NATIONAL TOURISM STRATEGY 2004 - 2010



“I do not sel the strategies. In Jordan the economy is private seclor led
so we challenge the privote sector to propose the strategy for their
saclor and we respond fo and facilitate their requirements,”

His Majesty King Abdullah Il
Dublin, March 1, 2004

Jordan National Tourism Strategy: 2004 - 2010

VISION

Tourism is an essential and vibrant grewth sector that will contribute 1o improving the
longerm economic ond social wellbeing of Jordanians.

MISSION

Jordan will develop a sustainoble tourism economy through a partnership of government,
the privaie sector, and civil sociefy o expand employment, entreprenaurial opporfunity,
social benefits, indusiry profits, and siate revenue,

GOAL

Double Jordan’s lourism economy by 2010 in real terms.




Tourism is the largest global indusiry, and the tourism market is growing. Accerding fo the World
Tourism Organization [WTO], the global tourism market will triple in size by 2020. Tourism benefits
local economies subsiontially by increasing foreign exchange earnings, creating employment and
invesimen! opportunities, increasing governmeni revenues, developing a country's imoge, ond

supporting all sectors of the economy as well os local communities.

Tourism is of vilal importonce to the national econemy of Jordan. It is the Kingdom's largest expor
sectar, its second largest private sectar employer, ond its second highest producer of fareign exchange.
Tourism contributes more than US$B00 million to Jordan's economy and accounts for approximately 10
percent of the country’s gross demestic product (GDP).

Jordan is a destinotion with many iconic fourist afiractions, such os Petra, Wadi Rum, ond the Dead
Sea, Vet des.pi'r& its advantages and its imporionce to the economy, Jordan's bourism sector is parforming
at a level far below its potential. To achieve reasanable growth in the tourism secter that will in turn
confribute to economic development and job creafion, Jordan needs to moke a significont invesiment of
funds and efforfs.

Jordan must focus on attracting high-yield visitors, developing niche products, enhancing fhe visitor
experience, increasing internafional markefing, ond improving infrosiruciure and the regulatory

anvironment.

Jordon's Mational Tourism Strolegy 2004 - 2010 oullines the steps for doubling the Kingdom's tourism

economy by 2010 wsing an integrated, voluechain approach involving government facilitation and
investment in parmership with the private sector.

The strateqy is designed to bring about the following results by 2010
* Increase tourism receipts from JD570 million in 2003 to JD1.3 billien [US$1.84 billion)
Increase lourism-supporied jobs from 40,791 in 2003 o 91,719, thus creafing over 51,000 jobs.
« Achieve laxation yield to the government of more than JD455 millien (US3637 million)

The mn’ragy bargets the fellowing prierity niche markets:
Cultural Heritage |Archaeology)|
* Religicus
¢ Ecorourism
* Health and wellness
¢ Adventure
¢ Mestings, incentives, conferences, and evants [MICE)

* Cruising



The governmen! of Jordan is committed to ollocoting four percent of notional tourism receipts for
international marketing, product development, and human resources development through 2010, This
contribution will more than double the current level of tourism investment. In oddition to financial
commilments, the government and the privofe seclor will work together to srengthen the indusiry’s
institutional and requlatary framewerk. Together, they will ioke oction to improve the competifivenass of
the tourism secior and ochieve the sirategic cbjectives and plans set out in the Notional Tourism

Strategy.

A comprehensive action plon and monitoring system have been developed o guide the implementation
of the sirategy. The strategy’s four pillars, shown below, will produce the expected resulis.

nal Tor

Strengthen Towrism Maorkefing Objectives:

Enhance Jordan's image

* Brand Jordan as boutique desfination

+ Increase arrivals of |1ig|1-'"iu|-|:| tourists
Maintgin pn:li'linn in currarl markeds

* Enhance market intelligence to identity
future opparfunifies

Support Product Development and
Compstitiveness Objectives:
« Inerease visiter yield
* Enhance competifive odvanloge
« Diversiby lourism products

Develop Human Resources Objectives:
* Irrgrawe dourist services
¢ Increase availability of human copial

« Expand emgloyment opportunities

Provide Effactive Institutionol and
Heguh:lurr Fromework Objactives:
* Enhance institufional copacity and
legal support for lourism strategic
objeciive

| Secure Financial Resources for Tourism Marketing and
Invest in Infernofional Marketing

1.2 Strengthen |ordan Tourism Board

Tourism Flanning ond Development

Promate Private Sector Investment and Manogement of
Public Assefs
| Industry Competifiveness

Adogt o Notional Tourism Manpower Strotegy 2004-2010
Develop High Standards of Training and Education
! Support Tourism-reloted Small and Medivm Enferprises

| Enhance Ministry of Tourism and Anfiquifies Mandate to

Ensure EHechive Implemeanialion af Tourism Plans

2 Public-Public and Public-Private Sector Parmership

Enabling Environment for Aggressive Tourism Growth
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1. INTRODUCTION: |
TODAY’S CHALLENGE IS TOMORROW’S OPPORTUNITY

The outlook for world tourism remoins exceptionally strang in spite of current difficullies. Tourism is a
sector tha! Jordan should prioditize ond invest in a3 a cenfral contributer to ifs fulure economic success.
To realize the seclor's polential, it i+ necessary lo put In ploce o siralegy, logether with the policy
insfruments, acllon plan, ond enabling investment environment thol would suppart its implementation.
Jordan's raditional success in tourism was largely inherited; future success ean only be created through
investment,

The core principle of Jordan's Mational Tourism Strategy (NTS) is thot tourism should deliver the oplimum
benefil to the economy, people, and communities of Jordan. IF suecesshully implemented, the strategy has
the patential ko;

* Increase economic activity, oppartunity, ond wealth for ifs citizens.

« Create income streams ond economic benefits for government.

* Expand employment in urban and rural areas.

* Play @ majer role in regional and rural development through investment,

* Build @ strong and compelitive lourism seclor as a plllar of the ecanamy,

Successful implementation will require significant investment. The necessary funding will only be raised if
the governmen! and political leadership establish the tourism seclor as a priority and one that must be
supparied.

Suveeesaful implementation will alse hinge vpon the development of publicprivale partnership. In
parhicular, the lardan Tourism Board (JTB), whose core bask is to suskain and manage the public-private
poarinership, must support the private sector as the engine of sustainable growth, economic benefit, and

employment,

Jordan's unique natural beouty and histaric legacy present remendous oppariunity for the Kingdom's
tourism industry, Monetheless, ochieving the largels sef out in this sirategy will be challenging. Only
threugh o comprehensive and integrated effort will Jordan be able to realize the fll patentiol of taurism
as a bankable growth sector for the 215t century economy,

The Mational Tourism Strategy is Jordan's guide for relurning Jordan's tourism sector lo susiained growth,
I aims lo achieve clear and defined lorgets, which can be easily monilored by Jordan's key
stakehalders, b was inftially ogreed upon ond adopled by key stakehalders af a retreat in May 2003,
Delegates from the National Tourism Council [MTC) and the Sirategy Steering Commities approved the
strategy ond decided o oppoint the NTC to guide the strategy’s implementation and monitor its
achievements.

The strategy wos augmented in 2004 1o follow o value chain compelitive approach recommended by
the private seclor in respanse lo the challenge set forth by His Majesty King Abdullah 11,
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There is no doubt that the events of September 11, 2001 caused a major disruption in the growth of
tourism wodldwide. Chart 1* shows the downturn in fourism on o global level, ond especially in the
Middle East.

World and Middle East International Tourist Arrivals (2001-2002)
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Befare September 11, the tourism industry was growing remarkably well in the Middle East. Growth in
international tourism arrivals in the Middle East consistently outpaced the world average unfil 2001. This
trend resumed in 2002, [See Chart 2]

World and Middle East International Tourist Arrivals (1994-2002)
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Jordan, at least temporarily, also followed the trend of post®/11 growth. Actually, arrivals increased
frem 2000 to 2001 by 1.5 percent, but receipts fell 4 percent [Table 1]. Recovery in both arrivals and
receipts followed in 2002, From 2002 o 2003, tourist arrivals decreased 3.1 percent, although
receipts actually increased by 3.7 percent.

Jordan Tourism Arrivals and Receipts 2003

All Arrivals 2,838 322 3,190,027 3,550 9509 3,632,135 2.0%
Toarrisi

Arrivals 1,345,504 1,385,810 1,505,008 1,458,222 -3.1%
Tourism Receipts
{millian J3) d82 7 463 515 534 3.7%

Curing the past 10 years, Jordon has not been amang the top performers in the region. The WTO
indicoted that nine of the 30 jop emerging destinalion countries are in the Middle East Morth Africa
IMEMA] region. All of them are Arab countries - but Jordan is not among them. As noted in Chart 3,
the average annual growth rate in tourist arrivals for the Middle East was 12.2 percent between 1995
and 2002. The world averoge for the same period waos 7 percent. However, Jordan achieved an
average annual growth for the same period of only 5.8 percent.

International Visitor Arrivals in the Middle East,
Average Annuval Growth Rates 1995-2002
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Only one Middle Eastern country — Oman — achieved a growth rote of 15 percent or more over this
sevanyear period, and ne MEMA couniry posted o 15 percent growth rate for bwo years in a row.
Furthermore, Jordan's share of the Middle East's internafional tourist arrivols fefl from B.2 percent in
1995 fo 4.5 percent in 2001. Clearly, Jordan has been under-performing relative to other destinotions
in the region. History suggests that achieving o growth rate of 10-15 parcent per year from 2004 1o
2010 would be guite o chollenge, Were Jordon to achieve such an annual growth rote during 2004-
2010, the number of additional visitors would average more than 440,000 per year.

