travel
Management























































































General
Management
Nature and
Cultural
Management
Entrepreneurial
skills

Destination
Management

Travel agent         
Tour/travel
        
Manager
Tour
        
operator
Trekking
    

guide
Tourist
    

guide
Mountain
    

guide
Heritage
    

guide
Park
    

warden
Porter
    

Community
tourism
    

worker
Adventure
    

sport
Instructors
River/rafting
    

guide
Tourist
    
drivers
MICE
   
coordinator
Cultural

entertainer
PRIORITY
15 14 14 14 13
3
3
3
12
AREA
Source: Stakeholder workshops and meetings, 2013

Risk Management

Environmental
awareness

Product
development

Information
Technology

Sales, Marketing
and Promotion

Health and Safety

Languages –
Chinese etc

Communication
Skills

Customer Service
skills

Tourism
Knowledge

Table 62: Tour and travel sector training and development needs
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9

4

5

4

4

6

15
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In the tour and travel sector the priority is for a sound understanding of tourism,
including local tourism knowledge and sustainable tourism. Additionally, customer
service skills, communication skills, languages (especially Chinese), health and
safety, environmental awareness and risk management.
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Appendix 2.14.1 Full SWOT Analysis
Branding and marketing
STRENGTHS
Marketing
 Strong current growth in arrivals
o Good growth from developing economies in Asia with good air access,
especially India, China, South East Asia,
o Recovery of traditional long haul markets during last two years and
o Growing interest from domestic market
 Balanced market portfolio
o Balance of traditional and new markets positive for seasonality and market
sustainability
o India arrivals able to offset dip in long-haul markets from May to September
 Well established in traditional markets and segments
o Well established sales channels, relationships and value chain for outdoor,
adventure and pilgrimage markets
o Firm product range for these markets
 Good institutional model
o NTB well-funded, autonomous agency with scope for innovation
Branding
 Endorsement of brand concept:
o Industry broadly comfortable with “Naturally Nepal” brand concepts for the
short-medium term
o Good internal brand application and well designed and branded NTB
collateral
WEAKNESSES
Marketing
 Low visitor yield
o Low revenue per traveller
o High seasonality
o Overconcentration in some areas and poor spread of tourism elsewhere
 Marketing strategy and operations limitations
o Operations inadequately geared to capitalise on growth in new international
and domestic market segments and behaviour shifts
o Inadequate measurement, monitoring and evaluation of results
 Product limitations:
o Products and services not fully in line with new market requirements
o Quality and diversity of higher value hospitality and other tourism services
lacking
 Inadequate intelligence:
o Insufficient market research, interpretation,
 Structural limitations:
o Few marketing partnerships,
o Lack of in-market presence
o Insufficient local level marketing structures, etc.
 Technology gaps
o Inadequate online marketing application
o NTN capabilities and technologies in this area lacking
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Branding
 Poor private sector brand equity
o Industry has “Naturally Nepal” has limited brand awareness and knowledge
o Brand inadequately used, applied and infused by industry and other partners
 Narrow brand proposition
o Brand does not adequately reflect the variety of culture and spiritual
experiences on offer
OPPORTUNITIES
Marketing
 Capitalising on market growth trends
o Focusing product development and marketing around growth in demand from
new markets, especially China and India
o Targeting growing demand from mature, higher spend travellers in search of
soft adventure
 Expanding the product range
o Catering and expanding products for or both new and traditional markets and
segments
 Improved online marketing
o Capitalising fully on the power of the internet to access and convert latent
market potential
 Focused application of resources
o Following a well informed, targeted marketing strategy with proper
measurement of outcomes
Branding
 Aggressive brand roll out:
o Promoting a positive and differentiated image and brand in the market
o Converting awareness into arrivals
o Building strong industry partnerships for promoting the brand
THREATS
Marketing
 Political and structural instability
o Political uncertainty and instability may derail market growth and
o Continued leadership impasse at NTB senior management level may further
inhibit marketing innovation and action
 Lack of investment:
o Continued lagging of FDI and local investment in facilities and new products
to serve growing markets
 Private sector apathy:
o Lack of confidence, support and participation of the private sector in
government and NTB activities
 Resource constraints:
o Inadequate funds and capacity for more aggressive joint trade and
consumer marketing in key markets
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Branding
 Continued private sector apathy toward the destination brand


Market needs outgrowing brand appeal

Statistics
STRENGTHS
 Tourism statistics collection already initiated at MoCTCA and NTB with
expanding data attributes every year
 Strong background of Central Bureau of Statistics (CBS) to estimate GDP by
adopting UN System of National Account (UNSNA)
 Long experience of CBS in conducting various surveys and census of national
accounts
 Capacity of CBS in both collection and analysis of national and regional levels
in statistics
WEAKNESSES
 No separate GDP accounting for tourism by CBS, so far and only proxy
indicators used by MoCTCA to highlight the importance of the sector in the
economy
 Domestic tourism has not yet been recognised in the tourism statistics of Nepal
 Key data sets not sufficient to fully account the contribution of tourism sector
 Performance data such as occupancy rates, load factors, seasonality is not
adequately recorded
OPPORTUNITIES
 The establishment of a robust, accurate, reliable and comprehensive System of
Tourism Statistics
 The eventual introduction of the Tourism Satellite Account
 NTB already on board towards developing National accounting of tourism
sector
THREATS
 Scepticism in relation to the official statistical performance indicators presented
for the tourism sector.
 Resource shortage for the set-up of a sound technical cadre
 Risk of duplication of efforts and co-ordination between NTB and MoCTCA in
data generation and accounting if delineation of authorities and responsibilities
are not well developed.
Quality Assurance
STRENGTHS
 A large number of tourism associations operating throughout the country and
supporting various tourism interests
 Safety regulations in place for mountaineering, trekking, rafting and other
adventure activities
 Other regulations for hotels established by MoCTCA
 Food hygiene standards through Dept of Food Technology and Quality
Control under Ministry of Agriculture and Development
 Tourism act has been drafted with provision for quality standards
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WEAKNESSES
 Problems with quality of accommodation quality, service quality, food safety
and hygiene
 Need to improve the immigration and visa services
 No coordination between associations, so inconsistent quality standards for
association members apply to service, safety and quality
 Various government regulatory policies are not applied or enforced due to
lack of will or resources
 Government regulations need to be updated and synchronised between
ministries to avoid leakage, wastage, confusion or misunderstanding
 Lack of coordination between regulatory ministries
 Gaps in the Tourism Act regarding hospitality and tourism quality standards
 Sustainable tourism practices need to be implemented within the industry
 Many unregistered or unregulated tourism related businesses (tourism
training centres, accommodation, restaurants etc). Some registered with
Ministry of Industry, Commerce and Supplies, but not with MoCTCA.
OPPORTUNITIES
 Develop an agreed Code of Practice (incorporating code of conduct) for
service standards across the tourism sector
 Develop national standards for responsible/ sustainable business and service
(incorporating Code of Practice and Code of Conduct) prepared by tourism
associations and enforced through MoCTCA, Nepal Tourism Board and the
associations
 Promote and implement a Quality Mark for tourism businesses that adhere to
the Code of Practice so that tourists can recognise and patronise those
member businesses
 Establish a coordinating/operating agency responsible for the promotion of
the Quality Mark and for rating and monitoring hotels, restaurants and other
tourism businesses
 Implement an enhanced and updated accommodation standard rating system
including all accommodation types (from star hotels – to lodges and
homestays)
 Implement updated food safety and hygiene standards in hotels and
restaurants and enforce these in liaison with Dept of Food Technology and
Quality Control under Ministry of Agriculture and Development)
 Strengthen local associations and communities to standardise prices and
services, to oversee the quality of services, and to ensure that the code of
practice is enforced
 Enhance critical delivery aspects along the tourism value chain especially in
tourism operating standards, visitor services and facilities by offering support
and training paid for by the registration fees of tourism businesses
 Work with Ministry of Industry, Commerce and Supplies to synchronise law to
bring the many unregistered or unregulated tourism-related businesses
(tourism training centres, accommodation, restaurants etc) under MoCTCA
THREATS
 Nepal could gain a reputation as a poor quality destination in terms of service
quality and provision of hospitality and tourism facilities and infrastructure
 Competition from neighbouring destinations that have a perceived higher
quality product and can ensure higher demand and prices (e.g. Bhutan)
 Unstable political situation with lack of policy implementation and fragmented
regulation through a number of ministries
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Human Resources Development
STRENGTHS
 Well-established training centres and colleges, especially in KTM valley
 Bachelor and Master degrees available from local colleges accredited by
Nepal universities and overseas institutions
 NATHM opening training hotel in Kathmandu to provide internships as well as
generate revenues
 Skills testing, certification and vocational training available through network of
CTEVT centres
 NGOs providing a range of good training interventions in tourism
 Private sector associations providing a range of short training courses for
members
 Strong private associations that aim to establish standards for services and
facilities
 Specialist mountaineering courses through NMIA (Nepal Mountaineering
Instructors Association) as well as short courses for tour, trekking and
adventure tourism activities offered by NATHM, MAN and others
 Hospitality and tourism personnel friendly and eager to provide good service,
rated high by overseas and domestic tour operators
WEAKNESSES
a) General Issues
 General literacy levels are low with women and disadvantaged groups having
less training opportunities
 Lack of facilities and opportunities for study or training in rural areas,
mountain areas and outside KTM Valley
 Lack of planned training and development for staff in public sector and
government
 Tour and trekking guide standards and qualifications need to be improved,
renewed regularly and accredited
 Many employers unwilling to invest in HRD and staff training
 Need for government leadership in education, tourism regulation and PPPP
 Long-term HRD plan for MoCTCA and NTB lacking
 Service skills weak in many hospitality businesses
b) Training and Development
 Lack of well-qualified lecturers to teach and research at graduate and postgraduate level
 Curriculum and teaching methods need to be updated
 Fragmented and poorly regulated tourism education/training institutions
 CTEVT not well regarded by private sector
 Lack of national standards and qualifications framework with progression
pathways between vocational and academic qualifications
 No unified and basic standards for Hospitality and Tourism training curriculum
and accreditation
 Women’s participation in tourism higher education should be strengthened.
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OPPORTUNITIES
a) General
 Expand training and development opportunities throughout Nepal, including
train the trainer programmes, especially in the regions beyond the KTM
Valley
 Establish new education/training institutions in key areas to offer specialised
courses/curriculum such as mountain/adventure training, rural tourism,
wildlife/national parks, cultural/religious tourism etc
 Conduct a national tourism training needs assessment to ensure specific
skills development and more skilled labour to meet the expected growth of
accommodation and travel sector
 Enhance the quality of tourism training institutions by raising the skills of
lecturers and improving education quality systems to give more global
credibility to Nepal tourism qualifications
 Develop a strategy to align supply and demand in the tourism labour market
to addresses skills shortages, and provide better career pathways for tourism
professionals
 Develop value chain at all levels, to create economic linkages between KTM
and communities and broaden the benefits from tourism through creating job
opportunities in poor areas.
b) Training and Development
 Establish more tourism training institutions at regional level, to meet future
tourism demands
 Develop a strategic plan for local level tourism capacity building – skills
training, awareness, mentoring and youth involvement programme in key
tourism districts and villages around the country
 Implement distance/blended learning courses in tourism to reach the regions
that do not have access to a local college
 Develop updated standards and curriculum to accredit and provide
professional licensing scheme for tour guides, adventure sports leaders and
trekking guides
 Develop a plan for up-skilling personnel in trekking and mountain areas to
cater for longer-stay and high value tourists
 Establish mandatory refresher courses for guides at time of renewing licences
c) Institutional
 Prepare NATHM to become an autonomous college in order to expand it
training and provide strategic services to other institutions
 Strengthen public training institutes with distinct specialisations on:
hospitality/culinary (NATHM), travel and tourism (Public Youth Campus)
mountain, trekking and adventure tourism (Mountain Academy of Nepal)
 Implement national tourism curriculum in primary and more secondary
schools through collaboration with MOE
 Set up independent, private sector-led Tourism Industry Skills Council
responsible for developing tourism occupational standards as the basis for
national tourism curriculum and national tourism qualifications framework
 Establish an independent, professionally staffed quality assurance body not
involved in training provision, to implement the quality assurance framework
 Improve the quality of long-term and short-term technical and vocational
tourism training through collaboration with Enhanced Vocational Education
and Training Project (WB/MOE)
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Coordinate with TVET Sector Development Unit (TSDU) under EPC/MOE
and CTEVT in skills gap analysis and skills forecasting (national TVET project
funded by ADB) for tourism sector

