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Key-issues

ï Poverty reduction through partnerships in 

tourism

ï Focus on pro-poor impact

ï Market-based solutions in value chain development

ï Multi-stakeholder collaboration
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Global tourism trends

Å Global tourism hits 898 million arrivals in 2007; highest 
growth in Asia and Africa

Å Over 70% of export services in Least Developed 
Countries

Å 8% of world employment in tourism, many un- and 
semi-skilled jobs, many women  

Å 2006, 2 billion USD per day global revenue from tourism
ü Of package tours 15ï20% spent in country
ü 10ï30% of local expenditure benefits poor people  

(sources: UNWTO, PATA, ODI - 2008)
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Potential of tourism to contribute to sustainable 

development and poverty reduction in Asia

Å In Laos, number of international tourists increased from 14,400 in 

1990 to 1,215,106 in 2006; more than $173 million - 40% can flow to 

the poor (World Bank)

Å In Cambodia, tourism is the second largest economic sector, 

increasing by 26% in 2006; $1,500 million by 2010

Å In Nepal, the predicted ópeace dividendô has already seen tourist 

arrivals rise by 38% in 2007

Å In Bhutan, tourist arrivals have increased by 200% in the last five 

years

Å In Vietnam, tourism is a $3.5 billion industry, and reflecting Asia-wide 

trends, the domestic market now outnumbers international arrivals by 

almost 5 to 1 (17.5 million compared with 3.6 million).

(source; SNV 2007)
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SNV - Capacity development for impact

Å SNVôs core business is capacity development to support 

local actors to strengthen their performance in realising 

poverty reduction and good governance. 

Å SNV will engage much more strongly with local capacity 

builders.

Å Two impact areas

ü Basic services include Water sanitation & hygiene; 

Renewable energy, Health and Education

ü Production, Income and Employment include 

Agriculture, Forestry and Tourism

ü Governance for empowerment
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Pro-Poor Sustainable Tourism in SNV

Å Strengthen clientsô capacity to help them achieve their development 

objectives and improve their performance and enabling environment, 

benefiting the poor, by: 

ü improving product quality and commercialization in tourism 

destinations; 

ü developing market linkages and value chain development for 

tourism products and services;

ü mainstreaming óinclusive businessô/pro-poor principles in 

private sector businesses, and

ü improving policy making and sector coordination.
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VCA&D and destination development

Å Product development, 
marketing, and branding

Å Destination Development

Å Related supply chains

Agriculture Handicrafts

Private Sector 
Development/MSMED

Multi-stakeholder 
approaches

Excursions

Enabling 
Environment
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Å Tourism and poverty reduction 

impact

Å Market-based solutions in Value 

Chain Development

Å Multi-stakeholder collaboration
ü Joining forces ï collaborative processes for 

sustainable and competitive tourism 
(UNWTO/UNWTO Business Council/SNV 2008)

Å Cases

ü Luang Prabang/Laos; Nabji/Bhutan; 

Sapa/Viet Nam; Inhambane/ Mozambique

Poverty reduction through partnerships
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Introduction

Å Scale-up impacts on poverty reduction via 

tourism with an open mind where to intervene

Å Diagnosis

ü Where do ópoorô gain most benefits

ü Where is potential to increase benefit?

ü Where to intervene and provide sustainable benefits

Å Measure benefits

ü Baseline data, monitoring and impact assessments

Å Sustainability; Capacity strengthening
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Background and purpose

Å What do we need to know ï at the start?

1. Broad outline of the tourism sector, key components

2. How many poor people currently engage? and how?

3. Current flows of Pro-Poor Income (PPI) and non-PPI benefits

4. Main potential PPI increases, given market demand, supply 

conditions, and policy context

5. Factors and market failures that constrain benefits to poor

6. Feasibility and return to tackling the barriers
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Background and purpose

Å What do we need to know later ï impact assessment?