Middle East Market Share (%) 1995 and 2001
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In terms of tourism receipts, in many regords @ more crifical indicator than arrivals, Joedan's averoge

annual growth role between 1995 and 2000 was just 2.1 percent—well below the Middle East
average of 6.5 percent [see Chart 5.
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Oine impartan! reason tha! Jordan's lourism receipts ore below comespanding figures for its arrivals is
that revenue per visitor has been falling. In 2002, the Middle East earned USS470 per tourist arrival
{Chart &). This is below the world average of US3675, Jordan, ot US54B5, is well below the world's
average, lirael, Lebanon and Egypt all hove higher receipts per arrival.
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Extensive inventories of tourism resources ore available, but they should be systematically organized and
anabyzed far best d::laiﬂn-muhng purposes, Far th Purposs af the srategy, o sabect Qroup of -nduafr';.r
siokeholders representing various privole and public sector argonizotions and NGOs perfarmed an
assessment of Jordon's lourism products and developed a list of recommendations for areas that need
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Priarity Tourism Segments
Cullural Heritage |Archoeslogy]
Redigious
Ecoloursm
Healih and wellness
Cruising
Meetings, incentves, conferences, and events (MICE]
Sohveniure

Scientific, academic, volunteer & educational {SAVE)



Other patential tourism segments :
Filming and photography
Fastivals and cubural events

Summer and family holidays
Sports

The first sight segments on the list are semiready but require further enhancement and develapment,
which could be realized through the 2004 - 2010 strotegy. The remaining four segments have
prospects for development once the potential of the pricrity segments is realized.

All of Jordan's tourism segments require enhancemant and development. However, the group’s objective
wis fo Fda-nﬁf‘r o balance of segmaents that would generofe rehurns while dm'ajrclpmanr i5 underwnr.

For each tourism segment, products and product elemenis (sites] were identified and corresponding

themes were developed. Based on the themes and product elements pertaining to each segment, tour
products were -:f-asign-a-d with dmignul‘a-d primary and secondary centers and routes.

Centers were considersd to be those cities sirategically locoted in relation to tourism sites and

possessing odequate accommadation focilifies and relevant support services, Centers ware clossified as
either primary or secondary depending on the surrounding aliroctions as follaws:

Primary and Secondary Tourism Centers in Jordan

Amman Azrag
Petro Dana
Agobao Karak
Dead Seo
Wadi Rum [potentially]
Irbid [potentially]

Subsequent to gathering and summarizing the oforementioned information®, the group proceeded io
conduct an analysis of the strengths and weoknesses of oll the tourism centers in ferms of the following six
pillars of tourism:
Accommeodation
Food
1. Transport
i Things to see and do betore &:00 p.m.
Things to see and do after $:00 p.m.
Tourism services

*For a hull sumenory of the grows’s work in relaan io te sight prionsy lowlus sagmarss, products, product elaments, costars, four
producty os wall &5 primary ond secoadary roues, ond work ralosed i the svan plllars gleass refar 1o Product Davelapmant Wk
Group Repont”, Seplember 2002, Moticral Tourlsm Sagy CORelemnce Documsnts



For piflars one through five, the centers were evaluated and graded on o scale of 1 to 10, 10 being the
strongest. The following table summarizes the groding results of the various lourism centers. The grades
should not be compared, os each is anly relevant to that particular center

Grading of Tourism Centers According to Strengths/Weakness
In Terms of the Tourism Pillars

AEIEIE IR IE IR AB 1k
Pillars 1-5 _'5_":_{_“' “ {_f_ =
Accommodation | & F ol MR R S 2 2 |
Food & 7 3 2 3 3 1 2 2
Transport |5 13|21l 1]o0] 4
To do bebore &:00 p.m. B 5 o] t i 4 4 7 5
To do after 6:00 p.m. & -HERNEI AR ES

Centers thot scored low requine inlensive development affort, With respect to Karak, the group ogreed
that it will remain o secondary center, thus when evaluated in terms of ransportation and things 1o da
aher &:00 p.m., they found it not epplicable.

The centers were nal evaluoted individually in relation to the sixth pillor, since o general analysis of
Jordon wos more relevent ond indicative. The following werse identified as the toursm services

consliluencies:
« Airports * Rest stops
* Boarders * Tourist police
* Tourist guides * Liability insurance
Signage * Rescue services
* Infarmation « Training

Due to the importance of crofts to tourism and the need for its further development and
enhancement, a complete analysis was carried out for crofts which were identified as pillor

SEVEN,



Challenges pertinent 1o pillar seven [crafis) include the following:
Leck of owareness among lourists about the difference between local and imported croft iems.
Furthermore, the social and economic benefits linked fo Jordanionmode crafts are not  being
property communicated io jourists.
Lack of certification and brum:ling of Jordanian-mode pmduds under LPEEiHE criteria
|e.g., hand-made, machinery made, sacial and econamic criteria).
Lock of promotional materials or a naticnal website for Jordanian handicrakts
Limited represantafion in inlernaticnal frade fairs
MNoncompetitive prices of locally produced crafts compared to crafts imported in bulk
from the Far East.
Lock of a research center to identify vnique Jordanion culiural and histerical charocteristics that can
guide artists in designing creative handicrafs.
lack of promotfional aocfivities [|e.g., cralt shows for lourists), festivals, fairs, and
axhibifions that premate locally produced handicrafts.

Environmental considerations as refoted 1o product development were also explored by the group and

majar recommendalions were davaloped®.

A summary of recommendations for product development are aveilable in Annex 4.

Currenily there is litile infarmation about aclivities for visitors in Jordan. Detoiled exit surveys need to be
conducted to identify which segments Jordan is currently offrocting. Such surveys identify spending
activities for each element of the tourism value chain.

59399359

Troved Ageres firline Signoge Hovaly Tty siken Airline Trowed Agenks
Towr Operoiors Rollwey Infoemafion kicsks  Mofels Shopping Roilsay Tour Cperofors
DA Car Guides Camping Entestainment  Car o e
Beochures Cnsiza Taurist mops Friends & Restauroints Crulise Ledging
Madio Ships Rolarives Diuidoces Ships Inlarnat
‘ioed of Mauth Bed & Breokfost Porks
Internet Timeshore Baaches

Cubural events

Hisloricod siles

CGame parks

Wil |ife

* Eofrmnce - “Produc Development Werk Group Roport®, Septembar 2002, Maotional Tourism Sirategy CO/Referance Documants.



The tourism sector is crifical for Jordan’s national, economic and social development. The following

presen! the cose for prioritization of the lourism sector in Jordon:

* Jordan hos a limiled number of opfions thot are “ready fo go® as strong econamicdrivers. Tourism is
one of these. Jordan's fourism sector has product potentiol and infrasiructure, but marketing capacity
and slaff :::lpuhi|iﬁa: musl be improved to make
best use of resources and skills.

" Internofional tourism is o leading industry of the 21st century. As living stondards ondincomes rise,
sector growth will occelerate exponentially.

* Tourism con contribute substantially to Jordan’s GDP over the long term ond keep pocewith the
expanding economy.

* Tourism is @ major source of hard curmencies and coniributes significantly to governmanirevenves and
the notional bolance of payments,

* Tourism is an intensive employer, Unlike in other industries, tourism jobs are notreplaceable through
capital investmeni, In fact the opposite occurs. The higher the capital investiment, the mare jobs are
created.

* Tourism requires o diversity of pmhsaiunul, technical, craft, skilled, and operations staff.

* Tourism is not concentrated only in cities, but distributes it benafits widaly. It is particularly valuoble
far regional development and income distribution.

* Tourism complements traditional industries such as ogriculture ond crafis Tourism, properly managed,
has low import content. Most of its requirements can, through a planned approach, be met lacally.
Tourism development need not be a threot lo enviranment, heritoge, or cultere. It can provide reasons
fo support investment in thess areas, and therefore, improve them.

* Tourism brings considerable social benefits to local communities, os faciliies andincome become
available o local citizens and communities.

* Tourism is a catalyst for industrial development becouse it affracts foreign directinvestment [FOI) and
provides many of the lifeshde and leisure facilities that highly
skilled workers require.

* Tourism supports increased air carrier occess, also essenfiol for business and investment.



The mispercepfion of Jordan os an unsale destination is the main barrier fo near- and longterm growth
in the fourism indusiry.

The current level of government expenditure on tourism is not sufficient to equip the JTB with the
resources necessary fo manoge the in-|:|u-.slr';.r mast effectively. Without |'.1--|:|-|il::|.l pricrity and comrection from
the government in the near futwre, Jordan's fourism indusiry will fall further behind its compefitors.

Optimum performance requires a new opproach to parinership development that will capture and focus
the resources ond energies of the public and private seciors. There is o need for parmerships betwean
government ogencies of the operational and the policy lavel. Addifionally, frogmentation amaong
government agencies must be avoided, os if is inconsistent with o notional and inl'e-,gm-!ad uppm-::lch.
For example, the marketing of specialized forms of tourism, such as health and education, are relevont
ports of the tourism mission - ftheir diffusion fo separate ogencies would weaken overall effort.

There are many foctors that confribute to lower visitor spending that is on eslimated ot US$485 in
Jordan, compored to o world average of US$470. Two of Jordan's closest competitors, Egypt and

Lebanon, average USS747 and USS1,000, respectively. This disparity is largaly due to:
« Shart length of stay
* Low visitor expenditure per day

Uncoordinated visitor servicing after arrival in Jordan

Lack of information on product ronge and diversity

Maximizing the value of visitors affracted is the most “conirollable” aspect of the sirategy’s ocfion plan.
An immediate program of product development and marketing designed fo lengthen stay is required.

In August 2003, the JTB conducted a shedy comparing Jordan to other members of its comparative set.
Jordon received the lowest score of any of competitors in the area of gir occess price. This is a crifical
weakness, os high airfores are o major barrier to growth. |t is imperative thot air access fo Jordan be
openad up if targets are to be met.

Jordan mus! also ensure thol procedures at entry and exil points—including visa, immigrafion, and
customs processing—are efficient and visitor-friendly.



The effective deployment of marketing resources requires sophisticated market knowledge ond ossessment
skills. This can only be acquired through good market research, market intelligence, and technigues, such as
marke! ottainability analysis. Part of the solufion is hiring highly qualified pers.mmaL pulting a system in
ploce, and encowraging all siakeholders to submit accurate and relioble numbers and information.

While raditional attroctions are vital, their importance declines unless they are susiained by investment that
enhances the visitor experience ond iniroduces innovalive developments to improve the experience. Bt is
assanfial for Jordon to orgonize its public and private sectors to focus investment efforts in an integrated waory
to improve product competifiveness.

