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GLOSSARY 
Adventure tourism: tourism activity that includes physical activity and controlled risks in natural 
settings, such as hill climbing, rafting, kayaking, scuba diving, surfing, and horseback riding.  

Biodiversity: refers to the wide variety of living beings, ecosystems, and natural patterns that make up 
a certain place or geographical space (Source: WWF).  

Bioeconomy: biodiversity management that seeks efficiency, sustainability, and value-add in products, 
processes, and services, based on knowledge and innovation (Source: DNP, 2018). 

Cluster: geographic concentration of specialized providers, interconnected companies, industry 
partners, service providers, and institutions that operate in a specific field, and to which they are linked 
in different ways. 

Comfort in Nature: a tourist who has a casual interest in nature, enjoys food and wine, learning 
opportunities, and cultural heritage. 

Destination Management Organizations (DMO): entity composed of various authorities, agents, 
and professionals, which facilitates alliances within the tourism sector, to enable a collective project 
linked to a destination. Its functions are applying tourism policies, strategic planning, product 
development, promotion, and marketing (UNWTO, 2019). In Colombia, the articulating groups that can 
be strengthened as DMOs are the roundtables, councils, subcommittees, and tourism clusters. 

Develop the Sustainable Tourism Model (MTS): model that collects and shares data about the 
conditions of tourism and the resources on which it depends. The model is based on four dimensions: 
environmental, socio-cultural, economic, and visitor experience. Successful examples of MTS have been 
implemented in the Exuma Cay Marine Park of the Bahamas and the Shoalhaven destination of 
Australia.1. 

Ecotourism: the purest form of tourism to have an encounter with nature, in which visitors can 
observe, learn, discover, experience, and appreciate the environment’s biodiversity. It includes activities 
such as trekking in natural settings, flora and fauna observation, birdwatching, and whale watching. 

Momentary in Nature: a tourist who is only interested in visiting for a short period, and who, even 
with special comfort, would not stay overnight in nature. 

Nature initiative: public, private, or civil society intervention that supports the development, 
strengthening, and promotion of a nature tourism product.  

Nature tourism: a bioeconomy tourism product that contributes to a country’s sustainable 
development goals and green growth. It is conceived as an umbrella product, with ecotourism, 
adventure tourism, and rural tourism as subproducts, each with specialized segments.2  

 

1 See: Shoalhaven 360. www.hoalhaven360.com 
2 Source: MinCIT, 2013 

http://www.hoalhaven360.com/
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Nature tourist resource: physical elements of the environment that can be developed to add tourism 
value.  

Orange economy: it is a tool for cultural, social, and economic development. It differs from other 
economies because it is based on the creation, production, and distribution of goods and services. Its 
content, because of its cultural and creative nature, can be protected by intellectual property rights. The 
approval of the current government’s National Development Plan introduced this category of economic 
development.3  

Potential attractions: nature attractions with tourism operation and infrastructure that are 
positioned in the market.  

Rural tourism / Agritourism: tourism activity in which the visitor’s experiences are related to a 
range of products linked to nature-based activities, agriculture, rural lifestyle and culture, angling, and 
sightseeing.4 

Singularity: a natural attraction’s degree of differentiation, determined by its biodiversity, endemism 
levels, unique characteristics of its landscape, and ecosystem services for tourism.  

Singluar Potential: refers to a natural resource's high landscape and endemic values. 

Skilled in Nature: a tourist who possesses interest and knowledge of the activity, enjoys physical 
challenges, and prefers to stay in remote locations with modest facilities and self-guidance. 

Tourist attraction: physical space with features, activities, and facilities that can be visited or enjoyed 
for tourism.  

Tourist center: a set of facilities and equipment to provide tourist accommodation services.  

Tourist destination: physical space with a large influx of visitors at various times. It has both tangible 
and intangible elements local communities participate in and benefit from, and that make the visit 
possible. Some of these elements are attractions, activities, services, products, connectivity, accessibility, 
price-value conditions, and branding.  

Tourism infrastructure: all buildings and facilities directly linked to a tourist attraction, such as docks, 
nature walking trails, interpretative centers, tourist signals, etc.5  

Tourism management: actions to plan, organize, direct and control tourism in a destination, carried 
out by public, private, and civil society actors.  

Tourism product: a combination of tangible and intangible elements that create a visitor experience, 
including emotional aspects for potential customers. Some of these elements could be tourist 
attractions, activities, services, infrastructure, a tourist center, price, and brand.  

 

3 Source: Ministry of Culture, 2019. 
4 Source: UNWTO, 2019. 
5 Source: MinCIT, 2018. 
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Tourism services: a set of business activities related to accommodation, food, transportation, and 
traveler information in a tourist destination. It includes the mediation of travel agencies.  

Tourism supply: a set of attractions, activities, products, and services of a tourist destination.  

Value chain: a set of primary and support activities that are critical for the tourism sector to function.  

Visiting Friends and Relatives Market (VRF Market): the movement of a person away from the 
place in which they live, to a place where a friend or a family member lives. 

WOW product: a distinctive experience that lures visitors into a region. Once the WOW factor 
becomes well-known, it is interchangeably used with the term “iconic product.” A WOW factor is a 
powerful way to market a destination, attract target markets, and achieve visits and occupancy levels 
that would not have been achieved or have been profitable through mainstream marketing.  
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EXECUTIVE SUMMARY 
This assessment is a market analysis of nature tourism (NT). It covers regions where Territorial Focused 
Development Plans (PDET) are implemented and other regions which are non-PDET but are relevant to 
this assessment’s objectives. The assessment was conducted in 29 municipalities prioritized by USAID, 
that contain 406 natural resources, of which 100 have the potential to become NT products in the short 
term.  

The research team addressed the following key topics related to NT: 1) the regulatory and legal 
framework that impacts NT, and the impact and consequences of the COVID-19 pandemic on 
Colombia's NT. 2) The greatest potential and appropriate strategies to support NT, to expand licit 
economies and livelihood opportunities in remote rural areas. This expansion also enables natural 
resource conservation, which is an essential component of sustainable peace and greater social 
cohesion. 3) the supply and demand dynamics of NT, and what factors enable or hinder their 
development in Colombia. 

At the institutional level, this assessment identified the government’s policies to boost tourism in 
Colombia, and the effects its response to the COVID-19 crisis had on tourism. At the market level, it 
identified the kinds of tourists and their preferences, and the locations in Colombia that are the most 
aligned with them. Also relating to the tourism market, the assessment evaluated the offer of NT and 
how well it aligns with visitors' expectations and observed how the current critical juncture has 
influenced investment. The reactivation of tourism after the COVID-19 pandemic presents great 
opportunities for NT to thrive, but destinations and companies must manage their demand's 
expectations, and overcome various obstacles to improve their offer.   

The research team used quantitative and qualitative approaches, including: 1) secondary data analysis of 
data from previous research, conducted by both public and private entities (visitor entries, tourism 
profiles, attraction inventories, investment projects on NT, previous investment incentives, among 
others); 2) primary data collection and analysis to validate and test preliminary findings and hypothesis 
(interviews conducted with governmental institutions, traveling and tourism agencies, and potential 
investors, as well as market surveys); and 3) classification, cross-checking and data analysis to present 
findings and conclusions. 

KEY FINDINGS 

INSTITUTIONAL 

• Colombia’s regulatory framework creates conditions to promote NT, mainly through 1) ecotourism 
regulation and management in areas other than PNN, 2) tax incentives for ecotourism and 
agritourism, and 3) the development of scientific tourism projects.  

• The current public policy for NT is outdated and lacks coordination between the tourism and 
environmental sectors.  

• The institutions of departments and municipalities in the territories analyzed are highly dependent on 
the execution of national programs and projects that promote tourism. 
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• Colombia’s measures to deal with COVID-19 may reactivate the tourism sector in the medium term. 
This reactivation will depend on the capability of tourism companies and destinations to manage the 
new requirements and protocols.  

NT DEMAND 

• There is no formal monitoring on the scale of nature tourism across Colombia.  

• Colombia had four million international visitors in 2019, being North America the primary market, 
and around 1.9 million domestic tourists in 2019.  

• Both national and international travelers' primary interest is ecotourism, especially wildlife and whale 
watching.  

• National tourism is an opportunity for the reactivation of NT in Colombia, especially in places with 
good land and air connectivity.  

• The most suitable segmentation model for NT travelers in Colombia is: Skilled in Nature, Comfort in 
Nature, and Momentary in Nature.  

NT SUPPLY 

• Ecotourism represents 84 percent of the tourism activities that have a singular potential6.  

• NT supply in the 29 studied municipalities has quality and competitiveness gaps in all 11 elements of 
the value chain.  

• Out of 406 natural resources identified in the 29 municipalities of the study, 100 have a greater 
potential to become NT products in the short term.  

• Based on market preferences and opportunities, this assessment identified four WOW products in 
Colombia.  

INVESTORS 

• There is a low appetite to invest in NT over the next five years in Colombia because of security 
risks, low tax incentives, and a lack of labor capital.  

• Incentives for tourism investment are focused on tax offsets and discounts.  

• The main constraints to investing in nature tourism in Colombia are access to cost-effective debt, 
the lack of sustainability certification, and government approval processes.  

 

6 Singular potential refers to a natural resource's high landscape and endemic values. 
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• The value chain’s components in which investors are interested are mostly eco-lodge development 
and ecotourism experiences, like vessels or facilities that provide access to wildlife and natural 
habitats.  

• This assessment identified Metropolitan Touring as the best opportunity for NT investment, which 
includes sustainability and inclusiveness.7  

NINE RECOMMENDATIONS 

1. Implement a Nature Tourism Strategic Plan.  

2. USAID/Colombia should support the strengthening of the current department and municipal 
capability for NT management.  

3. USAID/Colombia should consider co-financing non-refundable or seed capital funding for rural 
nature entrepreneurship.   

4. USAID/Colombia should strengthen the value chain of NT in prioritized municipalities with a 
representative offer of natural attractions.    

5. USAID/Colombia should focus on biodiversity and promote the main motivations of potential 
visitors, such as conservation initiatives, coastlines, wildlife viewing, and whale watching.   

6. USAID/Colombia should support marketing strategies that focus on attracting international travelers 
in both the short and long term.   

7. USAID/Colombia should implement different mechanisms to improve access to cost-effective debt.  

8. USAID/Colombia should focus NT development on clusters and strengthen safe operating 
environments.   

9. USAID/Colombia should provide legal and financial advice to smaller investors to go through 
government approval processes.  

ROADMAP FOR THIS ASSESSMENT 

Section 1. Context, Objectives, and Methodology 
Section 2. Institutional Analysis  
Section 3. Demand Analysis 
Section 4. Value Chain and Supply Analysis  
Section 5. Investor Analysis  
Section 6. Recommendations for USAID 

  

 

7 Metropolitan Touring is one of the potential investors identified as part of the study. They were classified as part of the 
category “Potential nature tourism operators in competitor countries that might expand into Colombia”. 
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CONTEXT, OBJECTIVES, AND METHODOLOGY 

CONTEXT 

Nature tourism in Colombia began with the establishment of the National Natural Parks System, (PNN), 
which promotes the protection and conservation of natural parks, unique natural areas, national 
reserves, and flora and fauna sanctuaries. This market has potential, although there are no statistics 
regarding its size. Since 2012, the PNN registered 1.8 million visitors, and the number of visitors 
increased by 150 percent in 2019. 

Tourism in Colombia represents a less significant source of income and employment when compared to 
other Latin American countries and the world, which means there is a growth opportunity for this 
country's tourism sector. There was sustained growth until 2019 (7.1 percent in Colombia and 1.6 
percent in Latin America), and a lower reliance on business travel than on leisure travel (86 percent 
leisure and 14 percent business). 

Exhibit 1. Colombia’s tourism industry in 2019 

SOURCE: WTTC (2020), “COLOMBIA 2020 ANNUAL RESEARCH, KEY HIGHLIGHTS” HTTPS://WTTC.ORG/RESEARCH/ECONOMIC-IMPACT 

The World Travel and Tourism Council (WTTC) estimates that tourism and visitor spending contribute 
approximately five percent to Colombia's total GDP, and five percent to employment (see Exhibit 
1). International tourism is a significantly larger economic contributor than national tourism and 
provides 13 percent of Colombia’s total export earnings. Financial contributions related to travel and 
tourism come primarily from hotels, travel agents, airlines, and other passenger transportation services, 
restaurants, and leisure industries (directly supported by tourists). Indirect or multiplier effects of visitor 

https://wttc.org/Research/Economic-Impact
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spending may generate an increase in national tourism earnings, from 13 percent of total export 
earnings, to 20 percent of total export earnings. Induced or wider effects of investment were one 
percent of total export earnings in 2019.  