ü Increase in numbers of poor participants

ü Increase in PPI flows

ü Increase in non cash benefits or reduction in costs to poor

ü Extent to which the above can be attributed to our intervention
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Adopting a pro-poor value chain approach

Making the value chain work better for poor 

Å Good understanding of current value chain 

ü Diagnosis (to determine what to do) 

ü Baseline (for measuring future impact)  

Å All options are open. 

ü There is no prior assumption 

ü Interventions may be at any point in the chain/sub-chain, and with any 

stakeholders

Å Careful monitoring of poverty impact is essential.

Å VCA as a tool is not sufficient on its own for most VCA interventions.  

ü Uuseful for assessing PPI, Nos of poor participants, and how these relate

ü Poor for capturing other issues e.g. social and environmental, dynamic impacts 

ü Other tools are also needed. 
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Improve pro-poor performance of a value 

chain
Å A change in the operation of the value chain can benefit 

poor people in three different ways. Benefits can be via:

1. New entrants - Increased access to the tourism value chain 

ü Removing barriers to entry to the existing value chain

ü Developing new links into the value chain

ü Expanding sub-sectors of the chain or indeed the total sector size

2. Increased income of existing poor participants in tourism. 

ü Boosting returns to current activities, 

ü Helping upgrade to new more profitable activities

ü Expanding volume of sales

3. Increased net non-financial benefits to poor households
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Four different types of pro-poor changes in the 

performance of a tourism value chain

1. Increase returns to current low paid activities of the poor via 

upgrading. 

2. Expanding the relative share of products provided by the 

poor within the overall chain. 

3. Developing new links in the value chain to new supply inputs 

or tourism products that the poor can provide. 

4. Expanding the overall market size and thus the entire value 

chain. 
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Luang Prabang tourism and 

opportunities for poor 

Luang Prabang tourism and 
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In what ways do the poor participate in the tourism 

economy?
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Findings

Å Participation by the 
geographically poor in 
tourism is low

Å Participation by marginalised 
groups is high (Hmong, 
women)

Å Revenues of unskilled and 
semi-skilled people are 27% 
of total tourist expenditure

Å Not a clear intervention logic, 
yet 
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Private Sector Involvement from the start

SNV support in Bhutan, with specific reference to 
the Nabji Trail
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Flagsé
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Bhutan
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Tourism in Bhutan

Å Thimphu, Paro, Punakha, and 

visiting Dzongs/temples.

Å Major draw cards are ñUnique 

cultureò, ñNatureò, ñUndiscoveredò, 

and ñBuddhismò. 

Nabji trail

Six days winter trekking
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Involvement SNV

Å National Tourism Strategy (multi-stakeholder)

Å Feasibility study (multi-stakeholder, led by PS)

Å Nabji Trail project (led by ABTO)

ü Project design and advice

ü Support to market development, participatory 

planning, enabling environment

Å Tourism Research (International Tourism Monitor)

Å Tourism Policy and Legislation (Responsible)
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Nabji Trail - diversity in flora and fauna, landscapes 
and views, people, culture and village lifeé



23Poverty reduction through partnerships

Nabji Trail

Å Objectives 

ü Provide employment and income to reduce poverty; 

ü Public/Private partnership in responsible product development; 

ü Combat seasonality, limited geographical spread, low repeat visits;

ü Conservation

Å Socio-Economic Impact Analysis Approach

ü Findings of the Feasibility study;  

ü Value Chain Analysis;  

ü Tour Operatorsô Preferences; Baseline Survey; Visitor Preferences; 

Tourism Impact Assessment
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Perceived economic, socio-cultural and 
environmental/infrastructural benefits
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Å 114 randomly 

selected 

households

Over 180 hh (72% of hh) benefited from tourism development (porter, 
village cook, dishwasher, cultural performer, village guide, 
fruits/vegetable)

Around 15 hh (8% of hh) earned more than 5,000 Nu (109 US$) in the 
first season (2006/2007)