Many other regional governments have dromatic investment plans to transform their tourism economies. For
example, the government of Morocco plans to invest US$6 billion o add six new resort projects, providing
onother 40,000 rooms, fo reach its target of 10 million visitors by 2010. Dubai hos the massive Palm lslond
Project, and is investing strongly in fourism facilities and occess tronsport. There are also sirang invesiment
plans in Bohrain, Omon, and Kewail. Jordan's compeatitiveness depends upon a similar commitment 1o
investment. A clear investment promotion strategy and plon for tourism sector development should be

produced.
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To become o warldcloss destination, Jordan muest adopl a compelitive approoch thal sustains ils curren
positive momentum and leverages its srengths in the fulure. Essentially, this is a strofegic decision o
market Jardan to customers willing to pay o higher price for quelity experiences,

Tourism is on essentiol and vibrant growth sector thaot will contribute to improving tha long-term
economic and social wellbeing of Jordanians.

..F- SICEN

Jordan will develop o sustainable tourism economy through o partnership of government, the Jordan
Tourism Board, the privote seclor, and civil society lo expand employment, entrepreneurial opporiunity,
social benefits, indusiry peofits, and stofe revenue.

ool

Double Jordan's tourism economy by 2010 in real terms,

* Inerease tourism receipls fram JIDS70 million in 2003 1o J01.3 billion [US$1.84 billion)

¢ Increase tourism-supporied jobs from 40,791 in 2003 10 91,719, thus creoling over
000 jobs.

» Achieve toxafion y:ﬂld to the government of more than JD455 million [US$637 million)

Action plans guiding marketing, product innovation, heman rescurce development, and instilutional
and regulatory reform hove been developed. Eoch oction plan includes o geal, justification, acfions,
responsible bodies, ime frame, budget, and expected resulls. The oction plans ore incleded as Annex 5.

MV sirTe

The budget for 2005 and 2004 is basad on the recommended government ollocation of twe percent of
receipts for marketing during the srategy period, one percent of receipts for product innevation, and
one percent of receipts for human resource development. The ocfion plan requests an allocation of
1D09.4 million to fund the ITB for the remoinder of 2004 ond JD14.1 millien for 2005, malched by an
odditional 25 percent contribution from private sector.
Strategic Principles
The MTS is based on the following principles:

* Marketing and developing Jordan’s tourism shall be a portnership between the government, the public

seciar, the private sectar, carriers and NGOs guided by policies and structures that facilitate
collaboration, cooperation and investor conhidence

* The government and the private sector will invest in tourism, bosed on the actions required 1o achieve
a return on their invesiments,



* The success of the sirategy relies on investment, This includes copital investment, product
development and innovation, markeling investment, and investment in qualily, service
dulivlry, and human rescurces.

* Tourism development in Jordan will be sustainable and choroclerized by:
‘ Preserving the environment and adopting ecologically sound principles
“ Respecting the liteshie and culture of its people and communities
‘ Balancing the principle of profit with the need for socially responsible business proctices
Adhering to Glabal Code of Ethics for Tourism os odvocated by the WTO

* Market and customer requirements will drive the development and marketing of the
industry within the principles of sustainability established by the strategy.

« Jordan will position itself as o boutique destination with an expanded approach to
niche markefing.

« Jordan will establish o destination imoge that can lead to branding ot a suitable stage
during implementation,

* The strategy should be based on four pillars: Product Enhancement, Effective Marketing,
Human Rescurce Development, and Institutional/Regulatary Reform.

* Tourism should torget the citizens ond communities of Jordan as ifs primary beneficiaries
by providing income generation and employment oppariunities and by coniribufing
revenue lo government programs that support quality of lite, environmental

excellence and societal develapment.

* Tourism should contribute o poverty alleviation by implementing the recommendations of
the Warld Tourism Organization’s STEP [Sustoinable Tourism-Eliminating
Pavarty| initiative.

* Tourism should be inclusive and involve people, culiure ond communities.

* Tourism policies should olwoys consider social impacts and the potential deteriorafion
of underlying resources and should plan o minimize them.

* Tourism enterprises should invest in skill development and training to enhance human
resource development and copacity building.

* Tourism developments and focilities should abways be open o local residents, as well as
wisitors,



Seffing realistic torgets is imporiant. These targets should be chaollenging enough so that they can only
be achieved af the optimem limits of the best efforts of the sector and the priarities of government. Ta
be effecfive the strategy and ection plan must alse include the inputs necessary to achieve the targets.
Target sefting that does nat consider both sides of the inpul/resull equation and markel conditions

cannot succesd.
Tourism receipts |visitor expendilures] are the most important consideration when creating torgets. All
other benefits and economic impacts fow from the expenditures generated from visitors fo Jordon.

These expendifures create the income streams for government and new employment, contribute to the
balance of poyments, and open up enterprise opporfunities,

The WTO predicts a 7 percent growth rate between 2000 and 2010 ond a 4.7 percent growth rate
betwean 2010 and 2020 of visitor arrivals io the Middle East (Table 4],

International Tourist Arrivals by Region - Percent Growth

1995-2000 2000-2010 2010-2020 1995-2020

Middle East 6.2 7.0 6.7 &7
Europe 3.2 3.0 3.1 3.1

Eost Asio/Pacific 2.7 77 7.4 6.5
Americas 3.4 1.9 4.0 3.8
Africa &1 5.4 5.1 B
South Asia 5.7 &.7 5.8 6.2

Global Average 3.4 4.2 4.5 41



For Jordan, WTO predicts that annual arrivals will increase 100 percent between 2000 and 2010,
frem 1.4 million and 2.8 million [Chart 7}, and that receipts will increase by 72 percent, from US$720

million to US$1.24 billion aver the same time period [Chart 8],

Tourist Arrivals - Jordan / Middle East 2000-2010

2000 [ Real ) | Million | 2010 [ Forecast ) | Million )

40 355
a5

30

25

20 T H |

248

2010

Tourist Receipts - Jordan / Middle East 2000-2010

2000 [ Real ) {USS Billion ] 2010 [ Forecast | [ USS$ Billion |

0 B
15 _12.2
10 II
3 .24
& &
ﬂ { m 1 L] Zﬂlﬂ 1

Male: ME forecast based on &% annual growth

B jardan
[ Midde Eost

B sordan
B midds Easi



The World Trovel & Tourism Council (WTTC) provides 2004 trovel and towrism forecasts for 174
countries and the world developed by Oxford Econamic Forecosting, following the United Motions
standard for Tourism Satellite Accounting. The WTTC reporied that the fravel and lourism recovery from
Seplember 11, the war in Irag, SARS, and the down-turmed economy is now well underway, and that
the overall autleok for 2004 and beyond is for rebust growth. Forecasts worldwide for 2004 include:

Demand:

All components of frovel and tourism, consumption, investment, government spending, ond exports are
projected to grow 5.9 percent (in real terms) and total US$5.5 rrillion in 2004, The tenyear (2005
2014) annualized growth forecast is 4.5 percent per annum, illusirating the outlook for o market
recovery in 2004,

Visitor Exports:

A number of trovel and tourism economies are expected to benefit from the strong pound and euro
against the .S, dollar, which is expected to spur nearly US$727.9 billion in total visiior exports
worldwide — a gain of 9.6 percent on 2003 results, This level represents 4.9 percent of tolal global
BXPOS,

GDP:

Trovel and tourism's conkribution fo the world economy is illustrated by the direct indusiry impoct of 3.8
percent af total GDP. The combined direct and indirect impact of the travel and tourism econamy s
sxpected 1o fotal 10.4 percent in 2004,

Employment:

The global trovel and tourism industry is expected 1o produce 3.3 million new jobs in 2004, brining the
kobad to 73.7 million jobs, or 2.8 percent of tolal world employment. The broader ravel and fourism
economy (direc! and indirect] is expected to create nearly 10 million new jobs for the world economy,
bringing the tatal number of jobs dependent on lourism to 214.7 million, or B.1 percent of tokal
amployment

Speoking about the state of the indusiry, Jeon-Claude Boumgarien, president of WTTC, slaled:

“We've learmned o number of lessons these past three years oboul Travel & Tourism's sensitivity 1o
axtenal events. Perhaps one of the biggest lessons is thal the economic impact of the industry goes
well beyond the tradiional notion of airines, hotels, car renfal ogencies and lour operators, but
reoches well info tha fabric of cur economies. When the front line of Trovel & Tourism is hit by a fall in
Trovel & Tourism demand, our entire economy suffers. And olthough the indusiry con ond does do a
great deal to help alleviate the concerns of our customers and gel them maving ogain, government
officials must step in and become pariners with the indusiry to strengthen its position and resolve. "

WTTC estimated the following growth rates for the Middle East in 2004:

* Trovel and fourism economy is expected to total 9 percent of GOP and 3,422,600 jobs

* Demand is expecied lo total 6.8 percent real growth in 2004

* Demand is expacted o total 3.9 percent real growth per annum betweesn 2005 and 2014



Jordan’s Competitive Position in the MENA Region

Successhully implementing on aggressive visitor growth strategy will require careful assessment of source
markets and wellfunded, disciplined marketing aimed at markets most likely to visit Jordan. The first step
in such o market identification process is o evaluole Jordon's effecfiveness in aftracling regicnal
autbound markets.,

Table 5 summarizes Jordan's current ranking in its competitive country set, here assumed to be the
MEMNA countries as identified by the World Tourism Crganization in its database.

Table 5
Jardan and MENA®* International Visiter/Tourist Arrivals 2002

From Middle East 12,629 10.7% A6.6% 178 32.0% Soudi Artbia
From Ewrope 7,028 2.48% 26.0% 43 53% Egyot

From Americas 1,077 2.8% 4.0% 47 1% LAE

From All Other Regions 6,345 1.0% 23.4% 17 2.3% Soudi Armbia
Covarcl 27,079 6.0% 100.0% 100

* Eucludes Kuwaif, Polastine and Yeman since 2007 dato ore locking,
Sowrce: Woald Tourism Crganizoiion and Geonge Waoshingion Univessisy

Collectively, the MEMNA couniries hosted more than 27 million international visiters in 2002. Nearly half
of Jordan’s visilors came from other MEMA countries. Jordan secured nearty 11 percent of thesa visitors,
even though it attrocted enly six percent of all intemational visitors to MEMNA countries. This indicates
that Jordan was quite compelitive in attrocting MEMNA travelers. Jardan’s competitive index in shaws that
Jordan atirocted 78 percent more than its “fair share” of international visitors from MEMNA, couniries; in
other words, more than would be expected from its overall market share of six percent, However, it
Bﬂm&mﬂf 43 percent or less of the other source region visitors fo the MEMA region.