THREATS
 ‘Brain drain’ of well-qualified tourism professionals overseas to get better pay
and opportunities
 Trade unions and unionised labour that hinders job opportunities and
promotion of tourism personnel on merit
 Lack of improvements to quality of tourism education and training
 Lack of career opportunities for skilled tourism professionals
 Low levels of education and literacy, and deficiencies in vocational education
and skills training, reduce private sector capacity.
 More overseas institutions providing training and qualifications due to
overseas job requirements for international accreditation etc.
Policy, strategy and regulation
STRENGTHS
 Tourism has been declared a priority economic sector by the Government
and is stressed in the manifestos of the main political parties
 A comprehensive policy was drafted in 2008
 A strategy was proposed in the Vision 2020 document
 Overall NTB has relatively sufficient funds to carry out its mandate
 Stakeholders, especially those in the private sector, are keen that a guiding
strategic document is developed for the sector
 Several related regulations such as the Hotels Regulations and the
Mountaineering Regulations have recently been revised and are up-to-date
 There exists some good examples of PPP
 There are some district plans and area plans developed by NTB and the
Ministry
 The Great Himalaya Trail has been endorsed as a new product by the
Ministry
WEAKNESSES
 Most staff at the ministry lack knowledge and technical knowhow about
tourism because they do not come from a tourism background and are in their
job for a relatively short time
 Few areas of the tourism policy have been implemented (just 35% of the total
policy – most areas only partially implemented)
 Government policy is not translated into actions
 Lack of confidence by the private sector that Government policy will be
implemented
 The targets in the Vision 2020 document do not seem to have been set using
a scientific basis. They may be difficult to achieve given the actual growth
since the document was published. Therefore the they need to be checked
and rationalised
 No national tourism development plan has been formulated since 1972
although it was reviewed in 1985 and 1992. No Action Plan was developed
and implements based on these reviews
 A tourism strategy formulated in 2008 was rejected because it did not meet
with the requirements of the private sector
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There is a need for greater devolution of power from the Ministry to the
Regional Offices
PPP has not been expanded – there are only a few examples
The Tourism Act is old and need revising, in particular there is a need to
incorporate private sector requirements
There is a need to harmonise components impacting on tourism in various
Government acts e.g. the Tourism Act recognises domestic tourists while the
Transport Act does not recognise domestic tourists so Nepalese are not
allowed to use tourist transport (green number plates)

OPPORTUNITIES
 Adopting the strategy and committing to its implementation will enhance the
development of the sector
 Training of public sector tourism staff will improve policy and strategy
formulation as well as planning
 Establish regional NTB offices which will work with DDC, VDCs and tourism
development NGOs
 Revise the Tourism Act to introduce private sector requirement and
harmonise with other Acts affecting tourism
 Set up an automation and e-governance system to develop a single door
permit with the support of IFC
 New guidelines for tourist police are being developed
 Ensure that the tourism strategy is implemented, the activities evaluated and
the strategy updated
 Ensure that the strategy actions are incorporated into the Government’s
Annual Work Plan
 Allow regional and district levels to take over some of the roles taken by the
centre (e.g. obtaining permits)
THREATS
 Tourism is dropped as a priority economic development sector
 Political instability affects the number of visitors to the country and therefore
the importance of the sector
 Strikes disrupt tourist activity
 Travel advisories issues by major tourist generating countries because of
potential terrorist attacks on tourists or at tourist areas
Institutional framework
STRENGTHS
 The Ministry of Tourism also incorporates Civil Aviation and Culture
 The Government has several agencies to implement its policies (NTB, Civil
Aviation Authority, Archaeology Department)
 NTB is well established and structured
 NTB is adequately funded
 The National Tourism Council and the Tourism Development Coordination
Committee are prescribed in the policy
WEAKNESSES
• Knowledge about the sector at MoCTCA is weak and there is a high turnover
of staff because the tourism divisions are not technical
• Because MoCTCA is an administrative ministry rather than a technical
ministry there is a frequent turnover of staff

434

The National Tourism Strategy Plan for Nepal – 2014 - 2023

•
•


Evaluation and monitoring is weak therefore plans are rarely assessed and
often abandoned
There is a need for better regular collection and dissemination of demand,
supply and value statistics
The National Tourism Council and the Tourism Development Coordination
Committee rarely meet and are not effective

OPPORTUNITIES
 Ensure that the National Tourism Council and the Tourism Development
Coordination Committee are revived, meet regularly to evaluate and monitor
policies, strategies and plans and to advise on future development
 Make the Tourism Divisions at MoCTCA technical divisions and train existing
staff and recruit new staff with prior tourism knowledge
 Create a separate and independent Evaluation and Monitoring unit reporting
directly to the Tourism Development Coordination Committee to ensure that
policies, strategies and plans are implemented
 Strengthen the research unit at NTB with the mandate to regularly collect
demand, supply and value statistics
 Establish regional NTB offices which will work with DDCs, VDCs and tourism
development NGOs
THREATS
 The National Tourism Council and the Tourism Development Coordination
Committee remain inactive and do not guide the sector
 Frequent change of Government
Community participation and local economic development
STRENGTHS
 Nepal is quite successful at community participation and tourism at the
community level
 Some innovative schemes such as training women as trekking guides (e.g.
the Three Sisters in Pokhara)
 Certain communities work very well together, especially in the hills and
mountains e.g. the Gurungs, the Sherpas etc.
 Community loans and microfinance is well developed in some areas
 Women groups are strong - Ama Samuha (mothers’ group). Most villages
have a group
 The regulation is that to form and NGO in Nepal, one third must be women
 In every tourism area and potential tourism area there is a group focused on
tourism – tourism action groups are being established
 Employment in the tourism sector, especially in certain remote areas, is high
for local communities, jobs such as porters, housekeeping in lodges and
hotels, and the transport sector etc.
 There are examples of indirect employment generation through supplying the
tourism value chain
 In areas where tourism is established, local people are selling directly to
tourists (handicrafts, food, etc.)
 50% of national park entrance fees are set aside for the communities in the
buffer zones
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WEAKNESSES
 Women tend to do certain jobs like cooking, housekeeping but they do not get
the training (men usually attend the training courses)
 Training can be seriously lacking in some communities
 Many communities do not really understand tourism and what a tourism
attraction is
 Most are product-led rather than market-led (copy what others are doing)
 Lack of marketing knowhow, finance and reach
 Lack of entrepreneurial skills
 There is no deliberate policy to employ the poor in tourism firms (although
many firms say that they discriminate positively)
 Reliability of supply by local people can be weak (e.g. agricultural products
and food stuff)
 Some initiatives set up by NGOs and INGOs have built up hope but the
projects have failed
 Access to finance for the communities can be difficult
 Too few clients discourage local communities to engage in the tourism sector
(do not understand the value)
OPPORTUNITIES
 Community groups could play a vital role is establishing local governance,
especially to develop, regulate and ensure responsible tourism. Authority to
guide groups and provide them with information (NGO, private sector
organisation, Government, a successful tourism committee from another
area)
 Train locals to take positions in tourism firms and encourage tourism firms to
employ them
 Strengthen linkages in the value chain village by village by training,
awareness building, creating the market
 To engage the supply chain formation of groups or cooperatives should be
encouraged to spread the risk and to improve reliability
 Build marketing support for the products and services offered by local
communities so that they can produce what the market wants. Get them
involved in the development of the product. NTB should take on this role.
THREATS



No return on investment causes economic hardship instead of generating
income
Slowdown in tourism because of political instability and threats of terrorism
will affect communities that are relying on tourism for a proportion of their
income
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Project Profiles
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Project no 1: Developing model teahouses along the Great Himalaya Trail
Project Title: DEVELOPING MODEL TEAHOUSES ALONG THE GREAT HIMALAYA TRAIL