In 2020, the COVID-19 pandemic created an unprecedented global social, economic, and health 
emergency. It particularly affected travel and tourism sectors as they faced the collapse of international 
demand due to the global travel restrictions—including many closed borders. According to the United 
Nations World Tourism Organization (UNWTO), from January to October 2020, international tourist 
arrivals fell 72 percent, compared to the same period in 2019.8 This greatly impacted airlines, cruise 
companies, and tour operators, and made many businesses disappear. 

Between March and August 2020, Colombia underwent one of the strictest lockdowns in the world and 
the pandemic caused the country's first recession in the last 20 years.9 By December 2020, the GDP fell 
by almost 6.8 percent, while its employment rates dropped by15.9 percent.10 The country’s measures to 
contain the virus included restrictions on free movement and travel, which included all tourist services. 
Trade, transportation, and national hotels were some of the most affected businesses; their revenues 
dropped 34 percent by the second trimester of 2020, and 20 percent by the third trimester of 2020. 
Moreover, by August 2020, hotel occupancy dropped by 38 percent, hotel revenues dropped by 92 
percent, and people employed dropped by 44 percent in comparison to 2019.11  

As a response, the national government focused on supporting tourism and published a series of 
mitigation and reactivation measures, including tax reliefs, credit lines, biosafety protocols and decrees, 
and a Sustainable Tourism Policy (2030). This economic recovery is expected to start with national and 
local tourism, at a slow pace. According to a survey conducted by the PNN in 2020, 32 percent of 
participants plan to travel six months after the lockdown, and 57 percent would prefer traveling to 
nature destinations. Furthermore, according to the Colombian Association of Travel and Tourism 
Agencies (ANATO), 49 percent mention biosafety protocols as their main priority when traveling, and 
22 percent expressed wanting to visit less crowded places.  

For the foreseeable future, the announcement of the vaccine and its widening coverage should gradually 
increase travelers’ confidence and ease travel restrictions. The UNWTO expects international tourism 
to return to pre-pandemic 2019 levels by 202312, and hotel revenue by 2024.13 Both Colombian and 
international markets are expected to prefer NT in natural settings, rather than crowded tourism in 
urban cities.  

 

8 UNWTO (2020). Impact Assessment of the COVID-19 Outbreak on International Tourism. December 2020. UNWTO. 
Accessed on the UNWTO site online through this link. 
9 Cárdenas, M. and Martínez H. (2020). COVID-19 in Colombia – Impact and Policy Responses. Center for Global 
Development. Accessed at: https://www.cgdev.org/sites/default/files/Cardenas-Beltran-Covid-in-Colombia.pdf 
10 DANE. (2020). Technical Bulletin: Job Market’s Main Indicators, October 2020. Accessed at: 
https://www.dane.gov.co/files/investigaciones/boletines/ech/ech/bol_empleo_oct_20.pdf  
11 DANE (2020).  
12 UNWTO (2020). Impact Assessment of the COVID-19 Outbreak on International Tourism. December 2020. UNWTO. 
Accessed on the UNWTO site online through this link. 
13McKinsey & Company (2020). The Travel Industry Turned Upside Down: Insights, Analysis and Actions for Travel Executives. 
Accessed online through this link.  

 

https://www.unwto.org/impact-assessment-of-the-covid-19-outbreak-on-international-tourism#:%7E:text=International%20tourism%20expected%20to%20decline,of%20the%20COVID%2D19%20pandemic.&text=Based%20on%20current%20trends%2C%20UNWTO,for%20the%20whole%20of%202020
https://www.dane.gov.co/files/investigaciones/boletines/ech/ech/bol_empleo_oct_20.pdf
https://www.unwto.org/impact-assessment-of-the-covid-19-outbreak-on-international-tourism#:%7E:text=International%20tourism%20expected%20to%20decline,of%20the%20COVID%2D19%20pandemic.&text=Based%20on%20current%20trends%2C%20UNWTO,for%20the%20whole%20of%202020
https://www.mckinsey.com/%7E/media/mckinsey/industries/travel%20transport%20and%20logistics/our%20insights/the%20travel%20industry%20turned%20upside%20down%20insights%20analysis%20and%20actions%20for%20travel%20executives/the-travel-industry-turned-upside-down-insights-analysis-and-actions-for-travel-executives.pdf
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ASSESSMENT OBJECTIVES 

GENERAL OBJECTIVE 

The main objective of this assessment was to develop a market analysis of NT’s potential in prioritized 
PDET regions, and in other municipalities prioritized by USAID. The findings will help the Mission to 
prioritize destinations with the greatest potential and design appropriate strategies to support NT as a 
sustainable economic development strategy once it has an understanding of a) the legal and institutional 
context; b) the domestic and international demand trends; c) the investment opportunities during and 
after the COVID-19 crisis; and d) a map of the current initiatives in the regions.   

SPECIFIC OBJECTIVES 

• Analyze the regulatory, policy, and institutional frameworks of NT in Colombia, identifying changes 
and adjustments introduced and expected as a result of the COVID-19 crisis.   

• Characterize the domestic and international NT markets, identifying the impact of COVID-19 in 
market trends, and the challenges and opportunities after the current crisis. 

• Segment Colombia’s NT value chain, identifying the key components, and the leverages with the 
greatest investment potential and appetite. 

• Suggest NT products and segments in Colombia that have the greatest potential to capture domestic 
and international demand after the COVID-19 crisis. 

• Map current NT initiatives in priority PDET regions, suggesting criteria to analyze their level of 
development. 

• Analyze current criteria to select regions with the greatest potential for USAID support, and propose 
additional criteria following the Mission’s objectives.  

• Analyze the conditions the private sector requires to invest and actively engage in NT in priority 
PDET regions, considering the COVID-19 crisis, and suggesting the role of USAID in leveraging 
private sector resources. 

• Identify and document the experiences of private sector companies or investors who are interested 
in Colombia’s NT. 

METHODOLOGY 

The analysis of the regulatory, policy and institutional frameworks was conducted through a mixed 
quantitative and qualitative approach, with a greater emphasis on the latter methods, to understand 
NT’s perceptions and realities as a social, economic, environmental, and global phenomenon. The 
research team applied the following methodological steps: 1) desk review of 76 documents; 2) design 
and define instruments for data collection and analysis of secondary and primary data; 3) analyze data 
(secondary sources); 4) conduct semi-structured interviews with the national, department, municipal, 
and private institutions related to NT; 5) classify, analyze and interpret data, and 6) verify and present 
final results.  
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The desk review included an analysis of 76 documents. The selection was based on their relevance and 
their information regarding the regulatory and policy frameworks for the tourism and environmental 
sectors at the local, regional, national, and international levels (see Annex A). The data analysis identified 
the impact level of seven aspects of NT’s value chain: information, governance, supply, associativity and 
chaining, demand, marketing and promotion, and investment incentives.  

The primary data collection was based on semi-structured interviews conducted with national, 
department, municipal, and private institutions related to NT. There were seven interviews conducted 
with national institutions, 16 interviews with the department and municipal institutions, and five 
interviews with NT operator companies and academia, making up 83 percent of the proposed sample 
during the methodological design. The researchers used result matrixes to identify and classify 
distinctive and recurrent elements during the data analysis process.  

For the NT supply analysis, the research team prioritized 29 municipalities from the 112 municipalities 
established in the Scope of Work. This selection was based on 14 variables and seven categories, which 
were determined by: 1) air, road, and river connectivity; 2) safety; 3) tourist destination management; 4) 
tourism supply; 5) tourism demand; 6) environment; and 7) institutional resources. Thereafter, through 
tourist inventories available at the Vice-Ministry of Tourism’s website and other online resources, the 
research team established 406 natural resources as the universe of NT’s, which were later organized in 
supply reports for municipalities. These reports include generalities, resources, supply/products, 
operating agencies, and value chain elements.  

The study proposed six variables to prioritize supply according to its degree of 1) singularity; 2) 
recognition; 3) access to transportation infrastructure; 4) site infrastructure and set-up; 5) management; 
and 6) risk and safety control. Information for four variables was collected through secondary sources; 
the other two came from primary sources, given the need to consult specific information with local 
tourism operators.  

The research team conducted 70 interviews with tourism operators, which allowed them to contrast 
primary data with the data analysis on tourism supply characterization, NT’s value chain, and sustainable 
practices in the municipalities studied. They also conducted six interviews with representatives from 
international tourism operators, to map NT-related programs, projects, and initiatives and identify the 
main gaps and lessons to be applied in future interventions for NT in Colombia.  

To conduct the market analysis, this assessment relied on secondary data based on national and 
international research of travel suppliers and the NT market. The research team estimated figures to 
understand the market size and nature travelers’ profiles. Additionally, the team researched statistical 
information and qualitative data to cross-reference factors and analyze the NT market in the country.  

The market research conducted for this study included primary data collection from nature travelers 
and travel suppliers, such as travel agencies, wholesalers, and destination management companies.  

To contact nature travelers, this assessment used social media and a survey website called pollfish.com. 
It used screening questions to filter participants who were interested in NT activities, which resulted in 
400 international and 750 national participants. Each participant completed their profile, preferences, 
activities, and needs when engaging with NT. The research team also surveyed 50 travel suppliers 
operating in Colombia to understand their preferences, activities, and needs regarding their previous, 
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current, and potential customers. Out of these 50 companies, 36 were national and 14 were 
international. Both surveys included questions about which prioritized regions are within the current 
supply, as well as which factors could influence future sales.  

The researchers identified a list of 30 possible investors and arranged meetings with ACOTUR, 
Procolombia, and several local Chambers of Commerce. Ten possible investors were interviewed to 
understand their interest in the studied regions, and investment incentives for natural destinations in 
Colombia. Each company can be classified as follows: 

• Colombian lodge-operators with businesses that might grow. 

• Umbrella marketing organizations/Tourism project promoters or developers 

• NT operators in competitor countries with interest in Colombia 

• International hotel brands that are currently in Colombia and might expand into regions with NT 
services. 

• Investment funds  

The analysis of secondary data also identified current investment incentives and investment impacts on 
NT. The assessmentteam used Procolombia reports the Invest in Colombia website 
(investincolombia.com.co) to identify attractive tourism markets in Colombia. 
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INSTITUTIONAL ANALYSIS OF PUBLIC POLICY AND 
REGULATION 

REGULATORY AND PUBLIC POLICY FACTORS THAT ENABLE AND HINDER NT 

COLOMBIA’S REGULATORY FRAMEWORK AS A FACTOR THAT ENABLES NT 

NT is a bio-economy product that includes three sub-products: ecotourism, adventure tourism, and 
rural tourism (agritourism). Ecotourism involves contemplation and entertainment activities, with nature 
as the driving motivation. Adventure tourism involves sporting activities in nature and controlled risk 
activities. Rural tourism is based on agricultural activities and rural life in natural environments.  

Sustainability is a basic principle of NT, according to the international treaties signed by Colombia, 
regarding sustainable development, biological diversity, and climate change. The Green Growth Policy 
(CONPES 3932 from 2018) and the National Development Plan (Law 1955 from 2018), establish NT as 
one of the most effective ways to achieve the Sustainable Development Objectives (SDO). 

Colombia's Congress approved Law 2068 of 2020, which modified the General Tourism Law to 
promote sustainability and implement mechanisms for conserving, protecting, and making the best use of 
tourism destinations and attractions. The recent Sustainable Tourism Policy (2020-2030) is the only tool 
that establishes guidelines for developing sustainable tourism in Colombia, and it does not discuss NT 
specifically. The main areas of progress related to NT are: 

• Ecotourism control and management in areas other than the ones established in the PNN: the 
approval of Law 2068 of 2020 provides new tools in areas different from the PNN System for 
conservation, and to control tourist reception capacity. Municipal councils now have the competency 
to establish tourism control points, determine the tourist capacity of natural resources, and declare 
tourism sites.  

• Tax incentives for ecotourism and agritourism: Law 2068 of 2020 creates tax incentives for 
ecotourism and agritourism projects, with special tariffs for income tax (nine percent), and discounts 
on income tax (25 percent) to acquire land for conservation.  

• The development of scientific tourism projects: The incipient scientific tourism sector must be 
redirected, and the number of green businesses, which represent merely three percent of Colombia's 
tourism services, must rise. Therefore, the government has set the goal for 2030 of raising the 
number of green businesses from 307 to 12,630 and promoting up to 15 scientific tourism projects.  

Regarding adventure tourism regulation and tax collection, the NT regulatory framework has created 
difficulties instead of providing enabling mechanisms, especially for adventure tourism. Businesses require 
specialized human capital, high-cost equipment, and certificates with new requirements for accessing 
capital and investment. The law also widens the tax collection base through eight adventure tourism 
activities: canoeing, rafting, caving, climbing, paraglider, canopy zip line, scuba diving, and water sports. 
Businesses that supply these activities have a quarterly tax of COP 2.5 for each COP 1,000 received 
from operational income.  
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There are four main tools through which NT public policy has been approached, independently, by the 
environmental and tourism national authorities: the NT Policy (2012), NT Business Plan (2013), Green 
Business Plan (2014), and the Biocommerce Program (2014). Colombia’s 2027 and 2030 goals match in 
improving tourism infrastructure, access to attractions, security conditions, attraction management, 
market positioning of products, and effectively involving local communities in the development process.  