However, Jardan is much lass successhul attracting visitors from Europe or the Americas than the average
MEMA country. Its compelitive index indicates that it currently atfrocts only 43 percent of its fair share of
European visitors, and 47 percent of its fair share of visitors from the Americas. Jordan is currently
attracting 11 percent or less than the MEMA region's market leaders for these source areos. In short,
Europe and the Americas appear o be lucrative regions for that Jordan can target o afiract oddificnal
international visitors.



Table & ploces Jordan's economic dependence on fourism in the perspective of its MEMA neighbors,
based on country projections by the WTTC released in March 2004, Jordon shows the largest
proportion of nofional employment dependence on tourism of all 12 countries listed = seven percent, I
is the second couniry in lerms of share of GDP directly attributable o tourism demand. It ranks in the
middle in herms of lourism’s contribution 1o fotal exparts for the year, While it may be difficult to expand
inbound infernational tourism demond to maich Egypt's 54 percent of export sarnings, these daota
sugges! thal it may be possible for Jordan 1o double its export earnings from bourism by the end of the
decade.

Jordan and Selected MENA Couniries Economic Dependence on Tourism

Percent  Rank Percent  Rank Percent  Rank

Bahrain 2.5% & 4% 5 1.7% 10
Egypt 7.0% 1 % & 54.0% 1

lsroel 2.9% % 3% 7 1.2% 12
Jordan 6.99% 2 T 1 6.5% 7
Kuwait 1.9% g 2% @ 2.2% g
Lebanon 3.4% 4 7% 2 33.9% 2
Ciman 2.9% i 3% B 19.5% 4
Clatar 3.7% 3 4% 4 24 5% 3
Saudi Arabia 1.6% 10 2% 10 17.7% 5
Syria 2. 1% A 5% 3 7.3% (-]
LIAE 1.1% 12 1% 12 1.4% 11
Yemen 1.1% 11 2% 11 2.9% 8

MEMA, 2.5% 3% 6.5%

Sowrce: VWiorld Travel ond Towrism Coencil, March 2004



Growth Targets for Jordan s Tourism Economy

The growth projections in Table 7 call for growth of 10 percent per annum cumulative, which will
require discipline, investment, and highly capoble human resources, The inputs required in markefing
imvestment o achieve this would be two parcent of fourism receipts by the public sector and three
perceni of furnover by the private secior. Inputs for product innovation and human resource

developmant would be two percent of tourism receipis.

Table 7
Tourism Strategy Growth Targets (10% Real Growth) [MNote1|

N E I R EA I

In-.lfhmkmipnlhlnhi‘] 623.8 7049 7965 9001 1017 1,150 1,298
nmen Revenues

13-5‘%-] [NuluEI 2183 2447 2787 315 3559 4022 4545

Employment [ FIEs)

(Mate 4) 42,585 48,121 54376 461,445 49433 78.4580 BB.AS9

* All Figures ore in 10 million escept for employmen

Table 8
Investments Requirements [10% Real Growth)

Internaticnal m:lrl‘.al'rng
expenditures (Mote 5
Fublic Sector

Private Sector

14.1 15.9
3.5 3.9

PO

N
S
Ly 5

203
5.1

Investment in Product

Innowvation and Human
Rasources [Note &) 96 141 159 18 203 23 26

* Al tigures ars in 40 milian

Motes

|- Assuming ennual inflation rate of 3 percent.

. Expenditures by non-resident visitors in Jordan or taurism revenues o3 accounted by the Central Bank
of Jordan

2. Revenue accuring lo government through faxation, fees ond charges, assumed at 35 percent in the
absence of any more firm guidlines. The range is 15 percent to cver 50 percent from low-taxed to
high-taxed countries.

. Full time job equivalents [FJE} of Direct and Indirect employment, cakulated ot 50 FJE's per USS 1M
|Dean/Henry Studylreland).

*. Public sector marketing expanditures are calcvloted of 2 percent of tourism receipts starfing 2005 io
ochieve 10 percen! real growth. The range for government invesimen! internationally is 1.5 percent
bo 3 percent. Private seclore expenditures are calculoted at 1/4 of government investment in tourism
markeling.

. Investment in product development and human rescurces. More investment is needed in non-
accomodation products, Investiment should be lorgeted ot areas that will suppert diversity, innovation
and the development of niche products. Investment figures are structured at 50 percent for product
innavation and 50 percent for human resource development,

JORDAN MATIDMAL TDURISM STEATEDT I
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Jordon will create a public-private parinership and allocote the oppropriate resources ko oftroct, and
safisfy the neads of, high—yiuH customers seeking an excellent travel experience in o meuL SECYTE
couniry with natural beauly and significant culturol heritoge sites secured by Fiendly and welcoming
hosts.

Jordon's volue delivery system will be driven by passion, pride, and confidence that visitars will
experience the best that Jordan can offer through positive humon interoctions in o sofe and secura
desfination committed to peace, crosscultural understanding, and sustainable development.

+ The first consumer fraval decision focuses on whars to go, not which tourism product fo buy.

- The government of Jordan is the largest stakeholder in tourism. The JTB is its markefing representative
and principal means of parinering with the private secior.

* Lowcost, Web-enabled technology is reducing the dependence on antiqueated mainfrome computer
systems and traditional distribution channels.

* In this very trogmented and complex industry, the single universal commonality shored among all
public and private siokeholders is the raveler whao seeks 1o navigote seamlessly oround the globe
from destination to destination and supplier to supplier, and complate multiple transactions in a secure
envircnment,

« Creafing a parnarship with customers will help Jordan make good decisions and harness the power
and commitment it needs o weather volatila fimes. Customer parinership means finding mutually
safisfactory solufions to shared problems and a dedication 1o excellence in every sole or service
encounber. |t olso requires commitment to torging long-term relationships thot create synergies of

knowledga, security, and adaptability for both parties.

* Tourism products” are perishable products. A sepplier connot go backwards ond sell yesterday’s
unsold hotel room, offroction ticket, or air seat. A supplier's bottomdine is dependent on distributing
this par'lshuhle inventary at the lowesi pmsihle distribufion cost ond at the right fime.

« For most aperations, only a small fraction of the total time and effort actually add value to the end
cusiomer. By clearly daﬁning *value® for o specific product or service from the cuslomer's perspective,
all the nonvalue octivities can be targeted for removal step by siep.

« Transifion to knowledge-bosed economies has established effective employes empowerment
mechanisms that are crucial lo maximizing the compeitiveness of companies.



For Jordon's value delivery system to be effective it is assential to:
© Moke it easy for the consumer 1o purchose ravel fo Jordan by strengthening the usability of
distribution systems warldwide.

Maoximize the use of continuously evolving information and communications technologies.

* Unite the industry's public and private sector around the cusiomer by constantly improving
the quality of tourism products and services.,

+ Reduce the cost of distiribulicn for suppliers,

Provide cooperative funding from the public and private seclors 1o reduce the offects of
destination-odverse threat—both real and perceived.

The econamic value of lourism arises entirely from the expenditures made by domestic and international
visitors. The sirategy envisages thal a "tourism value chain” approach will be instilvtionalized 1o analyze
the process and idenfify opportunities that increase value through positive action or the elimination of
barriers. The total trovel experience describes pretrip planning and selection octivities, the on-sile
experience and posHrip outcomes. The illusirative template that follows presents ecotourism as an

example.

The real value of the opprooch is demonstroted when it is opplied to the niche areas selected for
Jordan's boufique destination positioning. Here, one con pinpeint with great accurecy those actions that
will enhonce valve, increase competitiveness, or when linked to the exit surveys, will roise ssues that
offect the visitor experience or solistaction rating. This template will ossist Jordan in becoming more
compelilive and provide a tocl for racking progress.



An Example of the Application of the Value Chain Delivery System for Eco-Tourism:

Key Demographics: 132 million ecotourists per year growing ot a 10:25% rofe per
year. Sources: WTO Pcountry profile and individual tour opergior doto

Planning  Website and * Endangered and endemic species list
Publication Information: = * Explanation of variety of gecgraphic and climafic zones
* Menu of unique octivities
* Interprefive service lisfing
* Listing of appropriate “green” occommadations
* Facts aboul Jordon’s

- Selection  llustrafive Informatien * [nternel Websites (Green Travel Ma
Sources * Scientific Mogazines (Mational Geographic]
* Clubs |Audubon Society, Sierra Club)
* Trade Shows (ITB, IATOS)
* Specialty Tour Operators [Natural Habito! Adventures)
» Trade Associofions (TIES)

EI

Ecotourists seek pleasurable experiences in ocqualnting themselves with nature by visiting natural
areas lo view flora and founo and unigue geographic formotions, Ecotourists require peace and
serenity in outdoor environments,

Il ecolod ll i imi
Nasch it e T o LT i e
Local Examples * The Azrag Reserve Lodge l
* Rummana Compsite
* Dana Guest House

‘Sample Activities: Wildlife Viawing, Scuba Diving, Malure: Hiking, Homsbock or |
Comelback Riding, Bird Waiching, Flora Walks, efc.

Sample Services Required: Forum for Arts and Crafts, Energy-efficient Transportation, l
Welltrained Interpretive Guides, Information Books, elc.

Day 1. Amive in Amman, Jordon - Explore the Copital Day 2. Mujib Mature
Reserve — Hiking on Circulor or Lower Trail Day 3. Dead Sea - Relaxing and
Bathing in healing woters Day 4. Arive Dana Mational Park [DMP) - visit Dana
Center Day 5. Explore DNP Day 6. Return to Amman w/optional afterncon visit 1o
Shoumari Mature Reserve Day 7. Depart Jordan

JORDAN MATIONMAL TOURISM STRATIGY J004-3010



* Collect information obout ecatroveler's sotisfaction and make improvements o product and
markefing.

* Mainsoin contact with fourists, mq:lluining new conservation initiotives and offer reloted travel
opporiunifies.

* Periodically send questionnaires fo determine frequency of return Irips 1o determine rational for
doing so.

Eco-tourism Assets
Responsible fravel to notural oreas thal conserves the environment and
improves the wallbeing of locol people

« Convene NGOs, prolected area managers, tour guides and inbound tour eperatars focused on eco-
tourism to develop plans and 1o implement activities to develop ecobourism products.