1. Project Location Lower Manaslu – with focus on two communities in Namrung and Jagat in the
Manaslu Conservation Area (MCA) – see map below. The Manaslu Conservation Area is a protected area,
established in 1998 and covering 1,663 km² in the Mansiri Himal range of the Himalayas in the Gorkha
District. It has a fragile but diverse natural resource base and a rich cultural environment. There are 7
Village Development Committees with about 9,000 inhabitants living in the MCA. 145

145

Manaslu Conservation Area Project - http://www.ntnc.org.np/project/manaslu-conservation-areaproject
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3.1. Background, Rationale and Objectives
(a) Background
Basic campsite infrastructure now exists on the Manaslu circuit to support equipped trekking along the
majority of the trail (although with clear limitations in the areas of water, sanitation and waste
management). Subsequent to the construction of the lodge at Dharmasala, the Manaslu circuit now also
has the infrastructure in place to permit basic teahouse trekking as far as the Larkya La. There are,
however, clear capacity and quality constraints - in general, the quality of both the food and lodging
components of the existing accommodation offering on the trail is low, and the limited range of
accommodation currently available (especially at key points on the trail such as Dharmasala) limits the
potential for significant expansion in tea-house trekking in the short term (i.e. 2012 season) - although
there is evidence of significant further capacity planned or under construction.
In relation to food and other provisions, the ability to access the district headquarters by road decreases
the relative cost of bringing goods from Kathmandu for equipped treks, reducing aggregate trek costs
(although also potentially reducing the incentive to purchase locally). In general, the quality and availability
of food and other provisions on the trail is low (but adequate for budget travellers). As with other emerging
trekking routes, discretionary (non-package) expenditure is primarily on bottled drinks (water, other soft
drinks and alcohol) and snack items, with limited value capture at a district level 146.
b) Trekking
Nepal is one of the leading mountain destinations in the world and will continue to attract visitors who wish
to trek on the multitude of routes along the Greater Himalaya Trail and national parks. However, the profile
of the average visitor has changed over the years since the early pioneer trekkers arrived. Today the
trekkers are generally affluent by Western standards: well-off early retirees, families with children, dualincome younger people.
For most trekkers, the typical total cost of a trip to Nepal could be around USD 2500-3,000 per
person. Therefore, paying more for better quality accommodation and food whilst trekking would not be
regarded as a significant on-cost versus the benefit received.
Nepal is also an eco-aware destination. In the Annapurna Sanctuary and adjacent areas it is now required
for all teahouse owners to use alternative fuel (other than firewood) such as kerosene, gas, electric stoves
and solar for cooking, hot water and heating, dispose of waste properly and adopt other eco-friendly
measures. Most teahouses have all the basic requirements for trekkers to stay overnight - a dormitory,
several private rooms, an attached restaurant, toilet and a shower room. The quality of food offered may
vary from teahouse to teahouse but most serve simple and wholesome meals.
The current ‘teahouse trekking’ includes wonderful scenery, lovely people but generally low quality
accommodation and food. Research on social networks and forums found that most trekkers were realistic
about the lack of facilities in teahouses and their expectations were quite low. However, a range of
comments identified the following issues:






Rooms that hadn’t been painted in years, in need of decoration, rooms were scruffy and uncared
for, with inadequate lighting.
Uncomfortable beds. Generally you wouldn’t want to spend any time in them other than for
sleeping.147
Poor bathroom and toilet facilities. No tiles on the floor or walls and usually no washbasin for
brushing teeth or washing hands.
Inadequate hot water for showering – one solar heating panel for water to serve many people.
Food menus very limited with some standard Western dishes that were not very appetising 148

146

GHT (2012) Gorkha Value Chain Analysis http://thegreathimalayatrail.org/wpcontent/uploads/GreatHimalayanTrails-Gorkha2.pdf
147
Email sent by Jeff Jennings from UK to Centre for Environment and Sustainable Tourism
Development, Nepal
148
http://www.tripadvisor.com/ShowTopic-g293889-i9243-k6175951-Bathing_at_Teahouses-Nepal.html
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Teahouses and trekking-inns outside Kathmandu and Pokhara not very wholesome.Bring your
own sleeping sheet/mat, mosquito coils, toilet paper is advisable.149

c) Rationale
(i)Teahouse improvement
Most tea houses along the trekking trails have all the basic elements required, e.g. rooms, beds, showers,
toilets, washbasins, solar panels etc. What is lacking is the knowledge of how to put them together
properly, then the incentive to build-in quality & comfort and, in the longer term, maintain them to a high
standard. Many trekkers would probably opt for better quality accommodation if they had the choice. The
opportunity exists to charge multiples of the current prices for significantly improved accommodation e.g. if
current accommodation costs Rs 150 – Rs 250 per person per night then an increase to Rs 500 – Rs 1000
for a much better standard would still be seen as very cheap by Western standards.
The way to prove this is for a couple of the teahouses in a medium sized village to be up-graded. Once
the up-graded teahouses were able to increase their occupancy levels and at much higher prices then the
word would spread rapidly, and teahouses elsewhere would start to follow suit.
(ii) Food quality
Food quality could be improved by revising the menus to ensure that all items can be realistically produced
in a teahouse – using local or easily transported ingredients and cooked on the basic stoves used. The
project could develop written recipes developed with the local communities that specify the ingredients and
how to cook them etc. Finally, each teahouse should only produce a small selection from the village
menu. Good restaurants in the West often only have, say, three choices for starter, main course, and
dessert. The menu is changed frequently so repeat customers don’t get bored. But trekkers never stay
more than night, so each teahouse could keep with their same small menu every day. This would enable
them to use ingredients efficiently and develop expertise at cooking their chosen dishes. They would also
be able to ensure the supply of local produce in a more sustainable manner.
d) Objectives
The aim of the project would be to:
a)
b)
c)
d)

enhance the quality of the teahouses
improve the experience for the tourist
improve the income for the villages involved
Reinforce or enhance responsible tourism practices by tourism organisations and trekkers

3.2 Scope and Main Components of the Project
The project would pull together six complementary components:


Introduce the draft re-grading system for tea houses/homestays recommended in the Nepal
Tourism Strategy Plan as part of the MoTCA hotel rating system. The criteria would be set, and the
system would be established and maintained by MoTCA, and regulated by independent
assessment.



A pilot project where demonstration teahouses in chosen villages are upgraded using sustainable
materials and methods to show the owners what is required and to prove it works. The village
committee could then set the accommodation prices based on the upgrading based on the
teahouse rating criteria. Therefore there would be incentive for other owners to upgrade and charge
a higher day rate subject to assessment.



Promotion of the teahouses that meet the grading standards published on relevant websites of the
NTB, associations and trekking companies.



Development of a practical Teahouse Handbook, giving clear and simple instructions on how to

149

http://www.nepalhomepage.com/travel/faq/FAQaccom.html
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upgrade and how to manage the teahouse operation profitably, responsibly and sustainably.


Development of a Menu Planning Handbook with recipes made from local ingredients – similar to
150
the Traditional Loba Menu (ICIMOD, 2011)



Training and support to the selected teahouses for upgrading

3.3 Contribution to area’s future tourism scenario


Contributes to community development and enhancement of GHT through upgrading lodging and
food. Up-graded tea houses should be able to increase their occupancy levels and charge higher
prices.



Other teahouses would be able to replicate the activities of the upgraded teahouses leading to a
greater quality and choice for trekkers. Development only possible with full local cooperation and
collaboration – so close liaison, and buy-in from Village Development Committees will be vital for
success and to avoid jealousy or local rivalry.



Food quality in teahouses could be improved by revising menus and using local or easily
transported ingredients thus benefitting the wider local community of farmers and suppliers.



Project has limited external inputs, and depends on local efforts and adoption by other communities
who grasp the benefits of enhancing their teahouses to earn higher revenue.



Responsible and sustainable tourism principles can be reinforced and encouraged, both among
villagers and trekkers, especially through the tourism value chain.

4. Market suitability
Target market will be trekkers in the mountain and hill regions of Nepal, but could also benefit other visitors
and owners of upgraded teahouses and lodges

Photo: Upgrading – simple and clean
5. Project Implementation


Detailed project document prepared and selection of consultants.



Selection, preparation, upgrading and opening the chosen teahouses. T



Independent assessment of teahouses to set the grading level. Work with the village committee to
set appropriate tariffs for each teahouse level.



Revision of menus, recipes/cooking instructions written into a handbook. Supervise the
implementation of the ‘limited menu’ system into a couple of teahouses – ideally the same ones with
the upgraded accommodation.



Plan on how to assist widespread implementation of these changes once they had been proven
successful. This would probably involve distributing information/ manuals to village committees
(and providing training), setting up a micro loans system so owners could improve their
accommodation.



Preparation and promotion of teahouses on appropriate websites
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International Centre for Integrated Mountain Development (2011) Traditional Loba Menu
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Evaluation after a period of time to assess the impacts/success of the teahouses

6. Estimated Cost


Establish new grading criteria for 3 levels of teahouses as part of MoCTCA rating system (no cost)



Identification of demonstration teahouses (no cost, identified by VDCs)



Visits to identified villages to gain buy-in and to assist with planning and implementation (5 visits
over duration of the project – total 35 nights plus travel and expenses = USD 6,000)



Arranging micro-finance and supply of basic materials for physical upgrading of 2 properties = USD
8,000 (USD 4,000 per property)



Preparation of teahouse upgrading manual and food handbook (accommodation, service, menu
development, translation, illustrations, publishing limited print run) = USD 5,000



Promotion of the teahouses that meet the grading standards published on relevant websites of the
NTB, associations and trekking companies (no cost).