Institutions from the tourism sector (Law 300 of 1996), the environmental sector (Law 99 of 1993 and 
Decree 3575 of 2011), and institutions created for peace and stabilization (Decree 2366 of 2015) 
constitute NT's public national institutions, which are responsible for designing and planning products 
and supporting their promotion. The Responsible Tourism Association (ACOTUR, in Spanish) is the 
only national-level organization that brings together NT entrepreneurs (see Exhibit 2). 

 
Exhibit 2. Institutional map of NT in Colombia. 

SOURCE: MEL ACTIVITY INTERVIEWS AND SECONDARY SOURCES 
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PUBLIC POLICY OBSOLESCENCE AND LACK OF COORDINATION BETWEEN SECTORS HINDER NT 

Although national institutions’ technical, financial, and human resource capabilities for NT can be 
strengthened, they lack effective and permanent coordination at the public-public and public-private 
levels. The tourism sector recently created the Interinstitutional Nature Tourism Board (Mesa 
Interinstitucional de Turismo de Naturaleza in Spanish).  

National development banking comprises Findeter, Finagro, Bancóldex, and the National Development 
Bank (FDN). Findeter and FDN are linked to the Ministry of Finance and Public Credit, Finagro to the 
Ministry of Agriculture, and Bancóldex to the Ministry of Commerce and International Trade (MinCIT). 
Although they have products and services for tourism, all national development banking – except 
Bancóldex – is disconnected from the environmental and tourism sectors and the NT value chain. Some 
products offered by national development banking are similar and compete with each other, underlining 
their disconnection.  

Notwithstanding the common objectives of the environmental and tourism public policies, their 
implementation instruments lack guidelines and coordination, specifically in these areas:  

• Sustainable management: the tourism sector has established mandatory Sectorial Technical 
Norms (Normas Técnicas Sectoriales in Spanish), to certify sustainability practices of tourism 
companies. On the other side, the environmental sector determines 12 criteria to verify sustainability 
in green businesses, but these are not mandatory. The technical criteria and the mandatory 
compliances to validate sustainability are divergent, which leads to an ambiguous implementation 
process for nature tourism businesses. 

• Sustainable infrastructure and tourist centers: Although public policy prioritises sustainable 
infrastructure, inadequate infrastructure is still one of the main gaps and a determining factor of the 
NT product. There are no guidelines for infrastructure development and sustainable tourism areas.  

• Tourism guide services and applying sustainability criteria in nature-related businesses: 
The tourism sector established one sole category to offer formal guide services (it represents five 
percent of tourism services in the country).14 At the same time, the environmental sector, in areas of 
the PNN System, created three categories of guided services to address the informality generated by 
guides that do not know a second language: environmental and patrimony interpreters, professional 
guides, and local accompaniment. To harmonize ambiguities between government sectors, Decree 
1053 of 2020 is less strict with requisites like accreditation in a second language. Nevertheless, the 
ambiguities are reflected in the practices and criteria of nature businesses across the value chain. 

• Agritourism and rural tourism entrepreneurship: NT public policy lacks tools to support rural 
nature entrepreneurship in areas such as tourism promotion, operation, business chain creation, 
commercialization, and market positioning. Accessing the tourism market is difficult for rural nature 
initiatives. Only about ten percent of the 52 Communal Tourism initiatives have the bare minimum 
conditions for commercialization, such as the National Tourism Registry.  

 

14 This means 499 tourism guides out of 9,721 tourism service workers (MinCIT, 2020). 
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• Promotion of public and private investment: NT's regulatory and policy framework lacks a 
strategy to guide public and private investment. In 2013, the MinCIT tried to boost private 
investment by creating two nature projects for Meta and Amazonas departments, but they were not 
executed. These are the only projects that have been designed to boost investment.  

• Information systems: Colombia does not have appropriate benchmarks or information systems to 
guide its sustainability policies. On the one hand, the tourism sector has "Visor de Turismo" 
("Tourism Viewer"), which provides economic indicators, such as tourism service spending. On the 
other, the environmental sector has customer satisfaction surveys in protected areas, and Colombia's 
Environmental Information System that collects data related to protected areas, biodiversity, etc. The 
country's current sustainability policy includes plans to integrate both systems in a two- to six-year 
time frame. 

Colombia must overcome sustainable management, competitiveness, and positioning gaps to fulfill its 
national public policy goals regarding NT. New regulation should preferably come from national 
institutions, then adopted and applied by department and municipal institutions with strengthened 
management and technical capabilities.  

INSTITUTIONS NEED TO STRENGTHEN THEIR CAPABILITIES TO SUPPORT NT 

The institutions of the departments and the municipalities of the analyzed territories are highly 
dependent on the execution of national programs and projects that promote tourism.  

The territories analyzed for this assessment can access the following national NT policy tools: the 
Ministry of Environment's Green Business Program, the Communal Ecotourism Program from the PNN 
Unit, and tourism projects designed by the National Tourism Fund and the Ministry of Commerce, 
Industry, and Tourism.  

Territorially Focused Development Programs (PDET), promote tourism and NT as one of the non-
agricultural sectors which should reactivate the economy of the 156 PDET municipalities. Tourism 
initiatives are 14 percent of the non-agricultural sectors, and out of this percentage, NT represents 46 
percent of the PDET initiatives.15  

The Territory Renewal Agency (ART) creates tourism plans in 21 PDET municipalities to guide tourism 
development. Five of these are in the list of prioritized municipalities for this study: San Vicente del 
Caguán (Caquetá), Mesetas (Meta), Vistahermosa (Meta), San José del Guaviare (Guaviare), and Guapi 
(Cauca). Only 47 percent of the municipalities prioritized in this assessment have up-to-date tourism 
development plans, and Nariño is the only one that has an NT Strategic Plan. Of those analyzed, 41 
percent of departments16 and 17 percent of municipalities have tourism offices, institutes, secretaries, or 
departments.17  

 

15 Tourism initiatives derived from Development Programs with a Territorial Approach, Territory Renewal Agency (Agencia de 
Renovación del Territorio, in Spanish). 
16 Departments of Meta, Nariño, Valle del Cauca, Cesar, Magdalena, Antioquia, and La Guajira. 
17 Municipalities of Tumaco (Nariño), Cali (Valle del Cauca), Buenaventura (Valle del Cauca), Santa Marta (Magdalena), and 
Cartagena (Bolívar). 
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Department and municipal institutions need to strengthen their technical and financial capabilities and 
their ability to manage the implementation and monitoring of tourism planning. Financial capabilities are 
insufficient, at a department and municipal institutional level, to manage tax collection and income 
sources intended to strengthen NT destinations' economic sustainability. The department of Guaviare, 
for example, assigned less than 50 percent of the estimated budget to execute the Tourism 
Development Plan 2008-2020, which has no monitoring tools to evaluate its development.18 The 
governorship of Guaviare considers the implementation level as low. This study highlights the tourism 
stamp as a good practice, a tax charged by public operations or activities. This tourism stamp accounts 
for 60 percent of income in those PDET departments with the highest financial capabilities, like Meta.  

The environmental and stabilization sectors have their institutions at the department and municipal 
levels, which favor their policies' implementation. Nonetheless, the tourism sector in departments and 
municipalities has a weak and merely transitional institutional structure with limited technical, financial, 
and human resources to manage NT.  

The regional private sector has business associations and community grassroots groups created around 
tourism services and conservation. Their technical capabilities and the human talent for NT need to be 
strengthened. Some of the main civil society organizations are Communal Councils, Indigenous Cabildos, 
and Communal Action Boards.  

Regarding the private sector, NT relies on institutions such as the Chambers of Commerce, business 
associations, and civil society organizations like Communal Councils, Indigenous Cabildos, and 
Communal Action Boards that promote cluster initiatives to articulate public-public and public-private 
initiatives. Although 82 percent of departments have examples of enabling public-private engagement 
(Destination Management Organizations),19 only 29 percent of them are formalized and are active.20   

THE IMPACT OF COVID-19 ON NT 

Colombia’s measures to face COVID-19 may reactivate the tourism sector in the medium-term. Other 
countries in Latin America are focused on the short and medium-term, with actions to manage the 
crisis, mitigate its effects, provide stimulus, and accelerate recovery.  

COVID-19 has generated new regulatory frameworks for tourism in Colombia related to biosecurity 
protocols. Out of 11 protocols, three are directly related to NT: a) entertainment activities in parks, 
botanical gardens, and natural reserves; b) activities related to tourism operators, and tourism 
attractions and activities; and c) beach-related activities.  

COVID-19 highlighted the need to consider risk and resilience in tourism management, especially in 
natural destinations, with actions directed at risk prevention, mitigation, and control in tourism 
operations. Nature tourism does not have risk prevention, mitigation, and control programs at a 
national, regional, and local level. The usual response to tourism sector paralysis because of 
environmental factors has been promoting tourism. The National Tourism Fund (FONTUR) has a 

 

18 The budget for the plan's execution was US $8.1 million, but Guaviare assigned less than US $3.4 million. 
19 Out of the 17 departments analyzed, in this percentage the department of Cesar, Guanía, and Vaupés are excluded. 
20 Some of these instances are the Department Tourism Board of Putumayo, Tourism Cluster Putumayo, Technical Board for 
the Sierra de La Macarena Route, Casanare Nature Tourism Cluster, and Magdalena Tourism Cluster. 
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tourism promotion project for destinations in a state of emergency, but this is merely a reactive 
response to the crisis.  

Other actions to mitigate COVID-19's effects have been postponing tax payments, generating financial 
incentives, and creating credit lines through development banks.  

Because of COVID-19, the national budget for NT fell 11 percent from 2019 to 2020. At a department 
and municipal level, about 50 to 100 percent of the NT budget was redirected to other areas. NT does 
not have a specific financing program that supports projects from national or regional institutions in the 
public or private sectors. Projects from FONTUR represent a US $17.7 million investment in three 
strategic areas: improving tourism competitiveness (13 percent), tourism infrastructure (10 percent), 
national promotion (nine percent), and international promotion (68 percent). 

CONCLUSIONS 

• Colombia’s regulatory framework is creating conditions to promote nature tourism. The 
main progress is related to 1) ecotourism control and management in areas other than National 
Natural Parks; 2) tax incentives for ecotourism and agritourism; and 3) the development of scientific 
tourism projects.  

• The current public policy for nature tourism is outdated and lacks coordination between 
the tourism and environmental sectors. This public policy lacks updated guidelines for 1) 
sustainable management; 2) agritourism and rural tourism entrepreneurship; 3) sustainable 
infrastructure and tourist centers; and 4) promotion of public and private investment. Additionally, it 
lacks sectoral coordination to address issues such as sustainable management and tourist guiding.  

• The department and municipal institutions of the analyzed territories highly depend on 
the execution of national programs and projects that promote tourism. They lack 
instruments, such as strategic plans or development plans for nature tourism, technical, financial, and 
human resource capabilities for tourist destination and attractions management.  

• Colombia’s measures to face COVID-19 may lead to a reactivation of the tourism sector 
in the medium-term. Nonetheless, this reactivation depends on 1) the financial capability of 
national and subnational institutions; 2) the service sector’s capacity to implement biosecurity 
protocols in tourist destinations, adapt nature tourism’s supply, access lines of financing, generate 
market-trust, and pull in tourists; and 3) the incorporation of prevention, mitigation, and risk-control 
actions for tourist operations.  
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DEMAND MARKET ANALYSIS 

TOURISM AND NT MARKET 

There is no market segmentation to understand the NT market, and the scale of this market in 
Colombia has not been measured. The closest we have to an estimate of the market is the figure of 1.8 
million visitors in 2019 to PNN located in PDET zones, with a growth of 150 percent since 2012 
(averaging over 20 percent growth per year). The largest number of visits to any of the protected areas 
monitored is 1.3 million visitors in 2019, to Corales del Rosario and San Bernardo.   

Although there are no official market figures related to NT, there are ways to understand the behavior 
of tourism before and after the COVID-19 pandemic. Colombia had four million international visitors in 
2019, with North America as the primary source of visitors, and this number is expected to increase in 
regular tourism and NT because of high-value travelers’ interest in “World Class Beauty and Wildlife”. 