« Conduct cooperative research on ecofourists now visifing the areas listed above in the map. Create

a data gathering and analysis system to use for defermining consumer satisfaction and spending
oclivilies.

« Develop and implement cooperative marketing activities-fairs, Internet marketing and targeled soles
in colloboration with ITB.

« Consider developing a system of ecolodges and developing an ecatourism cerfificafion program to
encourage green operclions, energy conservation ond use of renewable energy systems.

* Identify ecotourism projects underway and promaote investment opportunities,

JORDBAN MATIOMAL TOURITM STRATIGY 3004-7010



Table ¥ presents o rating of Jordan's product portiolio.

Development and Motivation Ratings® for Jordans Product Portfolio

Heritage Tourism

Mature/Ecotourism

Health and Wellness Tourism

Religiously Mativated Taurism

Activity Holidays .
Desart Tourism L
Sparts Tourism o
Meetings, Incentives, Conferences . .
Events .

" 8 % &
® =& = I

Source: Jordom Compargtive Cosmipesitive Shedy, Sugust 2003, TR

* The *Develapment Bofing” iy on alssiiment of the curment development of the greduct: 1] B nat well developed, 2| i
dealoped, bul thare Is scopa far hethar desalopmant, ond 1) i wall developad. Tha “Mativalionel Boting” indicaies 1] tha
poriiolio oppeals o limited niche markets, 2| # opgeals o niche markess, and 3] it appeals o growing morkets,

Each of the following niches are described for eoch phase of the value chain, followed by steps
required fo develop competifive clusiers and fo stimuloie invesiment for product development and

cooperative markefing [section 5).

Cultural Heritage [Archoeclogy)
Cultural heritoge tourism is one of the fostest growing market segments and accounts for abow 10

percent of tourists worldwide, about 8070 million sach year. The kypical cullural tourist is 4540 years
odd, The segmenl is expecled to grow with the ageing of the baby boomers. Tourists interested in
cultural heritage tourism are hrpicu":r wall fraveled, offtvent, highl:r educated, and stay in high quality
accommodations.

As western cultere ages, there is a growing nead to get reacquainted with historical ploces, sspecially
areas that serve as the bi:l‘hplucu of societies. Jordan is in a good position to penetrate this market
segment and traditionally hos done quite well in historical heritoge with sights such as Modabo, Peira,
ond Ajloun. Many cultural sites exist in the copital of Amman, which dotes boack to pre-biblical fimes.
Jerdan currently has twe UNESCO World Heritoge Sites in Petra and Guseir Amra that would clse be
of interast to this markat,



Religious
Religious tourisls accoun! for a lorge proportion of world travel, Trips vary in malive, including
pilgrimoges, religious lours, service projects, ond missions. Some of the mos! popular Christian
pilgrimage destinations are in Jordon's Holy Land, where the religion was founded. Worldwide, there
are 1.7 hilien Christians (970 million Cothalics, 470 million Pratestants, and 220 million Eostern
Orthodox).

Jordan is in o unigque posiion becouse of i religious heriloge ossets for three of the major world
religlans, Jordan is recognized as the birthplace of hwao of these religions, Christianity and Judalsm. The
story of Adom and Eve is said to have loken place in the Jordan River Valley near the Dead Sea. Jordan
eantaing 50-60 percent of the Hely Land's sites, including Moah's Tomb and Bethany.

Adventure Travel

Growing of o role of 18 percent per year, adventure iravel conlinees 1o be ane of the fostest growing
niche markets in the ravel indusiry. Conlrary lo popular opinion, this is net a young, backpacking, low.
budget markel. Participonts are often af the peak of their careers, with o lorge amount of dispesable
income, The typical raveler is from 20-55 years old and takes irips thot averoge between seven and 15
days. This market includes a wide variety of sctivities, including hiking, eycling, rock climbing, desert
trekking, sailing, comping, ballooning, mountain biking, water sports, and horsebock riding,

Jordan’s rugged and voried terrain provides the perfect venue for almaost any adventure activity in which
a tourist in this segment would wonl te participate, from the casual 1o the most hard core. Aqoba is o
water lover's paradise, with the Red Sea providing unmaiched scube diving ond colm warm wolers for
aclivities such as jet skilng and sailing. Hiking, desen ekking, and camel treks are available in nearby
Wadi Rum ond cther desert areas. Mountain biking and trekking are offered around the Deoad Sea ond
in the Mujib Wildlife Reserve.

Eco-tourism

Ecodourism is o dynamic markel where preservation and conservolion are central to the destinotion’s
appeal. Typical Appreximately 20 percent of lourisls worldwide [132 million] are invelved in eco-
tourism and nature-related forms of lourism, Esfimates put the annual growth rate for this segment of 10-
235 percent. Aclivities include wildlife viewing, hiking, interpretive learning, and plant identificalion. Ece-
tourists are likely to spend mare money than general lourists. Eighty-lwo percent are college graduates,

Jordan has four moture reserves and one marine pork that together offer o variety of ecotourism
apporfunities, Wadi Rum is an excellent example of desert landscopes with exceplional maunioin views.
Dana Matienal Park boasts o greal diversity of londscapes and is home lo several rare plants, The
Mujib ‘Wildlife Reserve hosts some of the most ancienl and interesting wildlife in the Middle Eos,
including the corocal. The Dead Seq, the lowest spol on Earth, is a wonder unto itself and draws momy
visitors eoch year to view its solt formations and swim in its heoling waters. The Shoumari Mature
Reserve is home 1o the Oryx, one of the few mammals indigenous 1o the Arabian Peninsula.

Health and Wellness

The health and wellness segment, which includes activifies ranging from spa treatment to surgery, is
growing worldwide. It tends to be less volatile than leisure trovel. Travelers in this segment are often
iraveling out of necessity. The spa indusiry alone grew by BOD percent between 1978 and 1994, ond
is expected 1o continue grow as the world’s populalion oges.

Jordan is a leader in the health and wellness fravel movement and hame o the world's lorgest spa. For
thousands of years, kings and rulers hove iraveled io the Deod Sea to bathe in the healing waters, pack
their bady in the nutrient rich mud, ond soak in the mellow sunrays, While the Dead Seo spos are world
rencwned, they are nal the only locotion in Jordon to affer vnique reotments. Afra Folls, AlHimmeh,
and Ma'in Falls each have special clinics for a variety of ailments,



Cruising

Tha total number of cruise possengers worldwide is expected 1o grow from 7.5 million in 1998 to 13.5
million by 2005, The cruise industry generaled o tatal economic impact of US$1.46 billion in the Uniled
States in 1997, and reached US$18.3 billion in 2002, This segmeni is increasingly aftracting the
family market, as parents catch on fo the fact that cruising is remarkably hassle-free with children on
board. All inclusive cruise ships are small and luxury vessals which oftract empty nesters and seniors.
Gelting mormied on :hip is @ growing trend for cuuplas locking for o different way to spend their
wedding day. Themed cruises atract travellers from a wide range of age groups, and therefore target
markets vary depending on the theme of the eruise.

It is recommended thot Aqoba authorifies and operators focus an this segment, as it has good potential
for the south of Jardan tourism componant.

Meeting, Incentives, Conferences, and Events (MICE]

The MICE segment afiracts large groups of offisent people. This sirategy aims to copture highlevel
international business and polifical meefings. Eoch MICE event creates significant economic impact en
the state and community. One of the benefits of this strategy is that it helps exdend the length of the
tourism season, MICE tourists are 40 percent more likely 1o return 1o the destination for leisure activities
in the future.

Jordan has recently committed fo this segment and has mode improvements in infrastruchure fo grow the
MICE market. Ammon has built the new Zara Center, the Cultural Center, and sizable hotels that con
accommodate large meetings. There are a number of hotels in Pelra and the Dead Seo orea (including
the new Royal Convention Cenler] thol con entertain MICE clients, and Agoba has many haolels in
development. Jordan has the benefit of o central location in the Middle Eost that could help it in the
intensety competitive MICE markes.

Scientific, Academic, Volunteer, and Educational (SAVE)
SAVE participatory produects and holidays con provide both economic and social benefits 1o smallscole
tourism inifiofives. Activifies inclede cultural immersion, experiential leaming-based travel, voluntearism,

and supporfing local development projects. Especially significant in this segment is “voluntourism,*
where trovelers undertake volunteer acfivities that enhance the tourist product ot destinafions, such as
protecied areas.

Such octivities have been occurring for quite some time, bui they are not radificnally associoted with
tourism. Current examples in Jordan include: scientific — archaeology at Mt. Nebe; acodemic - Arabic
study at the language Center at the University of Jordon in Amman; volunteer — interns for peoce
program throughout Jordon to advance Middle East cooperation in land reclamation, ecology,
community ond business development; ond educational - bird walching in Azrag.

Summer Holiday/Family Tourism

Attracting domestic and regional tourists is o key to maintgining a fRexible tourism industry able to
weather unforeseen international pressures or events. Jordon is relofively successful ai attrocting
regional tourists, and they form o significant porfion of the Kingdom's overall tourist market, In 2002,
tworthirds of inbound travel was fram Middle Eastern couniries, and well over half of thot wos fram the
Gulf countries alone. One untopped hidden resource is the “summerdong fun segment.” In Jordan's
case, fourists in this morke! ore usually residents of Gulf countries who come with families and stay in
furnished apartments for the summer. The main draws for them are enterioinment, afrocions, end
cooler weather.



Amman is a vibrant metropalitan city with oll of the amenities necessary to cater to the afluent Arab
warld, The city has numerous restaurants, sougs (bozoaors|, upscale boutiques, ond markets. It olso has
on amusement park. The Dead Seo resorts also oftract visitors in this sagment, as does Agaba.

Festivals and Cultural Events
Festivals ond culvral events provide significant cublural, sporting, and recreafionnl opportunities far
locals and affract many visitors to the couniry.

Realizing the importance of art and culture, Jordan offers o variety of cubtural, folkloric, and pop
festivals and other events around the year. One of the most imporiont annval festivals is the Jerash
Festival for Culture ond Asts, founded in 1981 by Her Maojesty Guean Moor Al Hussein to promode
Jerdanian, Arab, and international cubure and artistic interaction. The festival showeoses a wide array
of singers, musical and folklore froupes, poetry readers, symphony orchestras, ballet companies, ond
Shakespearean and other theaters. It also includes handicrafts and art shows,

In 2002, UNESCO designated Ammon as the 2002 Arob Cultural Copital. The Grealter Ammon
Municipality created the JD 4.5 million King Hussein Culiural Cenier to enhonce cultural owareness and
creale an appropricte enviranment for inlernational intellectual inleraction and for fostering creativity.