Training and support to the selected teahouses (2 visits over duration of the project – total 14 nights
plus travel and expenses = USD 2,500

Total budget USD 21,500
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Project no 2: Developing Kagbeni into a micro-destination in the
Annapurnas
Project Title: DEVELOPING KAGBENI INTO A MICRO-DESTINATION IN THE ANNAPURNAS

1. Project location: Lower Mustang (Annapurna Region)
2. Sector/sub-sector: Product Diversification / New Product Development
3. Project description and concept:
Nepal has many small villages and settlements that have the potential of becoming destinations in their
own right, creating stable tourism bases for their areas, and spreading widely the benefits derived from
tourism. This project is an attempt at developing a micro-destination applying a strong value chain
approach. Kagbeni is an attractive village, which can provide enough activities to keep travellers engaged
for several days, and where the benefits generated by the destination can be shared throughout the
region.
Kagbeni has been chosen because of its already attracts a tourism market, has strong historical and
cultural attractions, and is strategically located. Through the project it can become an example for other
micro destinations to follow.
3.1. Background, rationale and objectives
a) Background
The Annapurna region is the most popular region for trekking in Nepal. Since the road has started to
encroach upon the Annapurna Circuit, the trail has shortened, and the benefits to the region are
becoming skewed to certain areas.
Kagbeni is strategically located in this region, at the end of a long trek over the Thorng La, and at the
start of the journey into Upper Mutang. It has one of the oldest monasteries in that area and well
preserved heritage buildings that have not yet been destroyed. At 2,800m above sea level, it is just under
the height where altitude sickness becomes an issue, at 3,000m
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Trekkers in the circuit, pilgrims that visit Muktinath and trekkers to the Upper Mustang are all potential
markets for this micro-destination.
b) Rationale



As mountain tourism further develops in Nepal, there will be a need for a multi-activity destination
that will keep tourists several nights and benefit everyone in the value chain located in the
surrounding area
There are no examples of such micro-destinations in Nepal, and developing this project in a
popular area would provide enough knowledge and information to develop other similar microdestinations in Nepal

c) Objectives
The aim of the project would be to:




Preserve the rich cultural heritage of Kagbeni through tourism
Develop the village into a recognised example of how a micro-destination should function
Retain travellers for a longer period in Nepal

3.2 Scope and main components of the project
The main components of this project will be:










A value chain study to identify the linkages that exist – internal and external to ensure the
sustainable management of the destination.
A carrying capacity study to decide on a management system for the micro-destination
Drawing on the results of the tea-houses upgrading project profile to improve the tea-houses in
Kagbeni
Development of a heritage protection plan for the rich cultural heritage of Kagbeni
Creation of a local management body at Kagbeni, and training for ownership of the project
Research on the activities and development of multiday itineraries
Collection of data on the historical significance of Kagbeni and its inhabitants
Formulation of a management and marketing plan for the micro-destination and a destination
management manual
Development of marketing material and dissemination in the market including the development of
a B2C and B2B website dedicated to the destination.

3.3 Contribution to the area’s future tourism scenario



This will encourage the retention of travellers for a longer period of time at the micro-destination,
giving vital economic stability to the village, thereby allowing for long-term sustainability
measures to be implemented
Valuable information will be collected during this project, which can be replicated in other areas in
the Annapurnas as well as other regions of Nepal.

4. Market Suitability
Kagbeni is a perfect destination for this project to be located. It has a steady flow of travellers, it is the
gateway to Upper Mustang and it has a rich cultural and historic heritage. The target market would be
soft adventurers, trekkers and pilgrims looking to spend more time in the mountains.
5. Project Implementation




Detailed project preparation and costs estimated for each stage of the implementation process
A Destination management team selected at Kagbeni and trained
All the studies conducted – including value chain studies, carrying capacity studies, up grading
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mechanisms for lodges. A management and marketing master plan formulated, including
evaluation and monitoring systems
Products developed for marketing the destination as a multi-day experience and marketing
materials developed
Roll out / Launch of Kagbeni as a micro-destination
Evaluation of the project and lessons learnt identified for implementation in other potential microdestinations

6. Estimated Costs
This is a long-term project where initially the only estimate that can be made is the initial research and
development of the project and estimation of costs. Estimating roughly that it would take destination
development experts about 15 days of field and reporting work each to develop the project proposal with
cost estimates, the initial outlay for this project would be around USD 15,000
Estimated cost: USD 15.000
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Project No 3: Lake Phewa waterfront upgrading
Project Title: LAKE PHEWA WATERFRONT UPGRADING
1. Project Location: Lake Phewa, Pokhara

Lake Phewa, Pokhara - the focus is placed on enhancing the tourism potential of the lake and
directly adjacent to Pokhara, which is at present a core attraction for both domestic and
international tourists (see illustration above). Pokhara is classified as a sub-metropolitan city, the
third largest in Nepal with a population of 264,991 inhabitants and is the second largest receiver of
tourists after Kathmandu. Tourists travel about 7 hours by road or an hour by air from the capital to
2
enjoy the surrounding spectacular views and Lake Phewa. The lake is approximately 4.4km in area
and is fed by seasonal rains and glacier melt water originating in the Annapurna conservation area.
2. Sector/sub-sector: Infrastructure, utilities enhancement and land use planning
3. Project Description and Concept:
To project aims to take advantage of Pokhara's unique position as the second largest recipient of
tourist visitation after Kathmandu, which is set to grow further within the time frame of the national
tourism strategy (2014-2023). The enhancing of current tourism infrastructure in combination of
further diversification, will only serve to attract more market segments and increase overall economic
impacts. It is predicted that future tourist segments will require more 'soft' activities whilst on visit in
Pokhara and the establishment of a Phewa lakeside circuit will be the ideally cater to these needs.
The project would take existing infrastructure, combine it with new, and upgraded facilities to
ultimately enhance and consolidate the over all tourism offerings in Pokhara. The project proposes
the development of a Phewa lakeside circuit, anchored around a regenerated Ratna Mandir Palace,
and supported by enhanced urban street lighting, waste management facilities and natural
environment regeneration around the lake.
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3.1. Background, Rationale and Objectives

a) Background
Pokhara is widely considered as a jewel within the Himalaya mountain range and attracts
considerable volumes of tourist traffic annually. It is the gateway into the Annapurna conservation
area, were tourists embark on a wide variety of activities. Pokhara has the second widest range of
hotels and restaurants after the principal international gateway of Kathmandu. Pokhara is already
known for its range for its outdoor activities (terrestrial, air and water based) that are readily available
to tourists.
b) Rationale


Proposed project is in line with the National Tourism Strategy (2014-2023) with regards to the
enhancement, diversification and consolidation objectives



Lake Phewa is an established natural asset on the door step of Pokhara



Proposed facilities are directly aimed at target tourism segments that seek soft activities



Project assists in the alleviation of negative environmental impacts surrounding lake via
enhanced waste management and landscaping of hills



The construction of the lakeside circuit and the landscaping will provide short term
employment to local populations



Enhanced waste management systems will create long term employment in the collection and
recycling sectors



Enhanced and new boating facilities will provide increased employment opportunities to the
local population

c) Objectives
The objectives of the project would be to:


Create more jobs in the tourism sector for the local population



Develop soft adventure activities and new tourism facilities centred around pokhara
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Improve the experience and facilitation for the tourist



Reduce surface run off into lake phewa therefore reducing its further contamination and
ultimately enhancing the local environment



Increase the safety of tourists using non motorized boats and walking around pokhara at night



Enhance solid waste management systems

3.2 Scope and Main Components of the Project:


In order to raise the profile of tourism in Pokhara, to diversify the present offer and in order to
attract more visitors to the region as number of key proposals to be implemented in step with
infrastructure improvement programmes and the evolution of tourist demand have been
identified, these are:



Establish lake waterfront pedestrian and cycle path around Lake Phewa



Upgrade the boat docking points in Pokhara and establish two other docking points to enable
boat passage across the estuary



Implement natural landscaping around the Lake Phewa



Upgrade and redevelop Ratna Mandar Palace and it's gardens to become a tourism anchor
site and regional showcase



Implement solar street lighting and waste management systems

3.3 Contribution to the area’s future tourism scenario
The combination of all the components suggested within the project profile will only serve to
encourage new tourist segments to Pokhara, with the ultimate aim of tourists extending their stay,
enhancing the visitor experience and ultimately increasing their economic impact. Enhanced waste
management and the installation of solar-powered street lights will protect the environment, increase
tourist security at night and ultimately serve as a best practice role model for the rest of Nepal.

4. Market suitability
Orientated directly to benefit both national and international tourists, as well as the local population
of Pokhara. It shall be developed as a demonstration project, utilising the best practices and
therefore an exemplary model for replication throughout Nepal.

5. Project Implementation:
Prepare a detailed project document:








Identify and source a consultancy company or individual(s) to implement the project
Procure floating docks, solar street lights, standardised signage and waste bins
Source required number of tree saplings and protective enclosures
Identify and establish PPP's for the management of regenerated Ratna Mandar Palace
facilities
Promote and market new facilities to all identified tourist market segments
Coordinate with Pokhara sub-metropolitan city authorities on waste management
Integrate project planning with Pokhara lakes environmental impacts and action plan as
recommended within the National Tourism Strategy (2014-2023).

448

The National Tourism Strategy Plan for Nepal – 2014 - 2023

6. Estimated Cost:
Based on the complexity of such a project and the potential variables that could affect cost. It is
recommended that a detailed feasibility study and development plan for Phewa lakeside development
be sourced. The cost is based around initial consultancy from which exact individual component
costings will be established.
Heritage architect and team leader (2 months):
Environmental and marine facilities specialist (1 month):
Pedestrian and cycling trail specialist (6 weeks)
Forestry specialist (2 weeks):

USD 30,000
USD 15,000
USD 22,500
USD
7,500

Estimated costs: 75,000 USD
(costings are inclusive of international and national airfares, per diem and consultancy fee.)
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Project No 4: Developing a cycling network promoting road biking and
mountain biking
Project Title: DEVELOPING A CYCLING NETWORK PROMOTING ROAD BIKING
AND MOUNTAIN BIKING