Exhibit 3. Main source markets for international arrivals to Colombia in 2019 

SOURCE: MIGRATION STATISTICS (2020) “FLUJOS MIGRATORIOS DE EXTRANJEROS”21 

 

21 See: https://public.tableau.com/profile/migraci.n.colombia#!/vizhome/FlujosMigratorios-2019/Inicio 
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Colombia’s pre-COVID-19 international tourism market was attracting four million non-cruise ship 
arrivals. Visitors came from other South American countries (50 percent), North America (20 percent), 
Europe (16 percent), and Central America (12 percent).22 Given many of the visitors from South 
America are economic migrants or refugees from Venezuela, rather than tourists, it makes sense to 
largely exclude them from the potential market for nature tourism in Colombia. After excluding 
Venezuelan visitors, North American and Europeans represented 53 percent of total international 
arrivals for tourism, of which only a little over half of this number are from the US. From 2015 to 2019, 
there was a growth of around 260,000 arrivals from the US, a 58 percent increase. International 
travelers to Colombia typically spend from US $150 to US $220 daily, and nature tourists in Colombia 
stay for two to five days; a small number remain for seven days.  

Previous international market research identified that in the United States, China, the United Kingdom, 
and Germany there are about 58 million high-value travelers.23 24 The research identified what drives 
these consumers to choose a destination, and how they travel. These travelers are motivated by 
“World Class Beauty and Wildlife”, ahead of “Safety and Security”, which means there is a possibility 
that United States, United Kingdom, and Germany high-value travelers would travel to Colombia 
because they consider similar factors when choosing a destination. Also, primary international market 
research (see Annex B) identified that the main motivations to visit Colombia were a mix between 
nature and culture.  

Colombia had about 1.9 million domestic tourists in 2019.25 Cartagena, San Andrés, and Bogotá are the 
main tourist destinations, but there would be a greater interest in NT if tourists could find comfort in 
their accommodations.   

The National Administrative Department of Statistics (DANE) reports that about 1.9 million 
Colombians traveled into the country in the third trimester of 2019.26 On the other hand, for the same 
period ANATO found that 68 percent of domestic tour operator sales were to national destinations, 
and 32 percent to international destinations.27 The Colombian domestic leisure market is highly 
seasonal, generating a high season of just 106 days (29 percent of the year), and leaving gaps between 
seasons that need to be covered by the international market, especially because nationals do not spend 
as much as international visitors (a daily average of US $52 for 4.5 days average stay). The Colombian 
leisure market prefers to travel to visit relatives or friends (62 percent), and family homes are the most 
commonly used accommodations. However, in early 2020, Colombia's hotel occupancy hit a peak 
national average of 50.6 percent.28 

 

22 Migration statistics (2020) “Flujos Migratorios de Extranjeros”. See: 
https://public.tableau.com/profile/migraci.n.colombia#!/vizhome/FlujosMigratorios 2019/Inicio 
23 Tourism Australia, Consumer Research (2020). See: https://www.tourism.australia.com/en/markets-and-stats/consumer-
research.html 
24 Travel long haul: open to travel outside of their region. Have above average daily expenditure and duration of stay. View 
knowledge about a destination as fundamental to an enriching travel experience – which starts well before they board a plane. 
Travel to become more knowledgeable of the world. This means getting a taste for everything, from the local cuisine to the 
natural surroundings. 
25 Visor Turismo Dane: https://sitios.dane.gov.co/turismo/#!/caracteristica/indtipo 
26 Visor Turismo Dane: https://sitios.dane.gov.co/turismo/#!/caracteristica/indtipo 
27 See: https://anato.org/wp-content/uploads/2020/06/Resultados-Encuesta-Trimestral-de-Agencias-ANATO-IIIQ-2019-.pdf 
28 DANE, Visor Turismo (2020).  

https://public.tableau.com/profile/migraci.n.colombia#!/vizhome/FlujosMigratorios
https://sitios.dane.gov.co/turismo/#!/caracteristica/indtipo
https://sitios.dane.gov.co/turismo/#!/caracteristica/indtipo
https://anato.org/wp-content/uploads/2020/06/Resultados-Encuesta-Trimestral-de-Agencias-ANATO-IIIQ-2019-.pdf
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Colombians travel by land, either in special urban passenger transport or in their vehicles, to access 
relatively close destinations (84 percent). The most frequent domestic travelers are people between 29 
and 44 years of age (33 percent), followed by the group of 18 to 28 years (22 percent).29  

Domestic tourism is concentrated in Colombia’s Caribbean, Pacific, and coffee-producing regions, as 
well as Bogotá. Key destinations, including its share of domestic tourism, are Cartagena (10.5 percent), 
San Andrés (9.7 percent), Bogotá (9.6 percent), Santa Marta (9.3 percent), Medellín (8.5 percent), 
Pereira (7.4 percent), Bucaramanga (7.0 percent), Cali (6.9 percent), Barranquilla (6.8 percent), Armenia 
(6.5 percent) Leticia (6.5 percent), Riohacha (5.6 percent), and Manizales (5.6 percent). Since nearly 75 
percent of Colombia's population is concentrated in the Andean region, nature destinations in remote 
regions, such as the Orinoco, the Amazon, or the Pacific, should receive overnight visitors. In this case, 
our primary research revealed that 54 percent of domestic travelers would rather choose destinations 
offering comfort in Nature Tourism and would like to visit destinations such as La Macarena (Caño 
Cristales), San José del Guaviare, and Cumaribo (PNN el Tuparro).   

Domestic tourism represents an earlier opportunity for NT reactivation in Colombia. Tour operators 
can prepare to sell their product nationally first, and then commercialize trips in Colombia to 
international travelers.  

Nonetheless, when moving from short to medium term (two-year timespan), it is best to develop and 
market NT products that target international over domestic markets, for the following reasons: a) the 
Colombian domestic market is depressed, due to the weakened economic situation – even people with 
full employment are trying to support their family and perhaps close friends in more difficult situations; 
b) even before COVID-19, the domestic market only traveled during approximately 30 percent of the 
year, leaving the rest of the year still needing stimulus; and c) the international market will spend more 
money per day than national travelers, and offer more long-term growth opportunities. 

Primary research presented South American markets as a first opportunity by the tour operators, 
followed by the United States and the United Kingdom. However, the effects of COVID -19, closeness 
to Colombia, and a weakened cruise industry leave the United States market as the leading market 
opportunity for Colombian NT.   

AN APPLICABLE TARGET MARKET SEGMENTATION SYSTEM FOR INTERNATIONAL 
NATURE TOURISTS 

The most suitable segmentation model for Nature Tourism travelers is: Skilled in Nature, Comfort in 
Nature, and Momentary in Nature, which is based on the Australian State Government of Victoria's 
significant market research into nature tourists. Exhibit 4 presents the characteristics of the three 
segments generated. 

 

29 DANE, Visor Turismo (2020). 
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Exhibit 4. Nature tourism segmentation applicable to Colombian international markets 

SOURCE. AUSTRALIAN STATE GOVERNMENT OF VICTORIA 

While ‘Momentary in Nature’ travelers are a small portion of the segmentation, most visitors (more 
than 60 percent) identify as ‘Comfort’, rather than ‘Skilled in Nature’ travelers. 

The primary market research conducted by the assessment team (see Annex B) identified that 66 
percent of international travelers surveyed identified as ‘Comfort in Nature’, 27 percent as ‘Skilled in 
Nature’, and only 5 percent identified as ‘Momentary in Nature’. Similarly, 75 percent of domestic 
travelers surveyed identified as ‘Comfort in Nature’, 22 percent as ‘Skilled in Nature’, and 4 percent as 
‘Momentary in Nature’. 

German respondents had an above-average representation in ‘Skilled in Nature’ (38 percent), UK 
respondents had an above-average representation in ‘Comfort in Nature’ (78 percent), and Brazilians 
had an above-average representation in ‘Momentary in Nature’ (17 percent).  

Experiencing biodiversity is the highest nature-based motivation to visit Colombia. 
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Exhibit 5. International market motivations to be a nature tourist in Colombia 

SOURCE: PRIMARY RESEARCH WITH SURVEYED TRAVELERS 

COLOMBIA’S THREE SEGMENTS OF NATURE TOURISM 

INTERNATIONAL AND NATIONAL TRAVELERS’ PRIMARY INTEREST IS ECOTOURISM, ESPECIALLY 
WILDLIFE AND WHALE WATCHING 

The Colombian government has positioned three nature tourism sectors to lead its marketing strategy: 

• Ecotourism (exploring and learning about nature, minimizing impact) 

• Adventure tourism (getting active and taking some risks) 

• Rural tourism (exploring rural landscapes, enjoying rural food, and staying on rural properties) 

This market analysis explored how appealing each of these sectors was, and found that ecotourism was 
the most appealing, with rural tourism close behind, and the least appealing was adventure tourism.   

International tour operator research confirmed the above findings. International market responses were 
similar across origin countries, but some subtle differences were: 

• Ecotourism ranked highest among all countries with Argentina (73 percent) and Brazil (71 percent) 
the highest. The 'all respondents’ average was 66 percent. 

• Rural tourism was ranked highest among UK respondents (78 percent), while Argentina had the least 
interest (46 percent). The ‘all respondents’ average was 60 percent. 
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• Adventure tourism appealed the most to US respondents (60 percent), and least to the UK 
respondents (28 percent). The ‘all respondents’ average was 49 percent. 

The appeal of each of Colombia’s NT sectors was then further assessed by supporting activities. The 
international and domestic markets seek different activities. From the international market research, 
whale watching was the top-ranking activity for all respondents and across all segments, at 66 percent. 
This was confirmed by our primary international tour operator research. The most popular ecotourism 
activity was guided wildlife viewing, with 77 percent of respondents rating it as highly appealing, followed 
by guided stargazing, with 60 percent, and guided wildlife monitoring, with 58 percent. 

From the domestic market research, guided walks with a night stay in the natural area were most sought 
after (65 percent). The most desired ecotourism activities were guided wildlife viewing (52 percent) and 
guided whale watching (50 percent). 

Nature-based international and domestic markets prefer to stay within natural areas as part of their 
overall NT experience. Nature accommodation preferences within a natural area were self-contained 
huts or cabins, an eco-lodge, and glamping and camping.  Rural accommodation did not fit with the 
international markets’ idea of an NT experience. Our primary tour operator research confirmed the 
same results, though with stronger market demand for eco-lodges and glamping. 

This assessment concludes that the primary focus of new products should be ecotourism, prioritizing 
delivering wildlife and whale watching for both markets. When targeting international markets, the most 
appropriate offer is guided stargazing and guided wildlife monitoring. When targeting domestic markets, 
the most appropriate offer is guided walks with a night stay in the natural areas. 

The high species diversity of birds in Colombia makes it a highly appealing destination for committed 
birdwatchers. Nonetheless, our primary international market and operator research revealed that purist 
birdwatching did not appeal strongly among general nature tourists.  

PERCEPTION OF THE PRIORITIZED REGIONS 

To understand the potential development of the prioritized regions, the research asked tour operators 
about their current products in these regions and their potential interest in developing products. The 
team found that 21 tour operators already offer plans or experiences in La Macarena and Santa Marta, 
15 agencies offer them in Cartagena, and 11 in La Guajira. Areas such as Tame, Mutatá, and Turbo are 
not included in the general NT offer of these interviewed agencies, and a total of five agencies do not 
have any NT offer in the 29 prioritized regions.  

Regarding prioritized regions not placed in the market, this study found that 12 agencies are interested 
in developing tourism in San José del Guaviare, seven agencies are interested in La Macarena, six 
agencies are interested in Puerto Carreño, and five in Vaupés. These areas are attractive for their 
richness in nature, conservation, and biodiversity. The most named attractions for which they would like 
to market the region are: 

• Caño Cristales and Sierra de La Macarena 
• Tuparro 
• Serranía de La Lindosa 
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• Chiribiquete 
• Orion Gate 
• Mavecure 
• Raudal Jirijirimo 

Of those surveyed, 16 percent of domestic travelers said that they have not yet visited any of the 
destinations prioritized for this study. The highest percentage of visits is in three main cities on the list: 
Santa Marta, Cartagena, and Cali. These cities are followed by regions such as La Macarena, 
Buenaventura, Valledupar, and Necoclí. 

POSITIONING TO MATCH COMPETITORS 

Market and operator research collectively identified Colombia’s NT competitors as being Brazil, Costa 
Rica, Peru, and Ecuador. Promoting the diversity of NT is more likely to appeal to more eco-tourists, 
such as scientifically educated visitors, and visitors concerned with ecological sustainability.  

Product development needs to focus on getting customers much closer to wildlife in responsible and 
sustainable ways. This will be highly appealing to the markets. This focus should be supported by well-
trained guides and backed by comfortable accommodation in natural areas close to wildlife. 

To further compete against Brazil requires marketing to emphasize Colombia’s superior protected area 
management and conservation achievements. 

To support Colombia’s high biodiversity – as well as its superior approach to protected area 
management and conservation – it is crucial to market experiences that are related to sustainability and 
are ecotourism certified while reinvesting entry fees in conservation. Primary international market 
research suggests that credible certification influences natural tourist preferences, but much more if it 
doesn’t affect the price.  

Primary international tour operator research suggested promotion of credible certification would be 
taken up by 62 percent of tour operators, assuming the price was the same. The remaining 38 percent 
would promote it to clients even if the price was higher. Similarly, 64 percent of the domestic market 
surveyed said it would buy an experience certified as sustainable, as long as the price was similar. 