In 2000, the Souk Ukaz festival was established under the potronage of Her Majesty Queen Rania Al
Abdulloh. This festival is an internafional cultural market and art exhibition in the form of a souk.

The strategy recommends better coocrdination of the timing of these events, toking info account the
seasonol spread and the need for advonce planning and promation lo reach the lorgest possible
audience in the region and internationalhy.

Filming and Photography
Filming and photogrophy are progressive indusiries that are alwoys in search of new ploces and

creafive ideas. They con produce a huge positive impact on the tourism indusiry by helping o pesition
and market the country.

In July 2003, the Roval Film Commission of Jordan was established with the gool of helping
professionals ond instilutions working within the realm of physical ond/or digital production,
internafional institutions premaling intercultural global understanding through audiovisval arts, young
arfists and aspiring filmmakers. The Commission aims to provide a one-stop source of information for the
global production community of all types of productions in Jordan, including features, documentaries,
animations, 30-designs, photoshoots, independents and others. The commission olse promabes cross-
cultural interoction ond global understanding by supporting the development of o Jerdonian film
indun'rr:.r, as well as encouraging Fmaign productions ko film in the Kingdom.

The strotegy recommends exploring further the potential of this secior fo produce high yields ot all levels.
Jordon has a wide variety of londscopes and weather as well as infrestruciure, wellirained and
educated individvals, ond state-ofthe-art technologies. |t olso offers unique historical ond cultural
attractions that can be of use in thamed hlms, documentaries, er digital medio productions. Apart from
many local and regional movies and series produced in Jordan, 10 international films were produced in
Jordan since the 19405, of which best known are probably “lawrence of Arabia® [1942), “Indiana
Jonas and the Last Crusade” (1989], “Son of the Pink Panther” [1993), and "The Mummy Returns”
(2001). Jordan hos alse been featured in numerous decumentaries and odverfisements,



Sports

The sports ravel marke! consists of hwo distine! components, One is travel for active participation in a
sport or event; the other is travel fo view an event. In the past decade, internafional sparting events such
as the Olympics and the Wordd Cup hove grown lo epic propartions, but events do nat have io be
lorge-scale and worldclass to affroct spectaiors and parficipants, In the United States alone, B7 millien
people parficipated in sports lourism that invelved on overnight skay.

Jordan currently has o number of sites and octivities that cater 1o the sports tourist, Amman offer golf,
Agoba offers scuba diving, and the Mujib Wildlife Reserve offers mountoin biking. Jordan hasts the
annual Deod Sea Ulka Marathon, as well as the Jordan International Rally, o desert ovto roce. The
2004 world chompionships for fencing and snocker ware held in Agaba. This segment has room to
grow in Jordan, with respect lo both the possive [spectators] market and the aclive parficiponls marked.
Jordan's relafive stability provides excellent venues for sporting events in the underutilized Middle
Eastern market,

Table 10 suggests which countries would be the best largets of on expanded lordanion international
marketing effort. It shows the results of a project the Ausirian Insfitute of Economics to forecast growth in
resident outband expenditures for countries expected to increase this spending by US3 3 billion or more
by 2010.

Leading National Source Markets for International Outbound Tourism
Expenditures, 2001-2010 Projected

Europe 3.7 F3.9
United Kingdom 4.1 16.0
Germany 2.5 11.5
Iraby 50 ;.B
France 3.4 &.5
Pedond 11.5 5.B
Belgium 2.4 3.4
Metherlands 27 3.3
Czech Rep. 13.8 3.1
Swedean 4.2 3.0
Spain 3.2 2.9
M. America 4.0 J2.8
United Siofes 4.0 25.4
Conada 4.0 55
Asia

Japan 2.4 8.7

Source: Egon Smeml, *long fem Fomscashs bor Inlernafional Toursm,® poper presented of the 227 Inlernafional Symposium an
Fm:mi'mg June 2002, Dublin, lrefand



This section provides information on Jordon's competitive sel. It olso presents o differenfiated compaetitive
opproach to guide Jordan's tourism developmant.

Jordan’s Core Competencies and Uniguenes

While Jordan can bring many competitive products ko the markeiploce, one comparative advantage
stands out - the iconic nature of its major heritoge and natural landscape products.

Jordan's stunning natural londscopes not only define the country’s sense of ploce, but also hold a history

that is imparfant to the world's major religions. They are deminant, stable, and enduring in a changing
waorld.

This incredibly strong unigue selling propesition con be linked directly to key growth market segments
and “pull factors” that can build motvational, highly refained imoges essential fo supporfing successhul
marketing. These are:

* The Deod Sea

The Haly Land - Religious Clusters: Biblical, Christion, and Muslim

* Patro

* Wodi Bum

« Jerash

The ITB's Compatitive Comparative Shudy illustrated other strengths in Jordan®s tourism market compared
to its compaetitive set. (See Toble 11) Cne extremely important area in which Jordan is strong is frade
opinion, which indicates whather trovel agents and operators have confidence in o country’s products.
In this area, Jordan, along with Egypl, received the highest scores of the sel. [Table 12 explores this
colegory in more debail) Jordan is also strong in the Notional Tourism Authority (MNTA) Trade Show
category, in which Jordan shares the top spot with Egypt and Turkey.



Table 11

Jordan and its Competitive Set
Jordan Fi 4 k| 5 5 T 5 4 8
Egypt 9 8 7 7 5 7 9 7 8
lsroel 7 4 A 9 2 ) 4 7 2
Syria 7 4 3 7 1 3 4 5 3
Lebanon 7 4 2 8 2 1 4 & 3
Cpmecn A 2 1 2 a 0 = & 2
Dubni ) ] 5 2 L] & B 7 7
Tunisia 7 B 7 7 4 L] ") 7 7
Turkey ) Q Q rd & A Q Q 7

Source; Jerdon Comparative Competie Shedy, August 2003, JTB
Travel Trade Competitive Survey

Thirty-eight 1our operators from seven morkets provided their perceptions about Jordan's standing with
the rade. Table 12 contains @ summary of thelr answers when asked which countries they would
recommend i clients looking for specific experiences

Table 12
International Travel Trade Opinion: Jordan’s Competitiveness in Specific
Experiences
Heritage Here lordan rated ahead of Egypl, which hos recenlly changed its
adverfising focus moving heritoge lo @ more subsidiory position,
Syrio was in third ploce signaling the growing presence of this competitor.
Cultural lordan again led Egypt and Syria,
Family lordan rates well behind Egypt, but ahead of Syria and Dubal, There is an

admitied gap in Jorden's family product and this will be impartant in its
ability to compete successhully in this vital sector of the regional morkel.

Health & Wellness lordan rated well ahead of Egypt shewing the sirong associotion this produc
" has with a unique asset like the Deod Sea.

Eco-tourism It is not o surprise thot Omaon fealured strongly, as this is o specially orea for
it. What is @ surprise is that Dubai shared the honors with it. There could be

some distarfion here as Dubai sells two holidays thet include Oman. Jardan
did not figure,
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Sun Egypt roted the strongest followed by Turkey & Dubai. Jordan didn't figure.

Sun and Beach When the question includes "beach”, the leaders Egypt & Turkey redain their
respective positions, but now Jordan shores thind ploce with Dubai,

Diving Egypt is the leader by a long margin of 5 1o 1, Jordan comes in second,
Resorts Egyp! again rates well ahead, with Dubai second and Jordan last,
Adventure Jordan wins this one comfortably over Syria, with Egypt & Turkey well behind,
MICE Dubai wins this section, but Jordan is the second choice.

Religious | lsroel is o clear first choice, Jordon is second.

Sewce Jardan Campalitive Comparative Sludy, Auge 2000, TR

The survey yielded several other noleworthy findings. When asked which country they would
recommend 1o clients, members of the ravel rode most commonly neme lordan, followed by Egypt and
Syria. When asked which country provides the best volue for money, they raonked Egypt highest,
fallowed by Jordan. With regards 1o having welcoming, fnendly people, lordon ranked highey, with a
comfortoble |lead over the next to countries, Syria and Egypl. Finolly, when osked which countries ore
Jordan’s main competitors, the lour operalars not surprisingly ranked Egypt first, Syrio was second,
which is further evidence of its emergence as a strong fulure competitor.

The strategic approoch outlined obove works best when linked 1o o plan for development thal
recognizes the dynomics of Jordan's tourism industry ond its role in regional development. This plan
provides o omewerk for invesimen!, product developmen! ond lour circuils, human resources
development, and marketing. It links direclly lo government paolicies for supporting tourism through
incentives, as well as for dispersing economic benefits, creoling social equity, and developing human
resources. To achieve the doubling of the lourism economy, Jerdan will need substantial investment to
uvpgrade products and create innovalive new visitor experiences, The investment required may nol be
achievoble unless the government establishes conditions thot ollow the private seclor lo invest in and
manage public assets. The recommended Framework for developing Jordan's tourlsm econamy should
have the following elements:
Tourism Cenbers
* Developing New Tourism Areas
+ Special Interest Tourism AMractions
Proteched Area Matural ond Cullural Sites
Touring Routes - Primary and Secondary
Entry and Exit Poins



Jordon should focus on crealing an environment supportive of lourism development, local infrastuchure
remains inodequate ond connal meel the needs of a growing tourism industry, Jordan's netwark of major
roads and highways is good, but though there bas been some impravement, the quality of secondary roads
aulside Amman and within lourist sites = generally poor. Another major problem s o lock of signoge,
although o project to update these is currently proposed under Jordan's SocieEconomic Transformation Plan
[SETF), as well as some other lourism related developments.

The basic infrastruciure - bothrooms, telecommunication systems, calering, promational literature, and
ather services - ol vorious louris! destinations in Jordan needs improvement. Transportalion and
communicalion networks and focilites next to polentially attractive siles alse need significant
improvemend. Focilites for the disabled are vifually non-existent,

Tourism, Investment and Entérprise Developmen! Linkad
Obstacles ond consiraints reloled to enterprise developmen! and FDI in the tourism sector need 1o be
identified ond must include o review of existing incentives in relalionship te other business sectors. Other
measures needed to expand tourism investmen! epportuniies include moking public property available
for lourism development, securing investment in small ond medium enterprises [SMEs] in underdeveloped
regions, crealing renewable energy systems, ond developing health and wellness focilities.