1. Project Location: Kathmandu – Pharping – Chitlang – Daman – Bhimphedi – Hetauda
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2. Sector/sub-sector: Product Diversification / Easing pressures on hubs
3. Project Description and Concept
This project is developed with an aim to diversify the product base of Nepal and at the same time bring
cycle touring and mountain biking into the mainstream tourism products of Nepal. This demonstration
project will be the beginning of the development of a nationwide cycle network in Nepal. Examples of this
exists in Switzerland, Germany, Austria and several European countries, all of whom have benefitted
tremendously from the ever growing cycling tourism market.
This area is perfectly suited to develop this network. The distances are not that high and it connects to an
existing hub in Kathmandu where cycling is developing at a fast rate. The route from Bhimphedi – Chitlang
– Kathmandu was the route that was taken to bring in the vehicles when there were no roads, so has a
very big historical significance. The terrain is also perfectly suited for road biking and mountain biking.
Lessons learnt from this experience will be applied to develop similar experiences in other regions in
Nepal.
3.1 Background, Rationale and Objectives
a) Background
Cycle based tourism is growing at a very rapid rate around the world. In Nepal alone, mountain biking
tourism entrepreneurs estimate that the market is currently worth about 2 million dollars and growing at
around 20% every year. There are various factors that have helped this growth
The hitherto “aphno gaun aphei banau” (make your own village) scheme of the government which
resulted in a small amount of funds allocated to each village in Nepal was mostly spent on better road
access to the villages, resulting in the country today connected by a dirt (agricultural) road network.
However, with limited vehicle penetration in the villages and few and far between bus services, these
roads have become unused in most areas but have created mountain biking trails that criss-cross the
nation.
At the same time, there has been a growth in the mountain biking industry in Nepal, led by international
races such as the Yak Attack – which has put Nepal on the world map in terms of mountain biking. As a
consequence, big production houses such as Ant Hill Films produced mountain biking films such as
‘Strength in Numbers, Nepal’151, leading to a growth in the market.
b) Rationale






151

Mountain biking and road biking are relatively environmentally friendly sports, the environmental
impact mostly being the damage that wheels make on the trails, which when restricted to the
trails itself and can have a very limited impact on the environment
Cycling takes tourists off the normal beaten trails and takes them to hitherto untouched locations,
hence is very attractive in the tourism world where diversification is the key
It takes people away from hubs for several days at a time
The areas that tourists go to with cycles can also benefit local communities directly (guiding,
restaurants, homestays, lodges) and indirectly through jobs that this business will generate as
well as through all links on the value chain (food, souvenirs, transport requirements etc)
This loop proposed is a very attractive, as it connects the historic route of Hetauda to Kathmandu
via Chitlang – the very route that was used to bring in cars in the olden days. Both Chitlang and
Bhimphedi have huge cultural significance that can be enhanced and preserved through this
tourism activity. In addition, Kulekhani, Pharping and Daman have also been added to the
network, which are also of significance.

http://www.bikemag.com/videos/video-strength-in-numbers-nepal/
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c) Objectives
The aim of the project would be to:


Build a cycling network connecting points of interest that are well researched, safe, well
marked



Support local communities at these points of interest to build awareness of cycling based
tourism



Improve the income for the villages along the trail



Reinforce or enhance responsible tourism practices by tourism organisations and cyclists

3.2 Scope and main components of the project
The main components of this project will be:















Researching a cycling route in the proposed areas and also side trails that could be used for
mountain biking
Negotiating with the communities involved in these routes for the management of the route and
the ownership of the network
Commissioning a value chain study to find out the linkages that exist – internal and external to
ensure the sustainable management of the destination
Commissioning a carrying capacity study to decide on a management system for the microdestination
Drawing on the results of the upgrading of the tea-houses project profile to implement in the teahouses and homestays in Chitlang, Daman, Bhimphedi, Pharping and along the route
Negotiating with local authorities to find finances to develop this route and maintain it in the long
run. Negotiations with international mountain bike corporates to find funding to develop and
manage the cycling trail
Building the cycling network
Developing a local management body consisting of members of the different communities
involved, and training them to take ownership of the project
Researching possible activities to develop multiday itineraries
Collecting data on the historical significance of the areas connected and its inhabitants
Developing a management and marketing plan for the cycling network
Developing a trail map
Developing trail markers along the route
Developing marketing material and dissemination in the market including the development of a
B2C and B2B website dedicated to the destination

3.3 Contribution to area’s future tourism scenario





This will kick-start a whole new activity in Nepal and will draw on travellers already in Kathmandu.
It would also be marketed as a new activity in Nepal
It will develop areas that are not currently frequented by travellers. Once this comes together,
there will be benefits to locals and to the local economy. The value chain study will also expose
possibilities for different villages outside the route to also benefit by entering into the value chain,
indirectly and directly.
Valuable information will be collected during the course of this exercise, which can help replicate
the system in other areas of Nepal, in the long term planning for a cycling network that covers the
whole of the mid-hills across Nepal.
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4. Market Suitability
This product can be attractive to a wide range of markets, from those seeking extreme sports to those
looking for soft adventure.
5. Project Implementation







Detailed project proposal prepared and costs estimated for each stage of the implementation
process
A project management team selected which includes technical experts from the cycling industry
All the studies conducted – including value chain studies, carrying capacity studied, up gradating
mechanisms of lodges; management and marketing master plan developed, including evaluation
and monitoring systems
Products developed for marketing the cycling trips and the micro-destinations as a multi-day
experience and marketing materials developed
Development of the cycling network, marking of trails, and safety guidelines
Evaluation of the project and lessons learnt identified for implementation in other areas

6. Estimated Costs
This is a long-term project of which the feasibility study and writing the project proposal is costed. The
initial work is estimated to take about one month of field and desktop research and the writing up of the
project proposal.
Estimated cost: USD 10,000
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Project No 5: Developing Kathmandu into a hub for rock climbing in the
region
Project Title: DEVELOPING KATHMANDU INTO A HUB FOR ROCK CLIMBING IN THE REGION

1. Project Location: Kathmandu Valley (Nagarjun Forests, Hattiban and Nagarkot)

2. Sector/sub-sector: Product Diversification / Easing pressures on hubs

3. Project Description and Concept
This project is developed with an aim to diversify the product base of Nepal and at the same time bring rock
climbing, an associated sport to mountaineering, into the tourism mainstream. Thailand has successfully
done this with several world-recognised locations like Railey in Krabi. With three natural rock faces currently
popular with rock climbing enthusiasts in Kathmandu, and Nepal being a world-recognised mountaineering
destination, development of these locations in Kathmandu will lead to more destinations being developed in
the country. An example is the Bimalnagar wall face which has just a few routes for now, but is probably
Nepal’s biggest potential draw to rock climbing considering its access next to the Kathmandu – Pokhara
highway.

3.1. Background, Rationale and Objectives
a) Background
Nepal is a mountaineering destination. Almost everyone involved in mountaineering have rock climbing
skills, considered a precursor for any serious mountaineering skill levels.
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Kathmandu is the main hub where all mountaineers start their journeys. A possibility to train here at 1350
m above meal sea level would be perfect activity for the mountaineers.
Kathmandu has more than a few rock faces that can be developed, three of which are popular with rock
climbing enthusiasts – Nagarjun, Nagarkot and Hattiban. Nagarjun is the most accessible of the three and
has by far the most potential for development.
b) Rationale


Rock climbing will give travellers into Kathmandu an additional activity to do when they are here,
and ease the pressure on usual destinations in the valley, most of which are an overdose of
culture



Nagarjun forest is just a few kilometers away from the main hub of Thamel, and is walking
distance



The rock face here already has some routes bolted in. The work to take it a few steps forward is
easy enough with a very active rock climbing community here in Kathmandu



There is a potential to develop this forest for all travellers, being the nearest forest to the tourism
hub. Cycling, walking and picnics could easy be an attraction here

c) Objectives
The aim of the project would be to:


Develop a rock face that is that is well researched, safely bolted and well marked



Develop marketing peripherals to promote the destination in the tourism hubs, regionally and
internationally



Ease the pressure from traditional Kathmandu destinations



Retain travellers for a longer period in Nepal

3.2 Scope and main components of the project
The main components of this project will be:







Research the rock faces at Nagarjun Forests, Hattiban and Nagarkot for potential and develop a
feasibility report – technical, safety, marketing etc.
Cleaning the rock face, developing routes and bolting the routes
Grading the routes
Developing products which includes rock climbing
Developing marketing materials to promote the sport nationally and internationally
Developing competitions regularly to invite bigger and bigger talent to come and enjoy these
facilities.

3.3 Contribution to area’s future tourism scenario:





This will open Nepal to professional rock-climbing and put Nepal on the world map of climbing.
This will also given the opportunity for climbers to higher peaks in Nepal to come and train while
they are in Nepal.
This will open Kathmandu for an additional activity, which then can be replicated in other hubs in
Nepal.
Valuable information will be collected during the course of this exercise, which can help replication
of system in other areas of Nepal
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4. Market Suitability
Kathmandu Is suited to develop this sport. Nagarjun is walkable distance from Thamel, the tourist hub, so
it will be immediately viable. The presence of wonderful forests too will allow people to hike or cycle and
make this into a multi-activity day. Hattiban and Nagarkot are also not so far from the city, so accessibility
is good.

5. Project Implementation
 Feasibility study done and project proposal prepared
 Equipment collected and made available for the development of the routes
 The rock face cleaned, routes developed and bolted
 Marketing material developed and promoted
6. Estimated Costs
This is a small project that can be immediately implemented and does not even cost too much. There is
already a very enthusiastic rock-climbing community in Kathmandu who are very professional and more
than capable to take this forward. Equipment is also easily available considering Nepal has so much
serious high mountain climbing.
Estimated cost: USD 20,000 (including the equipment costs like drills, bolts, rope, carabiners etc.)
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Project No 6: Developing village tourism networks
Project Title: DEVELOPING VILLAGE TOURISM NETWORKS

Photos: Bandipur and Jhargaun
1. Project Location: Bandipur, Tanahun district
2. Sector/sub-sector: Cultural heritage – cultural tourism
3. Project Description and Concept:
The project aims to contribute towards promoting cultural tourism in nearby small villages that have high
potentials but limited resources by linking the villages and building a network with Bandipur, an
established destination. The project would link the surrounding villages such as Jhargaun, Ramkot,
Hilekharka, Chimkeswori, etc. with Bandipur to provide support and promotion.
Bandipur is already an established destination with good networks, presence of tour operators and in
itineraries. The surrounding villages, which are two to six hours easy hike from Bandipur have unique
characters of their own but are smaller with limited resources to promote themselves and link with tour
operators. Establishing a network of all the villages with Bandipur would make it affordable and
sustainable to promote all the villages effectively.
The project would provide training, micro-finance, support and promotion to enable the village homestay
owners promote and market their products. The project would build on the experience and market of
Bandipur, which in turn would also benefit Bandipur with extension of the length of stay.