BARRIERS TO NT GROWTH IN A COVID-19 RECOVERY PHASE 

Airlines, tours/activities, and cruise operators have been the hardest hit subsectors of tourism by 
COVID-19 and subsequent restrictions on travel, but all tourism sectors face a crunch, with individual 
businesses struggling for survival. Recovery to pre- COVID-19 levels is not expected for several years 
(2023 for accommodation demand and 2024 for air travel demand, according to the UNWTO). 
Colombia’s NT sector will benefit from leisure travel recovering faster than the business, conference, 
and cruise sectors. Meanwhile, some more flexible members of the conference market will consider 
embracing regional NT properties, and some of the more adventurous members of the cruise market 
will turn to luxury NT as an alternative. 

There is pent-up demand to travel to well-managed NT destinations after travel restrictions are lifted. 
Some of the barriers to capitalizing on this demand are: a) the availability of international air services, 
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because many international airlines are looking to restructure major route networks, and there is 
concern regarding reliance on small planes to access natural areas, given they place people close 
together in less effective air filtration systems than larger planes; b) financially ‘saving’ as many 
Colombian nature tour operators as possible, before they become insolvent and cease operations; and 
c) convincing the markets that suitable management systems are in place to minimize the ongoing risk of 
contracting COVID -19, followed by having to quarantine on arrival or upon return. 

CONCLUSIONS 

• There is no formal monitoring of nature tourism across Colombia. However, the 1.8 
million visits to protected areas in 2019 indicate the potential size of the nature tourism market. 

• Colombia had four million international visitors in 2019, with North America being the 
primary market. This is expected to increase for nature tourism as well as regular tourism 
because of high-value travelers’ interest in “World Class Beauty and Wildlife”. 

• Colombia had around 1.9 million domestic tourists in 2019. Cartagena, San Andrés, and 
Bogotá are the main tourist destinations, but NT shows growing interest if tourists find comfortable 
accommodation.   

• The most suitable segmentation model for Nature Tourism travelers is: Skilled in 
Nature, Comfort in Nature, and Momentary in Nature. While Momentary in Nature 
travelers are a small portion of the segmentation, the majority of visitors (more than 60 percent) 
identify as Comfort rather than Skilled in Nature travelers. 

• Both national and international travelers' primary interest is ecotourism, especially 
wildlife and whale watching. When targeting international markets, it is important to offer 
stargazing and wildlife tours. When targeting national markets, it is important to offer walking tours 
with an overnight stay in a natural area. Tourism products need to focus on getting customers much 
closer to wildlife, in responsible and sustainable ways, to become highly appealing to markets.  

• National tourism is an opportunity for the reactivation of nature tourism in Colombia, 
especially in places with good land and air connectivity. In the medium- and long-term, 
international tourism represents higher profits than national tourism, given the country’s economic 
situation, seasonality, and lower average spending.   
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NATURE TOURISM SUPPLY ANALYSIS 

NT SUPPLY CLASSIFICATION AND GEOGRAPHIC LOCATIONS 

In a general context, tourism supply is composed of a set of goods and services offered by different 
businesses, which are potentiated by the tourism resources of the destination and its attractiveness. 
These resources can be considered valuable and become attractive, generate, receive, or be a part of 
tourism activities, through the different tourism actors' management(for example, guides, tour 
operators, and government). Tourism products emerge when these attractions include a series of 
experiences, installations, and tourism services (such as accommodation, food and beverages, and 
souvenirs), with a defined price and commercialization possibilities.   

This context is important for this assessment because the municipalities analyzed have a considerable 
number of resources in natural capital (27 percent), compared to resources of other kinds, such as 
cultural (73 percent).  

To analyze the NT supply, this assessment follows the classification done by the Colombia Natural 
Tourism Business Plan, which is important for the integral management of destinations, as well as the 
planning, design, and development of tourism products.30 There are three different categories to classify 
NT: ecotourism, adventure tourism, and rural tourism.  

This assessment found that 29 municipalities out of 114 present the best conditions for NT, according 
to these variables: attractions and tourism operation, environmental management, accessibility and 
security, tourism demand, management capability, and public policies that support NT (see Annex D). 

Once 406 natural resources were mapped in these municipalities, and after evaluating each site's 
infrastructure conditions, this study found that 100 have the highest potential as nature products. 
Besides their attractiveness, these sites stand out for their travel singularity, market placement, and 
surrounding conditions related to infrastructure and tourism setup. Nonetheless, 28 of these are still 
not commercialized. Interviewed operatives say the main reason for this is deficient tourism and support 
infrastructure.   

Natural attractions with the greatest potential in the short term are located in eight municipalities, and 
most NT products are projected in the medium term.  

 

 

 

 

30 MinCIT, 2013 
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Exhibit 6. NT attractions with the highest potential 

SOURCE: MEL ACTIVITY RESEARCH 

The development of NT in the municipalities analyzed is projected in the short term (31 percent), 
medium-term (62 percent), and long-term (seven percent).  

• NT products with projected improvement in the short term (one- to two-year timeframe) are 
representative, positioned in the market, have tourism operations, ease of access, infrastructure, and 
tourism facilities.  

• NT products with projected improvement in the medium-term (two- to four-year timeframe) need 
to improve development, operativity, positioning in the supply market, strengthening the links of the 
value chain, and touristic and support infrastructure.  

• NT products with projected improvement in the long-term (four- to six-year timeframe) are still 
incipient and not in the market.  
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The municipalities covered by this study have considerable resources, but there are significant gaps that 
must be overcome to make good use of them, to improve a site's attractiveness, and especially to 
manage them in a way that generates tourism products.  

ECOTOURISM, ADVENTURE TOURISM, AND RURAL TOURISM IN EACH REGION STUDIED 

Of the tourism activities that have a singular potential, ecotourism represents 84 percent, adventure 
tourism 15 percent, and rural tourism one percent. For ecotourism activities, such as birdwatching, 
hiking, and interpretive trails, 68 percent are focused on protected areas and their buffer zones. The 
remaining 32 percent are related to whale watching, pristine beaches, snorkeling, and recreational 
bathing, amongst others. PDET and non-PDET municipalities both have a real and a potential supply of 
ecotourism.  In the medium and long term, ecotourism is conceived as a product that strengthens 
birdwatching tourism in strategic ecosystems, regulates ecotourism activities in newly protected areas, 
involves buffer zones in tourism development processes, and specializes in low-cost supply, with 
complimentary cultural, anthropological, and scientific activities. 

Exhibit 7. NT tourism with singular potential and ecotourism activities 

SOURCE: MEL ACTIVITY RESEARCH 

Experiences related to ancestral knowledge, traditions, gastronomy, lifestyles, and wellbeing strengthen 
the emotional and experiential benefits of a product and guarantee the more active participation of 
communities in the tourism development process.   

• Macarena – Guaviare. The imposing protected areas of La Macarena Special Management Area, 
the Sierra de La Macarena Natural Park, and the Tinigua Natural Park, which together are 4.5 of 
Colombia's total protected areas, make up one of the most naturally rich subregions, because of its 
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biogeographic and geologic history. Its areas are adequate for the Andean, Orinoco, and Amazonian 
bioregion flora and fauna observation. Its biodiversity allows for the observation of birds and 
primates.31  

• Pacífico y Frontera Nariñense. The biogeographic Chocó region provides an important number 
of endemic plant species, butterflies, and birds because it contains nearly 10 percent of the planet's 
biodiversity.32 Watching birds and amphibians in reserve areas like Ñambí, in Barbacoas, Nariño, is 
one of the characteristic activities.33 The E-Bird application, which registers the abundance and 
distribution of birds around the world, registers 349 species. In Tumaco, Nariño, although there is 
also bird tourism, the main fauna watching activity relates to cetaceans like the humpback whale, in 
the seasons of July to November. The month of September is the peak for whale watching because it 
is when the courting, mating, and calf birthing happen.34   

• Pacifico Medio. This has two representative protected areas, PNN Uramba Bahía Málaga, in 
Buenaventura, and the PNN Gorgona, in Guapi, which have mangrove swamp ecosystems, necessary 
for the sustenance of 80 percent of marine species, and to protect the socio-cultural web built on 
ancestral knowledge and practices.35 The ecotourism activities are related to hiking, interpretative 
excursions in the marine-coastal ecosystem, and whale watching, particularly in Buenaventura.  

• Putumayo. The department is part of the ecologic corridors that connect the Andes and the 
Amazon and forms the ecoregion of the Colombian Massif. This is also called the river-star of 
Colombia because this is where the five main arteries of the country, the Magdalena, Cauca, 
Putumayo, Caquetá, and Patía rivers are born.36 Ecotourism activities are centered on flora and fauna 
observation, especially birds, because of the diversity of piedmont forests.37 

• Sierra Nevada, Perijá, Zona Bananera. This subregion has the "Colombian Caribbean Bird 
Tourism Route," which begins in Los Besotes Ecopark in Valledupar, Cesar, and ends in the Sierra 
Nevada de Santa Marta. It stands out for its diversity of ecosystems, which quickly changes from sea 
level to mountain ridges and snowy peaks. Ecotourism can also be complemented with archeologic 
and cultural tourism in the Lost City National Park, which involves the ancestral knowledge of four 
indigenous peoples from the Sierra Nevada, and which is accessed from the road to Teyuna.  

• Urabá Antioqueño. This is a subregion where two oceans and two mountain chains, the Darien 
and Abibe, meet. It has important protected areas like PNN Los Katíos, the Wetlands Protecting 
Forest Reserve, between the León and Suriquí rivers, in Turbo; the Rionegro Cove District of 
Integrated Management; PNN Bajos Aledaños, and PNN Ciénagas de Marimondá y El Salado, in 

 

31 Some of the species that may be highlighted are the Rupícola rupícola, or Guianan cock-of-the-rock, the Psarocolius 
decumanus, or crested oropendola, the Opisthocomus hoazín, or hoatzin, and the Tangara chilensis, or paradise tanager 
(MinCIT, 2019).    
32 See: MinCIT, 2019. 
33 Some endemic species are the Cyanolyca pulchra, or beautiful Jay, Vireo masteri, or Chocó Vireo, and Bangsia rothschildi, or 
Gold-chested Tanager (MinCIT, 2020). 
34 See: MinCIT, 2009. 
35 See: Minambiente, 2020. 
36 DNP, 2018 
37 According to the Humboldt Institute, in the Andean-Amazonian piedmont there are four endemic species: the 
Odontophorus hyperythrus, the Heliangelus suzii, the Grallaria rufocinerea, the Hypopyrrhus pyrohypogaster, and the 
Ognorhynchus icterotis.  



 

 

27     |     NATURE TOURISM MARKET ANALYSIS FINAL REPORT   USAID.GOV 

Necoclí. Ecotourism activities are oriented towards hiking, and interpretation excursions in the 
reserve areas, complemented with gastronomic experiences, and the communities' green businesses, 
like Simona del Mar and Bocas del Atrato, in Turbo. The subregion is adequate for primate and turtle 
watching.  

In the non-PDET municipalities, flora and fauna observation can also be highlighted. Natural attractions 
in Inírida and Guainía include the Cerros de Mavecure, and the Estrella Fluvial del Inírida, where the 
Guaviare, Atabapo, and Inírida rivers meet, and where 34 percent of freshwater fish and 70 percent of 
birds of the central Orinoco region can be found.38 Caño Vitina is also one of the best places to perform 
birdwatching. These attractions are linked to other iconic ones in Vichada through the Orinoco River. 
Some of them are PNN El Tuparro, the Selva de Matavén, and the rapids of Atures and Maipures, 
considered by the German naturalist Alexander von Humboldt to be the eighth wonder of the world. 
This is why this product receives the name Humboldt Route.  

Mitú, in Vaupés, has between 417 and 423 bird species, and Cali, with the San Antonio Forest, has 414 
species. This city, and the Leonera and Pichinde corregimientos, are some of the main bird tourism 
centers in the Colombian southwest.  

Casanare has a product called "Plains Safari", with excursions through various Reserves of Civil Society, 
like La Aurora, in the Paz de Ariporo municipality. There, it is possible to see mammals, reptiles, and 
birds of the flooded savannah.  

The municipalities of the Colombian Caribbean have dessert ecosystems in PNN Macuira, and pristine 
beaches that characterize the Uribia municipality in La Guajira, where one can find the Cabo de la Vela, 
and Punta Gallinas. The offer in Cartagena is centered in ecotourism activities, in PNN Corales del 
Rosario and San Bernardo, amongst other activities related to ancestral knowledge, such as artisanal 
fishing in La Boquilla sectors.  

Agritourism is nonetheless an area of opportunity. Experiences in Latin America and Spain have proven 
rural accommodation has a quicker recovery in the current tourism market, which has been 
reconfigured because of COVID-19. In the medium-term, the departments with the greatest potential 
are Arauca, Antioquia, Caquetá, Magdalena, and Vichada. In the long-term, Meta, Putumayo, and also 
Caquetá (in the area of influence of PNN Cordillera Los Picachos).  