The improvement of the invesimen! climate described in Chart 10 will olse contribute 1o Jordan's
alfrachiveneds as a lourism destinalion and enhance its overall image in the international marketploce,

Jordan hos a wide variety of accommoadations designed to mes! various requirements and budgets,
incheding a number of four. and five-star hotels. In 2003 the Kingdom had 329 clossified hotels, up from
129 in 1994, Additionally, a number of new hotel projects are being planned or developed. One
negalive aspect i3 the low eccupancy rate, which was 32 percent in 2002, down from 39 percent in
2000, The hotels are not well diskibubed throughout the country, Marthern lordon, the location of
popular fourist afrachions such as Jerash, Ajloun, and Umm Qais, has a very limited number of hotels or
ather accommodalions. Those tha! do exist are mainky one- and wo-star edablishments.

In general terms, the copital resources allocoted to the development of Jordon’s lourism indusiry hove
been limited in comparison lo other couniries. Barriers to entry, such as high caopital requirements,
minimum levels of investmen!, and minimum deposits, limit foreign ond domestic investment. The
governmen! heavily regulates many fourismereloted businesses, creating excessive levels of red lope and
bureauerocy, For example, the government stipulates that in order to demensirate their financial stability,
lour operators must deposit 1050,000 os a financial guarantee, New coach companies must deposit of
ID10 million, an excessive amount by most standards. Regulations and financial restrictions that prohibit
compelitiveness should be reseorched and rethought in terms of their overall effect on the towrism
incustry,

=
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Tourism Investment and Enterprise Development
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Differentiated Competitive Advantage Model

Jordan shauld adopt the Diferentiated Competitive Advantage madel and market itself 1o customars
willing to pay a higher price for quality. The approach foecuses on three pillars described in mare detall
inChart 11.

| Chart 11
Differentiated Competitive Advantage Approach”

Cld Model [Comparative Advantoge)
* Mature / baouty * Minimum Llinkoges ® Price bosed competition
* History * Wholesale distribution = Any visiiors
* Location * Master strategist heavy ® Basic services
* Low skilled pacple regulation * Independent companies

Mew Model (Differentiated Competitive Advantage)

# Skilled human capital * Value chain = Value praposiion
* Trust and empowerment * Shared vision * Targeted visilor segments
* Ropid response * Matworked opproach ® Haowy duty market ressarch
® learning instilufions * |nnovative distribution » High guality experisnces
® Unigue insights channals = Parinerships
* Global capabilities * Information and Commun- * Brand manaogemeant

ieation Tachnalagy (ICT)

* Trocks frovel experience
continuum

*Bosad o the Frontier Bermuda Compaliiiveness project

G D AN MATIOMAL TOURISM STRATEGY J004-3000



6. EXECUTION: THE KEY TO SUCCESS

The pillars in Chart 12 will guide the sirotegy implementation fo meet the success targels. The execufion
phase will convert the Mational Tourism Strategy info actions thot con be implemented.

Tourism Strategy Pillars

I Biuil

e i, —

Miche Targsl Markefing
I

Walue Chiin Cluihers
Compattive Diflarantiotion

Training
Capacily Building

Behm & Cotabytic Actions —

D T T EAEESES SRS F

Pillar 1 - Strengrhen Tourism Mﬂl‘kﬂﬁﬁg

The recommended approach to Jardan’s market positioning s that of o boutique destination which draws
its bead products ond brand themes from its heritoge sites and natural beauty, in the context of o secure,
peacelul destnalion, and a kriendly welceming environment for higheyield wisitors,

The particulars of the marketing sirategy will evolve over fime, but in general Jardan will need to define
its imoge in brand terms. Such o destination campaign will be central to sustaining the recovery and
growth programs. The objective will be to altract o majority of visitors from higher spending groups,
while making the best use of the product base. The niche strotegy that follows from this positioning will
reduire exlensive morkel research lo provide infarmation for confident decision-making.

Jordan should develop o branded approach to its tourism marketing during the stralegic implementation

period. The recommendation is that the brand principle be applied os scon as the destination image is
ogreed bo, and that lull branding be infroduced later during an appropriate implementation phose,

m JORBAN HATIONAL TOURITM VTRATIGY 2004-3010



More specifically, the following steps are recommended:
Jordan's approach fo the international long-havl markets will be a niche marketing strategy, directed
to well-defined target markets through:
A network of lour operators and specialist ogents
Support for direct product producers selling through specialized media or distribution systems
The development of Web marketing capability ameng tour operators, direct frade sellers, and links
to private sechor sites

* Jordan's approach to the regional markets will be focused ond concentrate on frequent international
iravelers [FIT}, special inferest groups, and tamily groups [locals as well os residents). These will be
contocted and motivoled by the mast direct methods ovailable:

Direct consumer odvertising
Consumer promotions [e.g.“Discover Jordan®)
‘Wab marketing
* Adverfising in specialized media
Direct promational activity to companies and associafions for MICE and group business

+ Jordan must correct, as quickly as possible, the current severe research deficit so that it con effectively
support these strategies with the information required for professicnal, targeted marketing compaigns
ond focused product development efforts.

* Jordan must use a public-private parinershipled marketing platform directed by the Ministry of Tourism
ond Anfiquities [MOTA), manoged by the JTB, and dedicated 1o supporting the privote secior as the
engine of growth.

Jordan must prioritize the development of a cultingedge Website to provide customer and frade
information, support its niche muﬂ:eﬂing strategy, and bﬁdga accass ho pr::-l:luct and pucl;n}ga sallars.
The Website can also capture valuable data from prospactive visitars.



In ceder to improve marketing, the following condifions must be met:

Sufficient finoncial resources must be secured ond invested for regional and international tourism

marketing, as demonsirated by toble13 below.

Required Investment in International Marketing (JD million)

Year Government Private Sector
2004 ?.6 2.4
2005 14.1 3.5
2006 15.9 3.9
2007 18 4.5
2008 20.3 5
2009 23 5.7
2010 26 5.5

The JTB's insfitufional capacity must be developed fo compeie with best internafional marketing
organizafions, and it should be maintoined os a private sector organization with monogement
autanamy.

The general market for fourism #o Jordan is regarded as having plateaued and declined. Growth is
now driven largely by customization and niche markefing strategies. The holiday decision is inflvenced
by individual preferences and needs are becoming mare specific. Technology and competition have
provided the means o produce, promote, ond support cuslomization ocross the enfire range of
consumer products, including holidays ond tourism producis. All high-yield growth strofegies must
respond fo customization trends.

Products can be defined in many ways. Range and diversity are critical 1o the success of marketing
strotegies responding fo customizofion trends and niche marketing. They are also vitally important to
areas such as visitor experience, length of siay, and shortbreak lourism. The skralegy recommends both
an increase in the ronge of pml'fnhm and their diversification through innovation within the portfolios.
More specifizally, the following steps are recommended:

Develop o nofional fromework plon ond policies for tourism development. The frameweork would
encompass the following principles:



* Allocate one percent of tourism receipts to o product development fund that would be
used ta:
“ Enhance the visitor sxperience of existing key sites through improved presentation and innovative
visitor services
* Develop primory and secondary louring routes and services for visitors 1o suppor! a greater future
amphasis on FiTs

« A cluster approach would be uilized to focilitate employment, SME development, and
targeted maorketing. The cluster skrategy would be developed either on o geogrophic basis [e.g.,
Agaba), on the basis of product associalions {e.g., the Royal Society for the
Conservation af Mature], or on the basis of specific themes (e.g., Haly land development or
archosology].

* Build highlevel research and analytical copabilities at JTB to enoble effective decision
making and engogement in product,

¢ Policies should meel inlernational slondards to ensure the protection of Jordan's
anvironment and cultural heritoge.

* Prenvide incentives for taurism development ond investment in the secior.

i Promofte Privale Sector Investment and Manoagement of Pubii
Enhance and enable the investmen! environment, The govermnment should creote and promate o

favoroble environment to allow privote sector investment in and management of public sector assats,
incleding land, heritage sites, museums, and lorge scole infrostructure developmaent,

* Eliminate barriers o competition in air access ond internal franspor,

* Modernize airpor! and streamline boarder procedures,

* Implement bes! practice regulatory standards for consumer health, safety, and profection.

* Ensure private seclor competifiveness through iniialives, classification systems,
registration, and aversight o improve produc! quality and service delivery. To be operated
through improved professional indusiry essociations.

+ Support SME and local community development,

* Support the local handicralt industry.

Pillar 3 = Develop Humon Resources

Ta croote a pool of highly skilled human resources able to meet the requirements of the industry, tourism
musl link bo educotional systems, This includes building industryspecific capocity and internofional
interaction through various Jordanion colleges ond universities such os Ammon Tourism and Hospitality
College.

Given that competent service providers are the main pillar of any successhul touriam industry, stronger
emphasis should be ploced on impraving the quality of tourism-reloted courses taught at Jordanian

el



universities ond colleges and impraving the quality of in-house raining by job providers. lordan would
benefit from the development of taining programs in seven areas: intermational marketing, product
marketing, marketing planning, heriloge preseniotion, guide Iraining, site preservation, and destination
manogement,

Managemen!, technical skills, craft skills, and service delivery training oll support Jordan's strategy as a
boulique destination, with products and services torgeted 1o highyield visitors. Under such a scheme,
key lead stoff should be positioned in o copocitybuilding contesd with orgonizations of recognized
excellence in ather countries.,

Therefore, to develop the tourism seclor human assets, the public and private sector will work together
- H

£ i lap High Stondords of Troining and Education
In cooperation with local and international instihions:
* Develop a center for tourism human resources development
+ Establish tourism eccupation standords
+ Support and focilitate o tourism qualifications framewark, thraugh which all learming
achievements in the lourism industry may be measured and related 1o soch other in o coberent way
that defines the relationship between all educational and training awards
* Encourage and promeite raining cullure in indusiry
* Develop quality lourism and hospitality programs in curriculum

= H | - A i = . BEE R a2 Pl d Bamiilsstbonsis 4 ’
Pillar & - Provics :_E:‘--u_'.u.-"- Instriunoanal and Kegulaiory Framewaork
- ]

Tourism is primarily the demain of the private sector, but it caonnatl succeed withoul the leadership and
support of government and the public sectar,

It is important for the JTB to work within an empowering institutional framework and with the support of
both the public and privole seclors. Selling ond promating Jordan's products abrood requires a
networked ond integrated approach, with presence in international markets, It should include sectors,
such as medical services, wellness, higher education, ecolourism ond others that hove signibican!
development potential, based vpon the existing product base.