3.1. Background, Rationale and Objectives
a) Background
Tourism is a multi-disciplinary service that depends on many external factors and, if promoted carefully
can provide economic gain and improvement of living condition to the entire community. Reciprocally,
income generated through tourism has the potential to have a tickle-down effect providing benefits to the
larger community. As a developing country, Nepal lacks resources for large scale investments and
infrastructure works. The recent economic policies since the reinstatement of multi-party democracy has
opened potentials foreign direct investments, however, the internal Maoists conflict in the past decade has
deterred large scale investments. Nepal still has a long way to go before the complete democracy and
stability is regained, an environment not alluring the investors. More than 70% of Nepal is covered by hills
and high mountains that require large investments for infrastructure development. Sustainable rural and
cultural tourism requires minimum costly infrastructure development and uses local resources for income
generating activities. Additionally, rural tourism is based on the preservation and promotion of local
resources that benefit the larger community. Rural tourism can also provide economic power to the
women left behind in the villages as the result of a growing exodus of youth for employment in the gulf and
other regions due the past conflict and on-going political instability.
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Jhargaun and Ramkot are two villages just two hours easy hiking distance from Bandipur, a hilltop town
that has gained popularity as a cultural tourism destination. Bandipur is a Newar village, while Jhargaun is
a Gurung village and Ramkot a Magar village, that have distinct ethnic characters that can be developed
with homestays providing unique experiences. Bandipur, as an established destination can provide
support, such as trainings, promotion and marketing services. Jhargaun and Ramkot both have a
teahouse but lacks decent rooms and indoor plumbing. Hilekarka is already providing homestay services
but the accommodations and service needs improvement. This project would provide basic trainings in
hospitality and small lodge management, cooking, local tourist guides and sustainable hospitality practices
collaborating with the businesses in Bandipur and the Bandipur Tourism Development Committee (BTDC).
This project would also build a network to promote the villages with Bandipur, which would lengthen visitor
stay in the region.
Rationale
The Bandipur Eco Cultural Tourism project (2005-07) promoted this hill top town as a tourist destination
preserving its cultural and natural resources and encouraging local participation. This project proved that
tourism can be a powerful tool in uplifting local economy while preserving local heritage. This small town
of 2000 people has seen the number of tourist grow steadily since the completion of the project in early
2007. A number of other factors, such as the signing of the peace agreement after a 10-year internal
conflict in Nepal, featuring in the author’s favourite destination in Lonely Planet and the Eco-Solutions
programme on CNN have also contributed to the tourism growth in Bandipur. This sharp growth has also
increased development pressure and growth issues, such as increase in construction, waste, water
scarcity that should addressed at an early stage. On the other hand, the number of tourists visiting
Bandipur (1o,000 foreign and 100,000 domestic in 2012) is still a small percentage of the total visitors to
Nepal, which is about half million. This indicates that the flow of tourists will increase in Bandipur if
promoted effectively and activities added to this destination.
The location of Bandipur on the hilltop limits its potential for other large-scale industries and thus depends
on tourism activities for its economic growth. Increasing activities in and around Bandipur would extend
the length of visitor stay. The villages in surrounding area would provide additional activities to Bandipur,
at the same time providing economic opportunities to the villages.
Objectives
The aim of the project would be to


Enhance the quality of the guesthouses, homestays;



Improve the experience for the tourist;



Improve the income for the villages involved;



Provide trainings to the villages



Promote and market the network of the villages.

3.2 Scope and Main Components of the Project
The project would have the following components:


Establish a network with the villages and Bandipur to promote and market together. This would
include promoting through website and the existing NATO, NATTA, NTB networks in Bandipur.



Provide trainings on hospitality and lodge management, cooking, local guides and sustainable
practices through partnership with businesses in Bandipur and BTDC.



Provide support guesthouses and homestays to improve basic facilities such as toilets and
bathrooms.

458

The National Tourism Strategy Plan for Nepal – 2014 - 2023

3.3 Contribution to area’s future tourism scenario


Contributes to community development and enhancement of region through upgrading lodging
and food. Up-graded homestays and guesthouses should be able to increase their occupancy
levels and at much higher prices.



Other guesthouses would be able to replicate the activities of the upgraded teahouses leading to a
greater quality and choice for tourists.



Food quality in guesthouses could be improved by developing menus using local or easily
transported ingredients thus benefitting the wider local community of farmers and suppliers.



Provides employment opportunities as local guides enhance visitor experience.

4. Market suitability:
Target markets will be domestic and international visitors to Bandipur, which were approximately 12,000
international and 90,000 domestic (including day visitors) in 2012.

Photo: Hilekharka and Ramkot
5. Project Implementation


Detailed project document prepared and collaborations with BTDC, NTB, NATO and NATTA.



Selection, preparation, upgrading and opening the chosen guesthouses.



Provide trainings and workshops to guesthouse operators



Preparation and promotion of the network of the villages and guesthouses on appropriate
websites

6. Estimated Cost:


Establish network with villages through BTDC in partnership with NTB, NATO, NATTA = USD
2,500



Identifying demonstration guesthouses (no cost)



Providing trainings (4 trainings and 1 follow-up each) = USD 7,500



Arranging micro-finance and supply of basic materials for physical upgrading of 2 properties in
each village = USD 10,000



Building network and website for promotion and marketing = USD 5,000

Total budget USD 25,000
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Project No 7: Developing village tourism networks
Project Title: Promoting Intangible Heritage – Traditional dances of Lalitpur

1. Project Location: Nasal Chowk, Patan Durbar Sqaure, Lalitpur
2. Sector/sub-sector: Cultural heritage – intangible heritage
3. Project Description and Concept:
The project aims to contribute to preserving and promoting local intangible heritage, especially the Kartik
Nach, a traditional dance-drama shown in the month of Kartik, which falls in October November. The
dance is traditionally shown in the evenings as a public performance with limited resources and volunteer
artistes. However, to continue the tradition, there is a need for a platform for the artistes to train and
perform and make it an income-generating event. Equally important is effective promotion to attract
domestic and international tourists, which would generate much needed resources to sustain the dance.
These special performances will not only provide supplementary income to the artistes, but also generate
income to continue performing the dance on their traditional dates.
The project would assist with the establishment of a museum on the traditional dances of Lalitpur in the
historic building where Kartik Nach has its workplace. This building will also serve as the platform for the
performers (dancers, musicians, singers) to train and perform to generate income for the sustainability of
this valuable intangible heritage along with other such dances.
The project would provide support to establish a museum displaying and disseminating information on the
intangible heritage of Nepal, especially the traditional dances of Lalitpur. The project would build upon the
on-going Kartik Nach Documentation project by Alliance for Ecotourism in partnership witht he Kartik Nach
Preservation Committee and funded by the U. S. Ambassador’s Fund for Cultural Preservation (AFCP).
The present project is providing funds to document the dance and train the new performers. This proposed
project will continue providing long term promotion to this unique dance form.

3.1. Background, Rational and Objectives
a) Background
Kartik nach, the traditional dance performed in the month of Kartik (mid – October to mid – November) in
Patan Palace complex, a World Heritage Site, has been struggling to continue this unique form of artistic
expression that was started more than 370 years ago by King Siddhinarsingh Malla (1620 – 1661). This
dance is the contribution of three generations of Malla kings of Patan. King Siddhinarsingh Malla initiated
this tradition with an 8-days long dance festival that was extended a week by his son, Sriniwas Malla
(1661 – 1685), which was further stretched to a month by his grandson Yognarendra Malla (1685 – 1705).
Each day of this month-long dance performance depicts a different story, which is a unique aspect of this
exceptional intangible cultural heritage. It is a mix of traditional dance and play, mainly depicting the myths
of Krishna, along with local tales and humor. This unique form of cultural expression involves musicians,
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dancers, comedians and organizers who have inherited their parts from their ancestors since its inception
in the 17th century.
This renowned dance was last performed for a full month in 1949. This dance was stopped during the
revolution to overthrow the Rana regime in 1950 and continued for only two days the next year. Since the
establishment of the Kartik Nach Management Committee in 1982, this dance has been performed for 8
days, each year a different set of dances, except the main Narsimha Dance, which has been a popular
and regular feature of this intangible cultural heritage. There have been various efforts to revive the full
form of this dance that has been discontinued for more than 60 years endangering its future. There are
very few people still alive who participated in the last full performance. Since this dance is taught and
choreographed orally, it is important to document this outstanding intangible cultural heritage while the few
remaining participants can contribute in the preservation this outstanding and unique heritage.
The current Alliance for Ecotourism project funded by the U. S. Ambassador’s Fund for Cultural
Preservation is documenting the month-long dance as well as the process of making this invaluable
festival for its full revival in the future. Since, the full form of this dance has not been performed for more
than sixty years, it is important to teach a new generation and train them to revive and continue this
tradition. The proposed project aims to build on this project to establish a space and platform to protect
and promote this unique intangible heritage through tourism.
Rationale
This month-long dance has continued in some form for more than 370 years, yet today is in danger due to
the lack of proper documentation. This is the only dance that is performed for a month with a different
story for each day. It is also a public performance where the whole town gets together to observe as well
as participate in this unique performance. One of the distinctive characters of this dance is that artistes
come from all the different Newar caste groups (Shrestha, Malla, Pradhan, Joshi, Karmacharya, Amatya,
Chitrakar, Shilpakar, Tamrakar, Tandukar, Maharjan, Shakya, Bajracharya, Byanjankar, Napit) and
perform on the same stage. The different characters are assigned to the different families, which have
continued to date with some minor changes due to the availabilities of performers. The stage for this
performance is the open platform in Patan Palace complex, a World Heritage Site. In addition, Nepal
recently ratified the UNESCO Convention for the Safeguarding of Cultural Heritage (15 June 2010) and
this documentation would be an important step towards Nepal’s first inscription into the list of Intangible
Heritage.
The full form of this important traditional dance was last performed in 1949, sixty-two years ago. There are
only a handful of surviving people who were part of the last performance and have knowledge of the
process, increasing the vulnerability of dance and the need for its urgent documentation with the
expectation that this effort will lead to the revival of the full month-long festival. With limited resources
available, this dance needs to generate income that ensures its continuity and tourism can play a vital role
contributing directly with regular shows.
Objectives
The aim of the project would be to:


Promote the Kartik Nach and other dances of Lalitpur



Assist in organizing regular shows to tourists and local visitors



Establish the intangible heritage museum (traditional dance)

3.2 Scope and Main Components of the Project
The project would have the following components:


Support the dance by promoting it in the domestic and international tourism markets. The project
would enlist the support of tour operators and NTB to promote the dance by including it in their
itineraries, websites and Annual Events Calendar.
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Support in establishing a museum for the preservation and promotion of intangible heritage,
especially the dances and music of Lalitpur. The building where the performers currently practice
is partially renovated and requires furnishing to convert into a museum. This museum would
create a platform for the performers to train and also add a destination for the tourists to visit.