As a complementary product of NT, scientific tourism offers opportunities to close gaps in scientific 
knowledge of remote areas and boost tourism initiatives in rural environments.  

The medium-term might see the specialization of ecotourism, the strengthening of bird-related tourism, 
and adventure tourism. Scientific tourism and agritourism are projected in the medium- and long-terms. 

TOP 15 ATTRACTIONS IN THE 20 MUNICIPALITIES 

Fifteen products can be highlighted as having the best scores in the criteria used to evaluate them 
(attractiveness, services, and set-up), and can be used in the short term or immediately. These products 

 

38 MinAmbiente, 2020. 
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are in the departments of Magdalena, Bolívar, Cesar, Valle del Cauca, Cauca, Meta, Casanare, Vichada, 
Guanía, Guaviare, Nariño, and Antioquia. 

Six products, out of the 15, have a “WOW factor”. They are found in the departments of Guanía, 
Vichada, and Valle del Cauca. The WOW factor is an industry term that refers to experiences so unique 
that they motivate tourists into visiting the destination.  

Based on market preferences and opportunities, the following WOW factors are suggested:  

1. Whale watching and swimming in Uramba, Bahía Málaga. 
2. Birdwatching and monitoring with accommodation in treetops around Cali. 
3. Cruise to discover the route of Humboldt on the Orinoco River. 
4. Swimming with dolphins in the Orinoco River. 

The support products or experiences are: 

•  Uramba, Bahía Málaga: Guided turtle nest watching tour with night vision goggles, and villas in the 
tropical rainforest with a view of the coast for whale watching.  

•  Outskirts of Cali: natural jacuzzi or thermal water treatments with spa and guided star watching with 
interactive night experiences. 

•  Orinoco River: rafting in the river for five kilometers, until reaching the Atures and Maipures rapids; 
searching for a giant otter or a lateral neck turtle in the Bojonawi reserve; and guided star watching 
on the cruise deck.  

NT VALUE CHAIN AND GAPS 

The definition of "value chain" follows the one proposed by the UNWTO: a sequence of primary and 
support activities that are fundamental for the tourism sector's performance.39 The assessment 
considered three levels of analysis proposed by Swisscontact (2017): the macro, meso, and micro levels, 
and the combination of the two latter levels.  

At the macro level, infrastructure, human capital, sources of finance, and territorial marketing are 
considered. Together, they promote or hinder the development of supply.  

At the meso and micro level, the tourism supply, its operation and commercialization, and its marketing 
and promotion processes are considered.  

Finally, at the third level, factors supporting nature tourism activity are studied. Some of them are 
tourism security, tourism planning, tourism quality, and tourism information. The national NT value 
chain is then presented, and each of its elements is analyzed (see Annex D). 

The main gaps are related to:  

 

39 UNWTO, 2020. 
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1. Tourist access, and the support, availability, affordability, and quality of infrastructure. 
2. Specialized training of human capital.  
3. Investment promotion for rural nature entrepreneurship.  
4. Specialized supply development.  
5. Promotion, marketing, and positioning in nature market segments.  

Each one will be considered separately in the following pages. Seventy tour operators were interviewed 
and they represent the universe of operators. Based on the information provided by tour operators, the 
Team then analyzed NT gaps in29 municipalities 

DEFICIENT INFRASTRUCTURE IS THE MAIN BARRIER 

Access to infrastructure is the starting point for tourism product development. Of the analyzed 
municipalities, 62 percent have national and international airports, 80 percent have land infrastructure 
(roads and bus terminals), and 41 percent can be reached by river or sea. The municipalities that need 
to improve access to sites are: Uribia (La Guajira), San Vicente del Caguán (Caquetá), Paz de Ariporo 
(Casanare), San José del Guaviare (Guaviare), Vista Hermosa (Meta), and Mesetas (Meta). Related to 
tourism infrastructure:  

• Thirty one percent of operators said the greatest gap relates to roads. 

• Fifteen percent said the greatest difficulty is the high costs of reaching the site and low supply of air 
tickets.  

• Fifteen percent think improving infrastructure, security, and formality of river access to sites is 
necessary. 

• Nine percent believe improving infrastructure, security, and formality of sea access to sites is 
necessary.  

Public service infrastructure (water supply and sewage systems, energy supply, and broadband) has 
deficient conditions in 59 percent of municipalities. The municipalities with the greatest problems are 
the ones with the greatest environmental singularity.  

Tourism infrastructure is limited and deficient in 63 percent of tourism attractions because they  lacked 
specialized accommodation supply, installations of viewing platforms, adequate stairs, and needed to 
improve their trails. The study found only 172 businesses are specialized in NT. The other businesses 
supply NT services but are not specialized in them.  

Although tourism operators agree on the need to improve access to sites, a massive increase in visitors 
without adequate control and management could harm conservation efforts. Tourism operators also 
stressed the need to ease access to some protected areas, like national parks (PNN), and set up 
alternative options to sites dependent on seasonal events, like the flowering of the aquatic plant 
macarenia clavigera in La Macarena, Meta.  
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SPECIALIZED TRAINING FOR NT IS LIMITED 

The recent Illustrated Manual for Nature Tourism Guides, which has information about the scientific basis 
for Colombian natural patrimony, can be highlighted as the successful common effort of national 
institutions and international cooperation. This manual provides tools for guiding services in Colombia 
and can be found on this webpage: https://guianaturaleza.colombia.travel/.  

The formation of human capital in the tourism value chain has limited coverage in the municipalities 
studied and is highly dependent on national institutions and international cooperation projects. It lacks a 
harmonizing strategy that guides and promotes interventions in the long-term, and that specifically 
centers on NT. This kind of human capital needs a level of specialized training that currently does not 
exist. Human capital needs training in bilingualism, the product and its narrative, customer service, 
conservation, customer service, patrimony interpretation, associativity, and cooperativity.  

Training in this sector is mainly led by SENA. From 2018 to 2020, SENA provided 13,215 places for 
tourism formations and trainings. These formations are centered on local tourism operation (44 
percent), tourism guidance (29 percent), entrepreneurial courses (18 percent), and complementary 
courses (nine percent). Although tourism guidance courses have been important, only 13 percent of 
people who are trained in these programs are guides. The study found the specialized supply or training 
on NT is limited. For example, the only training school from SENA that specializes in adventure tourism 
is found in San Gil, Santander. 

The Formation, Training, and Tourism Sensitization Program, of the National Tourism Fund (FONTUR), 
and other training promoted by institutions like Procolombia and Productive Colombia (Colombia 
Productiva in Spanish), invest the resources mainly on the national agritourism training program (50 
percent), and English training (37 percent). In addition, resources have been invested in training for 
adventure tourism in Bolívar and Magdalena departments (nine percent), and in bird-related tourism 
training in Nariño (four percent).  

Operators interviewed agree that human capital needs specialized NT training (57 percent), and training 
in line with the tourism product in areas like conservation, biodiversity, and interpreting patrimony (15 
percent). Other relevant topics are bilingualism (14 percent) and guide training (two percent). 

INVESTMENT PROMOTION FOR RURAL NATURE ENTREPRENEURSHIP 

In the value chain, the investment factor is supported by public investment financing sources (such as 
FONTUR), private investment, the Fondo Emprender from SENA, and international cooperation 
projects. Investment has been mostly directed to territorial marketing (77 percent), tourism 
infrastructure (10 percent), tourism planning (eight percent), and human capital training (four percent). 
The universe for this survey was public investment projects.  

At the product level, investment has been directed at ecotourism with infrastructure and planning 
projects (58 percent), rural tourism and agritourism with training projects (30 percent), and adventure 
tourism with quality and training projects (12 percent). The universe of this survey was public 
investment projects.  

Public investment in tourism was distributed in the following items: infrastructure projects (70 percent), 
ecotourism (58 percent), product design and training (27 percent) agritourism training (six percent), 

https://guianaturaleza.colombia.travel/
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product promotion (four percent), and adventure tourism business training and certification (one 
percent).  

Investments mainly come from SENA resources, private capital resources, international cooperation, 
and the investor’s own resources. Businesses prefer to seek out informal lenders, instead of 
development banks, which represented zero percent of investments. 

Regarding private investment, local tourism operators claim the main finance sources of tourism 
entrepreneurship are their resources (37 percent), Fondo Emprender of SENA (17 percent), private 
capital (11 percent), international cooperation (nine percent), and other sources (12 percent). 

NT BUSINESS IS NOT SPECIALIZED 

The tourism value chain comprises a tourism offer with a low specialization level in the nature market. 
This offer lacks an information system for its management and scientific knowledge to strengthen its 
development. This business offer has a low positioning level in digital media and does not have 
promotional strategies that are focused on segments of the NT market.  

The tourism supply of analyzed municipalities is composed of 3,818 accommodation establishments, 
1,727 travel agencies, 355 gastronomical establishments, 499 tourism guides, and 142 tourism transport 
businesses.  

Thirteen percent of people trained as tourism guides are operating formally, have a National Tourism 
Registry license to operate, and are found in the departments of Antioquia, Bolívar, Caquetá, Cesar, 
Guaviare, Magdalena, Meta, and Valle del Cauca.   

Out of the 1,727 travel agencies, 50 percent are travel or tour operators, 46 percent are travel and 
tourism agencies or retailers, and four percent are retailers. The first is in charge of operating tourism 
activities, and the second in designing and packaging them. The wholesale agencies can organize and 
program tourism packages and sell them to the final customer only through retailers or tour operators.  

Out of 863 tour operators, 172 are specialized in NT. According to tour operators, the main 
complementary services to NT are commerce (21 percent), handcrafts (21 percent), agribusiness (14 
percent), and tourism information (14 percent). The remaining 30 percent represents equipment for 
NT, internet services, and tourism information specialized in NT.40  

PROMOTION, MARKETING, AND POSITIONING 

The Government of Colombia develops strategies and allocates resources to the territorial promotion 
of NT with an emphasis on the international market. At a regional level, the steps towards promotion, 
which are leveraged with resources of FONTUR, do not focus on the nature market. In the 
international and regional market, there is a lack of NT brands that support promotion processes and 
business marketing.  

 

40 The universe of the survey was 70 tour operators. 
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Subnational governments have managed US $1.8 million in FONTUR economic resources to promote 
tourism in departments like Caquetá, Nariño, Putumayo, Antioquia, Guainía, and Vichada. Sixty-four 
percent of resources were allocated to promotion activities in Caquetá and Guainía. These activities 
were focused on promotional material design, advertisement in media, and familiarization trips. The only 
specific projects to promote NT were in the department of Vichada and Tumaco, Nariño, with whale 
watching.  

Only six percent of tour operators said they used a specialized tool for promotion and 
commercialization. The most common tools used are tourism fairs (25 percent), social media (21 
percent), word-of-mouth (13 percent), webpages (10 percent), and strategic alliances (nine percent).  

Fifty percent of businesses said they promoted their products using only their brand name, 24 percent 
said they relied on the brand of a region, department, or municipality, and 15 percent said they relied on 
the brand of an association, industry group, or corporation. 

The promotion and commercialization of NT are not focused on the nature market, except for 
international promotion. Tourism agencies that benefit from promotion and commercialization are 
usually retailers because the role of tour operators depends on their commercialization capabilities. 
There are no territorial marketing strategies to support brands that strengthen business promotion and 
placement. There is a large digital gap in nature businesses that hinder positioning NT products. 
Although 30 percent of operators say the main promotional tools are social media and webpages, the 
study found 65 percent of tour operators registered in the National Tourism Registry do not have a 
webpage or social media accounts. More than 200 nature resources are only known at the local level. 

NT PROGRAMS AND PROJECTS HAVE CONCENTRATED ON 10 DEPARTMENTS 

There are 21 programs, projects, and NT initiatives and interventions, that have been developed during 
the past five years in the municipalities analyzed by this study: 11 projects are developed by international 
cooperation, seven are national projects, and three are from departments or municipalities. Together, 
their investment adds up to US $9,262,910. Interventions last for an average of two years, and their 
main sources of financing are the European Trust Fund for Colombia from the European Union, the 
Colombian Government’s Colombia Peace Fund, and USAID.  

Regarding these programs, the assessment found that: 

• Seventy-five percent of initiatives directly relate to NT, which means that their activities are focused 
on strengthening the NT product value chain. 

• The main support lines for nature initiatives are infrastructure and tourism installations investment, 
strengthening human capital capabilities to provide services, planning processes, and tourism 
management, and to a lesser degree, promotion and commercialization of nature products.  

• Seventy-six percent of initiatives are currently in execution, 19 percent have been executed, and 5 
percent are being developed.  