Therefore, the institutional ond regulatory reform pillar aims 1o support the Motional Toerism Strategy
through the following:



The strategy recommends empowering the MOTA and infroducing structural and operational changes
bo its current institutional set up. The minisiry should benefit from o new organizational siructure, better
systems and procedures, better-trained human rescurces, operating with o private secior mentolity, and
leading the implementation of the sirategy goals effeciively ond oggressively. The sirategy also
emphasizes building better and stronger relationships with the private sector fo ensure metual trest and
therefore best contribute 1o common gools and objectives.

li is necessary to ensure that various stokeholders are oware of their respective roles and
responsibilifies, and that strategic initiafives are incorporoted inic their annval plans. I is also
impartant to have open communication and coardinafion channals betwean public and private sector
organizafions fo ensure smooth implementation of sirategy recommendations. It is vital that the privote
sector be allowed io toke o more active role in tourism sector investment, development, monogement,
planning, and legislation.

There is a definite need for o halisfic review of the Jordan legislative and regulatory envirenment
pertgining fo tourism seclor development, operafion, and investment, and for reforms that ensure o
highly efficient legal environment, clear mondates, an empowered role for the privote secior, and
favorable investment conditions copable of offracting both domestic and foreign investors. It is
recommended that MOTA lounch o series of reforms fo ensure high stondards and incorporate
internationol best proctices.

Chart 13 summarizes the institutional arrangements, followed by brief recommendations for the major
stakehalder organizations.

Mational Tourism Strategy Implementation Framework

Institutional Arrangements

lhﬁnlthlu ASEZA
AR oyl hardonion Avkoes



Ministry of Tourism and Antiquities [MOTA)

MOTA's principle roles are leadership, policy development, end political mediation. It is recommended
that the ministry take the lead in estoblishing conditions through which the private sector can invest in
public assets and become involved in their manogement ond markefing. MOTA's institutional fromewaork
should olso be revised and upgroded to ensure professicnal follow up and implementation of all sirategy
recommendations. The NTC, through which the minister can receive policy advice from both the private
and public sector on highdevel issuss, can be o beneficial forum as long as its focus is on sirategic and
policy issues, and that it does not duplicate the funclions of the JTB and MOTA.

Government Agencies
Economic priorities, FDI, education, public investment, and infrostructure policies and acfions require
close coordination by government ogencies who oversee the resources, lows, and regulations fhat

impaoct owrism,

Jordan Tourism Board (JTB)

The ITB is solaly engaged in marketing and promation. This is o weakness that affects current and future
performance. |t should olse have a voice in product development and planning.

Royal Jordanian Airlines [RJ)

The JTB ond Royal Jordanion con colloborote o open new morkets and expand inlo new sectors of
existing markets. B is recommended thol o protocol between the two bodies be inifialed under the
chairmanship of concerned ministers.

Agaba Special Economic Zone Authority (ASEZA)

Agqabo must develop an independent shrotegy thot is consistent with the Mational Towrism Strategy and
the core principles of its integrated appreach and parinership. Close partnership with the JTB is not just
recommendad by the strotegy — it is essential o it.

Private Sector
The private secior is the lead implementer of the value delivery system. To enhance private sactor
invalvement in oll aspects of fourism development, the sirategy should be o encourage aond support the

emergence of independent and voluntary tourism associations.

Civil Society

MNGCs, conservation ond histaric preservation odvocates, and insfitutions of higher education need o be
actively invoheed in the planning and manitoring of tourism to help ensure its sustainability.

Donors
Development assistonce from bilateral and mulliloteral aid ogencies should be well coordinated, and
vsed strategically for tourism-related projects.



Monitoring and tvaluahon

In order o gouge the success of plan implamentatian, it will be necessary 1o develop clear targets and
indicators for results, aking inta account the following ospects:

« Effectiveness of increased funding for tourism development and destination and praduct
marketing in helping the tourism indusiry meet the receipts and fax revenue goals

* The effectiveness of parinerships betweean the public and private sectors, including the
ogreement of common objectives, the pooling of resources and skills, and joint oction

s Impfmrad international air occsss within a competitive “open skies” policy
* Structuring lourism for paricipation from nalienal to community levels

« Guality enhancement of the visitor experience through product design, diversity,
presenlalion, innovation, customization, and service delivery

* Conducting market ressarch 1o empower lorgeted and segmented marketing
* Impreving the “welcome” that lowrists receive at all appropriate enfry points
* Adapling and implementing sustainable tourlsm pelicies

* Enabling, supporting, and focilitating investment

* Ohbitaining greater involvemen! and support from all of the sakehaolders of the
hourism indusiry

* Prewvision of waining and copacity building measures to imprave human
resource development

* Creating aworeness, understanding, and suppart for lourism by the Jordanion public

* Lhilizing o performance measurement system o monilor progress loward mesling
growth targets and volue chain oulcomes
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Monitoring the Value Delivery Process
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Strategy Implementation Guidelines

Strategic implementabon has a high Railure role and has lifle value unless it can be ronstormed inlo
planned achion, It is essentiol that the roles and responsibilities of eoch key public and privale sectar
organization be clearly defined.

Experience of successful strategy implementation has provided some guidelines thot con assist the
process,

* The sirotegy must hove measurable ond easily understood valves thot moke it worth
implementing.

« The participating portners = in this cose, the MOTA, ITB, industry, ond carriers - mus!
understand thoroughly on how the sirategy will be implemented, This clarity is a key issue and
FECuUines;

“ Priarities for management

~ Timescoles for oction

“ Understanding of impacts on structures, stalf, and methods
“ Participation through partnerships

“ Risk ossessment

© The wider stakeholder groups must understand the shrategy fully, including its benefits
and program of aclion, This “communication” requirement is o continvous requiremnent and nol o one-

off element,

* Responsibiliies for implementing the sirategic ond chonge elements must be assigned
and occepled,

It is o topdown process, The leaders mus! remain continuously engoged ond must
follow thraugh fram planning fa ocion.

* The barriers to stralegic implementalion must be realistically assessed ond properly
planned for.

Strategic implemeniotion musl be posiioned centrally and incerporated inta normal wark, rather than as
something which happens in parallel o normal wark. It must be planned os o conlinvous achivity,
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The tourism indusl'r'f is the largest praductive sactor of, and most important contributor o, the Jordanion
economy. This importonce is likely to increase in the future as fourism is o “down industry.” The
development of a national strategy would unite oll stakeholders behind one vision and set of goals 1o be
achieved by year 2010. Key sirategic directions inchede:
Visitor expenditure should be the measure for ossessing economic impoct. This would
include the length of stay, as well as money spent.
A value chain opprooch should be used to develop Jordan oi & highvelue boutique
destination.
Revise the NTC mandate fo include focilitation of policy diclogue between the public
and privale sectors and assisting with policy advococy, monitoring, and aceountability lunctions,
It is essentiol o prioritize concerns reloted fo the preservalion and conservation of the
environment and antiquities, as they are lourism’s underlying resources.
There is currently o disconnect between tourism markeling and product development
This needs to be corrected and may require institufional changes and ather linkages to achieve a
viable result,
Accuracy of stalistics s very important for decisionmoking ond benchmarking, The
wxisting fravel statistics system should be oudited using international standards for data collection
ond use

Technical assistance and grants should be considered to support emerging models for public-private
parinerships such as the JTB, Ammon Tourism and Hospitolity College, the Jordan Inbound Tour
Operators Association [ITOA), and other fourism associotions represenfing private sactor membership.

The following obstacles need to be addressed in the near term:
I.ugnl and rﬂgulufnry barriers. It iz essenfiol to review Jordon’s E&gcﬂ and regulatory

framework, benchmork it against infernafional best practice, and develop recommendations for
amendments and refarm.

HNecessity of transfoerming JTB inte a private sector-oriented institution as opposad
to a goevernment bedy. |f is important to provide legal support to study the issue of JTB shafus fo
ensure its private-sector orientation and identify and assess legal and best proctice evidence fo
suppart this as best proctice,

Impediments to hiring qualified staff for JTRE with international caliber skills. |t is
essential fo hire highly qualified stoff for |TB to be able to implement the markefing sirategy ot the
intarnational level.

Low marketing budget from government. It is imporiont fo project budget figures that are
realistic for producing world-class work, ond then present it o the government for approval.



- Need for a clear mandate for fellow-up on strategy implementation. |t is essential 1o
execute an implemeniotion process with clear responsibilities for follow-up and monitering of sirategy
development where the private and public sectors should work closely fogether. It is agreed fhat best
approach for this would be for MOTA to leod the effort for public secior refarm needed by
revitalizing the NTC, where o group of highly qualified employees from each ministry would follow
up on their respective roles and responsibilities. Private sector responsibilifies would be spearheaded
by privale seclor associofions or parinerships with participation from civil society.

Capacity to deliver on the Value Proposition. The sirategy proposes o value proposition
that will be critical o the recommendation to reach upscale markets. This will require systems and
processes to be put in place that will ensure the quality of the product and enhance the visitor
experience in line with market requirements and feedback from the exit surveys.

It is essentiol to execute the strategy through o private sectorled effort with the Rdl suppaort of oll
stokeholders. The process recommended in the strofegy idenfifies clear roles, responsibilities, and
budget elements that will support ond allow reclistic and effective implementation,

Action plans hove been developed o guide morkefing, product innovation, human resource
development, ond institutional and regulatory refarm. Eoch action plon includes o goal, justification,
actions, respansible bodies, time frame, budgel, and expected results. The budget for 2005 ond 2004
is based on the recommended government allocation of two percent of receipts for marketing, one
percent of receipts for product innovation, and one percent of receipts for human resource developmant.
The oction plon requests an allocation J0'?.6 million to fund JTB for the remainder of 2004.

MOTA, along with other stakeholders, should follow up on implementation ond conduct advococy and
manitoring activities fo ensure ocfive engagement by all stokeholders.
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