The project would also support the performers with regular shows to generate income for the
museum. There will be regular shows for tourists and local for a minimum fee, which would go
towards the trainings and performers.

3.3 Contribution to area’s future tourism scenario


An added destination and activity within the Patan Durbar Square would contribute to extending
the stay of tourists in the city.



Contributes to preserving and promoting this intangible heritage through the fees collected.



Other dances and music of Lalitpur would also have a platform to revived and promoted.

4. Market suitability:


Target market will be visitors to Patan Durbar Square as well as the expatriate and local
community.

5. Project Implementation:


Detailed project document prepared and selection of consultants.



Detailed proposal for the establishment of the museum.



Interaction meetings with NTB, NATO, NATTA, etc. to promote this new activity in Patan Durbar
Square



Create a website for the promotion of the new museum



Detailed programmes to promote the dances in the domestic and international tourist markets

6. Estimated Cost


Renovating and establishing the museum = USD 60,000



Meetings with NTB, NATO, NATTA (in cooperation with NTB at no cost to the project)



Promotion of the dances on relevant websites of the NTB, associations and trekking companies
(no cost).



Creating a website for the museum for the promotion of the traditional dances of Lalitpur = USD
5,000

Total budget USD 65,000
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Project No 8: One-Stop Service Unit for Tourism Investment and Business
Project Title: One-Stop Service Unit for Tourism Investment and Business
1. Project Location
Industrial Division of Ministry of Tourism and Civil Aviation, Brhikuti Mandap, Kathmandu

2. Sector/sub-sector
Investment and Business Environment

3. Project Background
All tourism firms, agencies, hotels and restaurants serving tourists have to be registered and licensed.
First they register with the Department of Industry and then MoCTCA licenses them. The Industrial
Division of MoCTCA (IDM) monitors the registration conditions that must also be fulfilled for other
institutions and facilitates the process by providing the necessary information to the entrepreneurs.
However, in practice this assistance has been weak and there is no culture of follow-up of the status of
applications and of provision of feedback to applicants, mainly because of lack of staff and resources at
MoCTCA. Applicants must individually deal with the different institutions involved in the registration
process, the number of which depends on the product and category (small to large) of the firm to be
registered.
As rules and regulations are multi-sectoral, it takes a long time to complete the licensing procedures,
because co-ordination among the sectors is weak. Stakeholder feedback during the workshop indicated
that there is a need for a single location to obtain all necessary information and to complete all required
procedures to get applications settled faster. Successful tourism countries like Sri Lanka have adopted
such a procedure. A system that will provide follow-up on applications and will centralise all the
information required from a single location has yet to be developed in Nepal, although it has been talked
about. Therefore, developing a One-Stop Service Unit (OSU) located at the Ministry is recommended.
The Industry Division should be the single institution and location to manage the licensing and approvals
of businesses in the tourism sector. Some procedures that are already in place partially fit the OSU
concept and needs to be enhanced.

4. Project Description and Concept
The objective of the project is to contribute to the improvement of the investment and business
environment by lowering the opportunity cost of investors’ time. The proposal is to establish a One-stop
Service Unit (OSU). The OSU would be the promotion and facilitation centre to assist potential tourism
investors with the multiple requirements to register a business, including providing a follow-up feedback
facility to investors. The unit report pertinent issues to be addressed to Tourism Development
Coordination Committee through the Planning Division at MoCTCA. The one-stop location would be the
point of contact for investors seeking the required information on tourism investment and also to collect
the registration forms required by other institutions. Ultimately the unit will be staffed by specialists from
various government agencies to help investors obtain information, identify viable projects, submit
applications, get support in obtaining investment promotion privileges, fulfil other approvals required for
project clearance and receive business licenses. The OSU will save investors the trouble of having to
visit several agencies by providing all their requirements at one location and will reduce the registration
approval time.
The project concept has been developed based on the Sri Lanka model where the unit that has been set
up there is working well. However, given the time required to develop a new institution, it is
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recommended to proceed gradually over the next four to five years towards the establishment of a fullyfledged unit.

5. Rationale of the project










The difficulty for external investors to navigate through the rules and regulations required by
multiple agencies involved in the registration process
Weak co-ordination among institutions for the quick processing of the investment applications
Many poorly harmonised policies
Lengthy administrative registration procedures for tourism businesses
The legal and policy framework of the tourism, forestry, industry, transportation sectors and
others have not been harmonised confusing investors
It takes a long time for a decision on investment to be reached and hence adversely affecting
the investment environment
Locating the unit at the ministry’s industrial division is appropriate as this is the place where
licences are obtained
The Division is headed by a joint-secretary with high enough status to easily contact other
implicated ministries as well as the different entities involved in the registration process
Because of institutional constraints, substantial investment commitments made are not
translated into actual investments

5. Objective
The objective of the project would be to improve investment environment in the country and to reenforce and enhance responsible tourism investment.
6. Scope


Consolidate relevant information for all types of tourism related investments



Provide investors easy contact access through meetings including teleconference, telephone, or
email



Disseminate knowledge to investors on existing investment opportunities, land availability,
initiated tourism projects requiring additional investment



Promptly facilitate feasibility studies and other analyses for potential investments



Expedite the approval process by receiving applications from investors, distributing them to the
relevant institutions and provide follow-up and feedback to investors on the progress of the
application



Issue licences to tourism businesses



Report emerging issues concerning licensing to the Tourism Development Coordination
Committee



Distribute relevant publications and public disclosure through a website

7. Expected Benefit


Reduces time taken for investment



Contributes to increasing the conversion rate of investment commitments into actual
investments

464

The National Tourism Strategy Plan for Nepal – 2014 - 2023



Increases investment in tourism sector by improving the environment



Reduces emerging issues in licensing



Enhances the harmonisation of cross-sectoral policies

8. Project Implementation Activities


Hiring consultants for the development of detailed project TOR



Consultation on roles and responsibilities



Study tour to Sri Lanka and finalisation of the project framework in the context of Nepal



Implementation of the concept with a focus on facilitation and on the approval process from a
single place over first two years and staffing the unit by various government agencies from the
third year onwards



On-going evaluation in third year and carrying out of necessary reforms



Publications and public disclosure

9. Estimated Cost: USD 25,000 for first two years; additional support depending on progress
thereafter:


Preparing working modality and TOR for the OSU



Establishing the OSU at the Industry Division of MOCTA



Creating working facilities at the unit



Publication

10. Success criteria:


OSU established and made operational



Reduction in the time taken for the registration of a tourism business



Licensing application available at one single location, the OSU, within four years
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Project no 9: Social media online promotion campaign
Project Title: Social media online promotion campaign
1. Project Location: International
2. Sector/sub-sector: Destination marketing
3. Project Description and Concept
The project aims to promote Nepal as an exciting tourism destination through various social
media applications, as part of the proposed “Lift Your Life” umbrella marketing campaign.
These include:



Online community building: Grow and build an online community by using a social
platform as the point of entry to the campaign. NTB hosts an online marketing
campaign in the form of a custom Facebook application, on the NTB Facebook page,
encouraging participants to join and participate in NTB’s Facebook community.



Educating the market through inspiration and participation: Base the campaign on top
attractions or destinations within Nepal. This will educate participants about Nepal’s
USP’s and could create awareness around lesser-known regions. NTB’s campaign
requires participants to build their own ‘dream’ itinerary from a selected group of
travel experiences and attractions, across numerous regions within the country.



Leveraging user-generated content and ‘gamification’: Build a library of content
produced by travellers, as part of a special competition or challenge. As part of a
social marketing campaign, participants are encouraged to upload and share photo
and video content from the experience in Nepal, via one or more social platform.
These contributions count as an entry for a prize or reward. This type of campaign
can be boosted by gaming techniques such as ‘social voting’ or ‘share for additional
entries’



Create partnerships: Increase the reach of a campaign by partnering with relevant
companies and organizations that maintain strong online communities e.g. Tour
operators, airlines, non-profit organisations, media organizations or trekking gear and
clothing suppliers/brands. As part of a Facebook campaign, NTB syndicates a
custom version of the campaign’s Facebook Application, to the Facebook pages of a
selected group of campaign partners. These applications can include a design or
banner, unique to the partner’s brand. Outcome: NTB receives additional reach
through relevant companies; the partners receive publicity and an opportunity to
participate in an interactive campaign.



Ambassadors and influencers: Promote Nepal’s tourism products through a popular
online influencer like a celebrity or travel blogger. Alternatively, focus on local
residents as authentic ambassadors, rather than high-profile individuals. As part of an
online marketing campaign, NTB recruits a top online influencer who appeals to a
specific market segment(s), to complete a series of itineraries in throughout Nepal.
As part of the partnership the influencer commits to a volume and frequency of
content he/she will share online, before, during and after the visit.