• Nature initiatives have reached 59 percent of the departments selected for this study, but have 
concentrated on the departments of Valle del Cauca, Meta, and Putumayo. 
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• More than US $9 million in NT investments have gone to the departments of Putumayo, Caquetá, 
Nariño, Guaviare, Casanare, Magdalena, La Guajira, Antioquia, and Valle del Cauca, which represent 
59 percent of the departments included in this study.  

• Regarding 49 businesses that have been strengthened through the above-mentioned initiatives, those 
that stand out are in the municipalities of Buenaventura (23.9 percent), La Macarena (13 percent), 
Puerto Asís (10.9 percent), and Orito (8.7 percent).  

• On average, interventions last two years.  

The main gaps identified in these nature initiatives relate to the atomization of supply in four of the 17 
departments analyzed, the lack of integral tourism development focusing on the value chain, and the lack 
of proper infrastructure and tourism installations.  Even though there is an investment in equipment and 
supplies for tourism, investments still do not effectively satisfy needs. They do not cover tourism activity 
infrastructure or infrastructure related to basic services and access to destinations. The interventions are 
focused on only two stages of developing a tourism destination: planning and managing the tourism 
product. Other phases related to the product chain, the promotion directed at the nature market, and 
the commercialization, have a minor role. This underscores a gap in the effectiveness of placing NT offers 
in the market.  

CONCLUSIONS 

• Out of 406 natural resources identified in the 29 municipalities of the study, 100 have 
the most potential to become NT products in the short term. The assessment considers: 1) 
singularity, 2) significance, 3) infrastructure, 4) management and 5) risk control.  

• Ecotourism represents 84 percent of the tourism activities that have a singular 
potential.  PDET and non-PDET municipalities have a real and a potential supply of ecotourism. In 
the medium- and long-term, ecotourism strengthens birdwatching tourism in strategic ecosystems, 
regulates ecotourism activities in newly protected areas, involves buffer zones in tourism 
development processes, and specializes in low-cost supply. 

• Based on market preferences and opportunities, this assessment identified four WOW 
products: 1) whale watching and swimming in Uramba Bahía Málaga, 2) birdwatching with an 
overnight stay in treetops near Cali, and 3) cruise to follow the Humboldt route on the Orinoco 
River, and 4) swimming with dolphins.  

• NT supply in the 29 studied municipalities has quality and competitiveness gaps in all 11 
elements of the value chain. The main gaps are related to 1) the tourism, access, and support 
infrastructure’s availability, affordability, and quality; 2) specialized training of human capital; 3) 
investment promotion for rural nature entrepreneurship; 4) specialized supply development; 5) 
promotion, marketing and positioning in nature market segments and 6) mitigation of risks associated 
with nature tourism.  
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INVESTOR ANALYSIS 
This section presents the investment environment for NT in Colombia, its constraints, existing 
incentives, and the appetite to invest. The assessment team performed both secondary and primary 
research and identified an initial list of almost 30 potential investors. The team found ten potential 
investors who could be reached for interview. Each case is presented in a table in Annex E. 

NATIONAL INVESTMENT NICHES FOR NT 

Procolombia is the leading agency of national government that promotes national and foreign 
investment, and the one that defines the niches where the country has an investment appetite aligned 
with the national development strategy. In the tourism sector, this agency promotes investment in 
glamping, ecolodges, hotels in rural areas that capitalize on Colombia’s natural biodiversity, all-inclusive 
resorts and luxury hotels (including tourist piers, nautical base and marinas, and bird watching facilities), 
urban hotels (from budget to luxury, including brands focused on youth, seniors, corporate or leisure 
segments), and theme parks, events and concert venues.41 

Procolombia reports that between 2011 and 2019, 64 new tourism-focused foreign direct investment 
projects were developed, which generated around 15,000 jobs and a capital close to US $2.4 billion, 
with a rate compound annual growth of 5.8 percent.42 During the last nine years, Colombia has 
increased its offer in this segment by 51%, with 136 luxury hotels registered in 2019.43 Moreover, 
Colombia ranks third among Latin American countries with the highest number of mergers and 
acquisitions in the hotel industry, with records close to US $700 million, only surpassed by Mexico and 
Brazil. Between 2018 and 2019, around 62 hotels opened in different cities, adding approximately 6,400 
rooms. Although the majority of hotel development has been focused on larger urban centers, 
international hotel groups have also been positioning themselves in some of Colombia’s smaller cities, 
largely using mid-market brands to expand their network.  

Exceptional results over the 2011 to 2019  period were due to the incentives from the tourism policy 
that was regulated in 2003, with Decree 2755 from 2003. New hotel construction, remodeling, and 
ecotourism service were promoted through tax incentives. Some of these exceptions ended in 2017 
when the decree’s application period expired. 

INCENTIVES FOR TOURISM INVESTMENT ARE FOCUSED ON TAX OFFSETS AND DISCOUNTS 

Incentives for tourism were mainly established in two laws: the Economic Growth Law (Law 2010 from 
2019) and Sustainable Tourism Law (Law 2068 from 2020). Incentives in these laws are focused on tax 
offsets and discounts.  

The recently approved tourism law provides new extensions on the current discount periods, extends 
the tax incentives for new developments or improvements, and adds discounts for control, 
conservation, and improvement of the environment in lands dedicated to tourism. Other existing 

 

41 https://investincolombia.com.co/en/sectors/hospitality-and-tourism-infrastructure/hospitality-and-tourism-infrastructure 
42 https://procolombia.co/actualidad/turismo-motor-de-crecimiento-y-atraccion-de-inversion 
43 https://investincolombia.com.co/en/articles-and-assets/articles/tourism-a-driver-for-growth-and-investment-attraction 

 

https://investincolombia.com.co/en/sectors/hospitality-and-tourism-infrastructure/hospitality-and-tourism-infrastructure
https://procolombia.co/actualidad/turismo-motor-de-crecimiento-y-atraccion-de-inversion
https://investincolombia.com.co/en/articles-and-assets/articles/tourism-a-driver-for-growth-and-investment-attraction
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incentives, with low or no impact on other legal instruments, are the importing of capital goods and raw 
materials, and the development of tourism projects in the tax-free zones (there is no evidence of any 
project having been developed under this model).  Although the government is making an effort to 
improve the investment environment, this might not be enough. Most of the stakeholders interviewed 
expressed that they would trade Colombia’s existing tax incentives for access to more competitive debt 
facilities.  

THE MAIN CONSTRAINT FOR INVESTMENT IS ACCESS TO COST-EFFECTIVE DEBT 

There are significant issues related to the value chain that constrain the appetite to invest in NT in 
Colombia. Most of them required national government intervention beyond a proper legal framework. 
The principal constraints identified in the study are: 

• Clarifying and resolving land ownership and approvals: Ownership and property rights are 
frequently unclear in the territories in which natural tourism has the potential to being developed. 
Approval processes in NT are complex and unpredictable, public officials do not have enough 
expertise to address tourism development proposals, and there is a tendency to resolve approval 
through bribes. 

• Efficient and comfortable access to infrastructure: Investors need infrastructure to connect 
customers who travel from Bogotá to their NT destinations within a two-hour travel time. 

• Supporting energy, waste, and water infrastructure: Colombia provides low levels of service 
in water and waste management for rural areas and next to none in natural areas. The need to 
upgrade services creates additional costs for NT development. 

• Limited access to cost-effective debt: Stakeholders also reported that the debt facilities were 
poorly defined, overly complex, and time-consuming to apply for; this is particularly more difficult for 
foreigners. Interest rates are significantly higher, ranging from four to eight percent higher than 
competitor countries. Loan terms are around ten years, which is generally too short for NT 
businesses. The lack of cost-effective debt has constrained Colombia’s NT sector to smaller 
supporters, with the capability to develop only one property and low possibilities to get enough 
profit to reinvest into a second or third development. 

• Unstable and insecure NT operating environments: NT destinations are remote from security 
services and much more vulnerable to political unrest and insecure operating environments than 
regional centers and capitals, where most tourism investment is concentrated. 

• Sourcing qualified, trained, experienced staff: NT destinations are farther away from regional 
centers that can provide experienced staff.  Specialized skills in interpretation and guiding are also 
needed.  

• Sustainability certification: Investment fund managers are increasingly expecting host countries to 
have implemented certification programs addressing sustainability.  This is the main requirement to 
provide funding. 
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THE APPETITE TO INVEST IN COLOMBIA NT IS LOW 

The appetite to invest in nature tourism in Colombia over the next five years is low, particularly for 
larger companies facing choices of rural and remote areas versus cities and regional centers. 
International and larger tourism firms are prepared to invest in Colombia’s regional centers to develop 
mainstream hotels but are less interested in investing in the more remote nature-based areas, where the 
majority of the NT market wishes to remain. The smaller nature tourism operators wanting to achieve 
high levels of sustainability and inclusiveness cannot access loans to expand beyond their first 
development. Both sectors cannot get their customers efficiently transported into their regions and are 
wary of whether it will remain secure. Other countries in Central and South America, such as Costa 
Rica and Brazil, have superior investment conditions and fewer constraints, and these countries are 
taking the investor market share away from Colombia. 

The assessment team identified and contacted ten potential NT investors: two investment funds, one 
potential NT operator in a competitor country, one international hotel brand, and three umbrella 
marketing project promotors. These stakeholders were asked about investment appetite and preferred 
incentives to invest.  

Most investors would like to invest in ecolodge development and an integrated ecotourism experience 
that is differentiated from competitors, such as cruise vessels or visitor facilities that provide unusually 
close access to wildlife.  They are considering locations such as Magdalena River, Sierra Nevada, La 
Guajira, and Cartagena, which are areas studied by this assessment. Finally, they highlighted the 
importance of concentrating investment in a small set of regions that are clustered rather than investing 
in dispersed regions, with only one project in each. Investors consulted were prepared to invest in 
sustainability and inclusiveness to protect the natural assets and support host communities.  

The firm consulted by the assessment team believes Metropolitan Tours is the strongest opportunity for 
NT investment because it features sustainability and inclusiveness. Sustainability and inclusiveness are 
part of the company’s DNA. They seek to develop regenerative projects from the social and 
environmental perspective and provide better conditions to host communities. However, all potential 
investors agreed that COVID-19 has reduced, or in some cases ceased, their appetite in the short-term 
(one or two years), because of the uncertain environment.   

PREFERRED INCENTIVES FOR TOURISM INVESTMENT 

The potential for NT development is high, particularly once the limitations of COVID-19 are reduced. 
Stakeholders believe that the existing incentives are more suitable to urban and regional centers, where 
the NT constraints identified are less important, or even non-existent.  When asked about preferred 
incentives they mentioned:  

• Connect proponents to legal and financing advice: Smaller investors need access to legal and 
finance advisors with tourism expertise to prepare them for various approval processes and 
governance. 

• Provide upgrades to access infrastructure: USAID and its partners could establish an access 
infrastructure fund, designed to assess applications to upgrade infrastructure and services for air and 
road access to key NT destinations and operations. 
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• Improve access to cost-effective debt: Investors need debt facilities featuring lower interest 
rates over longer periods, citing an ideal model of around five to eight percent over 20 or more 
years.   

• Focus NT development on clusters and make these operating environments more 
secure:  Rather than dispersed NT developments, these clusters could operate as a hub and spoke 
models, with the hub being a township capable of providing critical services such as health, education, 
and waste management. 

• Fund capacity building: Establish a fund to support medium-term capacity building – including 
funding payment for local staff wages while they shadow international experts to teach and mentor 
them. 

• Support marketing to increase awareness of reinvigorated, new development: Boost the 
capability of each investment to build its brand, especially by following the cluster hub and spoke 
model. 

• Implement sustainability certification: Implement a sustainability certification program for NT 
and provide incentives for operators to apply and continue in the program. 

CONCLUSIONS 

• There is a low appetite to invest in NT over the next five years in Colombia. Although NT 
presents a great potential after the uncertainty caused by the COVID-19 pandemic, there are other 
countries in Central and South America with higher investment rates than Colombia. Investors 
appreciate tax incentives, but these are not as important as addressing limitations to lower risks and 
leverage new investments—particularly for larger companies having to choose between rural/remote 
areas versus cities and regional centers.  

• Incentives for tourism investment are focused on tax offsets and discounts. The main 
constraints to invest in nature tourism in Colombia are access to cost-effective debt, the lack of 
sustainability certification, and complex government approval processes. Most of the stakeholders 
interviewed expressed that they would trade off Colombia’s existing tax incentives to access more 
competitive debt facilities.  

• The value chain’s components that most interest investors are ecolodge development 
and ecotourism experiences, such as vessels or facilities to provide close access to 
wildlife and nature habitats. Sustainability and inclusiveness are an integral part of these 
prospective developments. Locations with the highest interest for this kind of investment in the 
studied territories are Magdalena, Sierra Nevada, La Guajira, and Cartagena.  