Generate leads: Generate a database of high value leads from an online marketing
campaign. NTB’s campaign requires participants to build their own ‘dream’ itinerary
from a selected group of travel experiences and attractions, across numerous regions
within the country. When submitting an entry, participants’ details are added to a
CRM, along with the regions, products and experiences they added to their dream
itinerary. NTB engages with the participant through future communication, with offers
and packages based on the data.
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3.1. Background, Rationale and Objectives
Background
Social media marketing is fast growing marketing phenomenon that is highly applicable to
destination marketing. Through social media travelers are able to draw on the actual
experiences, comparisons and ratings of the co-travelers, which provides a credible and
objective assessment of travel conditions and attractiveness of destinations. Platforms like
Tripadvisor, Facebook and other social sharing media have transformed the way visitors
access information and evaluate tourism destinations and platforms. In addition social media
technologies are mostly free and the costs associated with leveraging such platforms is
largely in expertise and human resources.
Rationale
NTB should capitalise on the fast growing social media marketing trend by pushing a wellplanned promotion campaign to the market. This approach is sensible for various reasons,
including:





Adventurous and exploration-oriented travellers are known to be active on social
media and the target market segments outlined in the strategy are well suited to
patronising the proposed marketing tools
NTBs online marketing activity has been very limited and the proposed project
provides a good entry point and pilot project for social media marketing and building
capacity in this field within the organisation
The concept requires limited investment compared to above-the line and trade
marketing initiatives; it reaches the end consumer and will attract an audience that is
interested in exploring Nepal
The concept provides the opportunity for local tourism industry to participate as
partners in a hands-on marketing drive

Objectives:




Raise awareness of brand Nepal as an exciting and diverse travel destination
Achieve a significant increase in the size of NTB’s online communities, among highvalue audiences
Move this audience through a ‘sales funnel’ towards travel planning

3.2 Scope and Main Components of the Project
The first pilot project will be a year-long campaign comprised of five steps, namely:


Step 1: Ambassadors and influencers

NTB identifies a group of travel bloggers or influencers, of whom each is highly influential
in one of NTB’s country markets, and specialises in one of Nepal’s core tourism products:
Blogger 1: Influential in India and China, about soft adventure in Nepal
Blogger 2: Influential in India and South East Asia about pilgrimage experiences and add
on opportunities
Blogger 3: Influential in Europe and USA about trekking and hard and soft adventure
Blogger 4: Influential in global English-speaking markets about culture and culinary travel
Each influencer is recruited by NTB to complete an itinerary, based on their field of
expertise. Influencers are required to share their experiences online, in real time, via the
social media platforms most popular among the markets they influence. A hash tag
#mynepal is used by all influencers throughout the campaign, to categorise and track
content.
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The influencers are required to create post-trip content about their experiences on
publishing platforms (such as blogs), continually referencing #mynepal.
Success indicators:
o
o
o
o


Total number of #mynepal impressions across social networks
Total potential reach of #mynepal-tagged messages on social networks
Website traffic generated from #mynepal content
Cost per click value of total #mynepal impressions

Step 2: Online community building and educating the market

A Facebook campaign is launched based on a custom Facebook Sweepstake application
on the NTB Facebook page. The campaign requires participants to ‘build’ their dream
#mynepal itinerary within the Facebook application, with the grand prize being a
complimentary trip to Nepal. The application is based on the four itineraries completed by
the four influencers, but with the capability for participants to customize their dream trip
with additional activities or experiences.
The campaign is promoted through a Facebook ad campaign. Further distribution and
‘virality’ is created through social voting, by participants depending on the votes of their
social community to increase their chances of winning.
Success indictors
o
o
o
o


Traffic driven to the campaign’s Facebook application from Facebook
advertising
Percentage of traffic driven from Facebook Advertising that resulted in entries
Traffic driven from referrals
Growth in Facebook community (Likes) and Facebook engagement (People
talking about this) during the campaign

Step 3: Create partnerships

A group of tourism industry players are selected to participate in the campaign. As part of
the partnership the companies are required to promote the Facebook campaign to their
own online communities and through their own communication channels, with content
and tools provided by NTB.
Success indicators:
o
o


Traffic driven to campaign from partners
Percentage of traffic driven from partners that resulted in entries

Step 4: Generating leads

Participants’ contact and sweepstake entry details are captured in a CRM database for
post-campaign communication.
Success indicators:
o


Number of entrants compared to the number of visits on the campaign’s
application (application conversion/bounce rate)

Step 5: Conversion

After the competition has ended, a sales and communication drive is implemented by
campaign partners (phase 3), offering participants packages and offers based on the
itinerary they submitted during the competition. The database also forms part of a long-
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term communication strategy from NTB, sending targeted offers and content to
participants.
Success indicators:
o
o
o

Number of entrants resulting in sales
Average value of those sales
Average value of an entrant

3.3 Contribution to area’s future tourism scenario:


The concept will assist in igniting NTB’s online marketing strategy and could serve as
a basis for an ongoing online consumer awareness drive about Nepal



The viral and “sharing” affect of online marketing platforms could help to spread
brand awareness about destination Nepal much wider than



It will assist NTB in building up a database of people interested in Nepal, to which it
can continuously push communication about future travel prospects



The following measurements could be used for evaluating campaign performance

4. Market suitability:


Given the growth in social media technologies and the affinity of Nepal’s target
market segments towards online platforms it is believed that the market take-up of
the concept will be good, especially if the incentives for participating are exceptional

5. Project Implementation:


Prepare a detailed project document



Identify and recruit a suitable company or individual(s) to lead the project



Procure incentives and prizes for the campaign



Select and recruit blogging ambassadors and influencers



Select and recruit local industry champions



Develop Facebook applications, test and refine



Build database of leads



Monitor result indicators and refine campaign accordingly

6. Estimated Cost:


Contract capacity to execute: USD 20,000



Recruit and host blogging ambassadors (4): USD40, 000



Develop Facebook application(s): USD5, 000



Develop and use database: USD5, 000



Contingency USD10, 000

Total budget USD 80,000
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Appendix 5.13.1 The ODI/Centre for Inclusive Growth Centre
research paper on Nepal’s contribution to inclusive growth
The ‘Entry Points for Developing Tourism in Nepal’152 paper published in June 2013
by ODI and the Inclusive Growth Centre provides a comprehensive analysis of the
Nepal tourism sector and has greatly informed this strategy. It recognises Nepal’s
tourism successes, strong potential markets and product development opportunities,
and identifies the constraints that are hampering the sector’s contribution to inclusive
growth (Table 63). The inclusiveness of a sector is defined in the study as ‘the extent
to which participation and benefits are distributed between people from different
wealth quintiles, different social/ethnic groups, and different geographic areas’153.
Table 63: Successes, potential and constraints hampering the tourism sector's
contribution to inclusive growth as identified by ODI
Successes

Potential

Constraints

 Established image in the
international market

 Growing middle class in
India and China

 Poor infrastructure

 Diversity of attractions,
activities and locations

 The domestic market

 Political instability

 Diversity of visitors’ country
of origin

 Pilgrimage tourism

 Human resources issues

 Development of high value
products

 Economic governance
issues

 Expansion of the trekking
product

 Poor investment
environment

 Development of nature
tourism

 Lack of leadership

 Development of business
and MICE tourism
Source: Harry Jones, ODI

The paper concludes that the three most pressing problems for the sector centre
around:


Destination-level management: Poor management at Nepal’s tourist
destinations is resulting in degradation of attractions, concerns about safety
and sustainability, problems with installing small and medium infrastructure
and obstructing the ability to develop new products. Several examples at
tourist destinations around the country are cited.



National-level connectivity and public investment: Weak connectivity
such as inadequate road networks, insufficient airports, capacity exceeded at
the international airport and poor air safety is reducing the ability to develop
new areas thus increasing pressure on established destinations. The low
levels of public investment in tourism infrastructure and product development
are not providing the required leadership for the sector to influence private
sector investment.

Harry Jones (2013) Entry points for developing tourism in Nepal – what can be done to address
constraints to inclusive growth, Overseas Development Institute, London, UK
153
ibid
152
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Barriers to high-value products and services: Political instability, poor
investment climate, low level of public investment in infrastructure, destination
products and services, low skills level and poor tourism human resources are
discouraging high-value investments in the tourism sector. Firms in a sector
dominated by small, low value businesses compete on price thus the quality
of products is affected as business standards are ignored. Larger and highervalue businesses face additional costs that the smaller firms do not incur
such as value added tax (VAT) and tend to be more frequently targeted for
rent-seeking activities. Over the last five years few tour operators have been
targeting high-end tourists to bring to Nepal. As a result, value captured by
the sector is low, the product and the environment is declining and workers
with skills are seeking higher wages abroad.

The paper makes a number of recommendations to engender changes in the sector.
The main objectives to improve destination management are to build the
ownership and involvement of tourism businesses in local governance and
government and to strengthen the delivery of local public services that have sectoral
co-benefits. This could be achieved by:
(a) Facilitating institutional development through the development of strong
partnerships and improving cohesion within the tourism business
community to promote effective management and development at local
level.
(b) Brokering technical assistance to cover the technical and knowledge gaps
at the local level and provide an independent perspective.
(c) Providing financial support from external sources.
Several partners are key to improving destination management. Those cited in the
paper include the local private sector, the Ministry of Federal Affairs and Local
Development (MoFALD), other Ministries (i.e. the Ministry of Urban Development),
and international agencies. Improving governance requires action and results-led
initiatives, local ownership and rolling timeframes with a degree of flexibility.
The research paper contends that national connectivity and public investment
will improve over the long term rather than over the short and medium term because
of lack of financial and human resources at the Ministry of Culture, Tourism and Civil
Aviation.
Private sector leadership of the sector must be strengthened and this will be
achieved by focusing and concentrating private investment at areas of tourism
potential, formulating long-term comprehensive destination plans to anchor
investments, and seed funding by the public sector to catalyse private investment.
Fostering substantial tourism investment (internal and foreign) would influence the
development of large-scale transport links. To properly implement infrastructure
projects such as the building and management of airports, skilful management,
communication and appropriate financing arrangements must overcome institutional
and political factors and barriers. The government through NTB must invest in
improving sector data collection and analysis to better manage the sector and inform
and reassure potential investors about the viability of investing and in building the
skills and employability of human resources to improve both the inclusiveness in the
sector and service quality by organising training at the national level in partnership
with the peak associations.
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High-quality products and service delivery are essential but the environment to
develop them will not greatly improve in the short- and medium-term because of the
continued political instability constraining investments and the stagnation of other
sectors of the economy. However, there are a number of actions that will provide
some incremental gains. These include:









Improving independent information on service quality.
Refining the rules on licensing of tourism businesses and better enforcement
of these rules.
Contribution by other government bodies such as the Inland Revenue
Department and the Ministry of Finance to enforcing proper standards in the
tourism business.
Self regulation by adopting voluntary schemes that provide certification which
will enhance business brands.
Strengthening information available to tourists and tour operators on service
quality.
Catalysing the upgrading of products by assessing how the funds collected by
tourism levies are channelled and used and communicating the findings to
key groups like residents of Protected Areas, tour operators and trekking
agents to encourage actions to better maintain the product.
Providing instruments, such as improved insurance services for SMEs, to
help small and medium-sized tourism businesses better cope with risk linked
to instability resulting in corner cutting and lack of investment in business
development.
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