• This assessment identified Metropolitan Tours as the strongest opportunity for NT 
investment, which includes sustainability and inclusiveness. There are ten potential 
investors: two investment funds, one potential NT operator in competitor countries, three umbrella 
marketing organizations, and four potential Colombian lodge-operators that might expand. 
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RECOMMENDATIONS 

RECOMMENDATION I 

USAID/COLOMBIA SHOULD WORK WITH THE GOVERNMENT TO UPDATE THE NATURE TOURISM 
POLICY AND TO IMPLEMENT A NATURE TOURISM STRATEGIC PLAN. 

USAID/Colombia should promote opportunities to harmonize public and private NT institutions’ 
interests, scopes, interventions, and investments. This policy should include aspects such as 1) guidelines 
for the development of ecotourism (inside and outside PNN), rural tourism, and adventure tourism; 2) 
guidelines for the development of infrastructure and sustainable tourism installations; 3) a strategy to 
guide and promote public and private investments in the tourism sector, and 4) indicators and 
information systems for decision-making and sustainable management.  

USAID/Colombia should also promote scientific research on biodiversity to close gaps that currently 
limit tourist use of unique natural areas. All actions to update and implement this framework should 
effectively coordinate environmental and tourism authorities with the private sector, and national 
development banks with tourism products. 

RECOMMENDATION 2 

USAID/COLOMBIA SHOULD SUPPORT STRENGTHENING THE CURRENT DEPARTMENT AND MUNICIPAL 
CAPABILITY FOR NATURE TOURISM MANAGEMENT.  
To guarantee the sustainability of NT investment, it is crucial to train and provide technical support to 
regional and local public officials and tourism and environmental authorities, in the design, 
implementation, and monitoring of policies, strategic plans, guidelines and product development. It is 
also necessary to strengthen the technical, financial, and human talent capabilities of the destination 
management organizations (DMOs) for NT.  

RECOMMENDATION 3 

USAID/COLOMBIA SHOULD CONSIDER CO-FINANCING NON-REFUNDABLE OR SEED CAPITAL 
FUNDING FOR RURAL NATURE ENTREPRENEURSHIP.  
USAID/Colombia should design a specific financing program for NT with funds provided by the national 
government, along the following lines of investment: 1) sustainability practices; 2) NT management; 3) 
development, marketing, and positioning of nature products, to name a few.  

RECOMMENDATION 4 

USAID/COLOMBIA SHOULD STRENGTHEN THE VALUE CHAIN OF NATURE TOURISM IN PRIORITIZED 
MUNICIPALITIES WITH A REPRESENTATIVE OFFER.  
USAID/Colombia should strengthen the quality and competitiveness of natural attractions in 
municipalities with greater projection in the short-term and consolidate the infrastructure and operation 
of those municipalities with projections in the medium-term.   

The following are the main areas of intervention in which the new USAID/Colombia Activity should 
consider strengthening the value chain of NT: 
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• Infrastructure: Generate an investment fund for infrastructure and tourist facilities to increase 
basic service coverage, improve port infrastructure, facilitate access to nature attractions, improve 
comfort in nature and specialize accommodation supply (preferably located in nature). The 
installation of viewpoints, bridges and stairways, touristic signals, internet access, and the 
improvement of trekking trails in nature attractions is suggested. However, this infrastructure and 
tourist center should not affect the integrity of natural resources. 

• Human capital: Develop long-term specialized training programs for tour guides and local tourism 
staff. This training should include languages, tourism product development, narratives, generation of 
experiences, hospitality, haute cuisine, customer service client, rural nature entrepreneurship, and 
forming associations and cooperatives. A fund could be established to support the development of 
these capacities, including financing local personnel wages while the trainees shadow international 
experts who guide them and transfer knowledge. 

• Tourism planning: Support the processes to determine load capacities, management, and risk plans 
derived from the tourism operation.  

• Develop the Sustainable Tourism Model (MTS) in nature destinations: The MTS should be 
based on four dimensions: environmental, sociocultural, economic, and the visitors’ experience. For 
each dimension, optimal conditions should be established according to environmental conditions. 

• Marketing and promotion: Mitigate the wide digital gap between companies, the lack of 
specialization in destination promotion, and the lack of commercial capacities and knowledge of 
tourism entrepreneurs. Additionally, develop promotion strategies outside mainstream marketing, 
especially through the use of digital tools, travel influencers, travel journalists, third-party website 
reviews, and other new avenues. 

• Information: Enhance complementary services for natural products, such as touristic information.  

• Sustainability certification: Support the development of a nature tourism sustainability 
certification for Colombia and ensure accessibility to entrepreneurs who are looking for private 
funding.   

RECOMMENDATION 5 

USAID/COLOMBIA SHOULD FOCUS ON BIODIVERSITY AND PROMOTE THE MAIN MOTIVATIONS OF 
POTENTIAL VISITORS, SUCH AS CONSERVATION INITIATIVES, COASTLINES, WILDLIFE VIEWING, AND 
WHALE WATCHING.   
The use of biodiversity as the main message implies delivering clear reasons why Colombia has a better 
approach to conservation and protected areas management than its main competitor, Brazil. This should 
appear on official websites, travel agencies’ websites, and third-party review websites.  

Promoting NT biodiversity rather than single headline species is more likely to appeal to more 
scientifically educated visitors and visitors concerned with ecological sustainability.  When targeting 
international markets, it is important to offer stargazing and wildlife tours. When targeting national 
markets, it is important to offer walking tours with an overnight stay in natural areas. 
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RECOMMENDATION 6 

USAID/COLOMBIA SHOULD SUPPORT MARKETING STRATEGIES THAT FOCUS ON ATTRACTING 
INTERNATIONAL TRAVELERS IN BOTH THE SHORT- AND LONG-TERM.   
The reactivation and preparation stage should focus on “Skilled in Nature” national visitors. These 
visitors could create awareness about emerging NT in PDET destinations to the “Comfort in Nature” 
target market: international visitors from South America, the United States, and Western Europe.  

During the reactivation process after the COVID-19 pandemic, target actions for Colombian visitors in 
the NT market should focus on millennials. There is also an opportunity to present a different NT 
supply for people living close to attractive destinations, such as Cartagena, Santa Marta, Medellín, and 
Cali. These products should also include services and experiences to facilitate and extend a visitor’s stay, 
like food, accommodation, and transportation. 

Although South American markets are presented as a first opportunity because there are fewer 
language, cultural, and distance barriers, it is still important to focus on other international markets, such 
as the United States and Europe, during the second year. The United States will be the leading market 
opportunity for Colombian NT given the number of visitors before the COVID-19 pandemic, US 
citizens’ spending power, the opportunities created by the decline of the cruise industry, and the five to 
seven hours it takes to fly from the United States to Colombia. In terms of sub-segments, marketing 
efforts should first target fully independent travelers, followed by special interest travelers, and group 
inclusive tours or travelers, to a lesser extent. For international visitors, it is not necessary to make it a 
family product, because there is little interest in this.  

RECOMMENDATION 7 

USAID/COLOMBIA SHOULD IMPLEMENT DIFFERENT MECHANISMS TO IMPROVE ACCESS TO COST-
EFFECTIVE DEBT.  
Investors need debt facilities featuring lower interest rates over longer facility periods. An ideal model is 
around five to eight percent over 20 or more years.  Suitable mechanisms to improve access to cost-
effective debt is: 1) a live directory of local NT investors that seek funding and potential capital 
providers; 2) a single bank with suitable credentials to introduce a competitive streamlined debt facility, 
supported by some government subsidies; and 3) a Nature Tourism Development Fund. 

The fund could include a continuous system to assess applications to meet required criteria and to 
minimize foreclosures on debt facilities.  It could also include obligations on collecting sustainability sub 
charges paid directly to the fund to support its administration.  Recipients may act as live case studies 
providing information about their development for prospective new applicants.  It also may include 
incentives for recipients to integrate relevant infrastructure and services upgrades.  

RECOMMENDATION 8 

USAID/COLOMBIA SHOULD FOCUS NATURE TOURISM DEVELOPMENT ON CLUSTERS AND 
STRENGTHEN SAFE OPERATING ENVIRONMENTS.  
These clusters could operate under a hub-and-spoke model, in which the hub would be a township that 
provides critical services, such as healthcare, education, and waste management, and the spokes would 
be different nearby attractions. To strengthen safe environments for these clusters, two priorities must 
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be addressed: 1) funding security measures when justified and 2) training the police force to better 
understand and respond to the tourism sector’s needs. In addition, it is necessary to identify and 
develop regions in which this hub-and-spoke model could work.  

RECOMMENDATION 9 

USAID/COLOMBIA SHOULD PROVIDE LEGAL AND FINANCIAL ADVICE TO SMALLER INVESTORS, TO GO 
THROUGH GOVERNMENT APPROVAL PROCESSES.  
This initiative could include additional training and incentives for government staff, and also train small 
investors in the prompt and adequate application to approval processes. This initiative can be marketed 
in Chambers of Commerce, hotel associations, and tourism businesses. 
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ANNEX A. LIST OF REVIEWED DOCUMENTS 

TABLE 1: REVIEWED DOCUMENTS 

GENERAL DESCRIPTION DOCUMENTS 

International treaties • Rio Declaration on Environment and Development, United Nations. 

• Framework Convention on Climate Change, United Nations. 

• Paris Agreement on Climate Change, United Nations. 

• Convention on Biological Diversity.  

• Convention on Wetlands of International Importance – RAMSAR. 

• Framework Convention on Tourism Ethics, UNWTO.  

• Cancún initiative and declaration of like-minded megadiverse countries 

• Sustainable Development Goals, United Nations. 

International guidelines • Tourism Definitions, UNWTO. 

• World Tourism Code of Ethics, UNWTO. 

• Regional Conference on Sustainable Development through Tourism 2019, 
UNWTO. 

• Travel and Tourism Competitiveness Index 2019, World Economic Forum. 

General laws, decrees, and 
policies 

• Conpes 3527, 2008. National competitiveness and productivity policy. 

• Conpes 3678, 2010. Productive transformation policy: a sector development 
model for Colombia. 

• Conpes 3918, 2018. Strategy for the implementation of the sustainable 
development goals (SDG) in Colombia. 

• Conpes 3934,2018. Green growth policy. 

• Law 1955, 2019. National Development Plan 2018-2022. “Pact for Colombia, Pact 
for Equity”. 

• Conpes 3990, 2020. Colombia Sustainable Bioceanic Potency 2020. 

• National Policy for Sustainable Production and Consumption (Environment 
Ministry).  

• National Strategy for Circular Economy (Environment Commerce and Ministries). 

Laws, decrees, policies, and 
plans related to territorial 
development 

• Law 70 of 1991, Law 21 of 1991, Law 388 of 1997, Decree 879 of 1998, Law 507 
of 1999, Decree 3600 of 2007, Law 1454 of 2011. 

• Territorial Pacts in the National Development Plan. 

• Plan Contracts for Guanía, Caquetá, Guaviare, Meta and Valle del Cauca (5). 

• Action Plans for the Regional Transformation (PATR) of PDET in the prioritized 
subregions (8). 
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TABLE 1: REVIEWED DOCUMENTS 

GENERAL DESCRIPTION DOCUMENTS 

Laws and decrees related to 
NT 

Environment:  

• Law 2811 of 1974, Law 99 of 1993, Law 165 of 1994, Law 164 of 1994, Law 357 
of 1997, Decree 1124 of 1999, Decree 1996 of 1999, Decree 2372 of 2010, 
Resolution 531 of 2013, Decree 1076 of 2015, Decree 97 of 2017, Decree 1007 
of 2018, Law 1930 of 2018. 

Tourism:  

• Law 300 of 1996, Decree 2755 of 2003, Decree 1155 of 2020, Decree 2127 of 
2015, Resolution 3860 of 2015.  

• Law 1101 of 2006. Ecotourism Policy. 

• Law 1558 of 2012. Community Tourism Policy. 

• Nature Tourism Policy, 2012. 

• Sustainable Tourism Policy, 2020. 

• Nature Tourism Business Plan. 

• Tourism Sector Plan. 

• Draft Law for the modification of Law 300. 

Regional and local laws/decrees 
and policies 

For each of the 17 prioritized departments: 

• Department Development Plans  

• Municipal Development Plans  

• Tourism Development Plans 

• Environmental Management Plans. 

• Life Plans (Planes de Vida). 

 

  



USAID.GOV NATURE TOURISM MARKET ANALYSIS FINAL REPORT|     44 

ANNEX B. RESULTS OF INTERNATIONAL MARKET RESEARCH 

THE APPROACH USED 

The objectives of the market testing were to survey Colombia’s lead market sources to: 

• Segment the respondents by type of nature tourist. 

• Identify motivations to visit, including preferred landscapes, activities, and accommodation. 

• Identify the length of stay and average spend.  

• Identify competitor countries and unmet needs. 

• Identify future travel appetite, barriers to travel, and appeal for COVID mitigation measures. 

A questionnaire was developed to address the above objectives. 

Recruitment of the respondents was undertaken using Pollfish.  Pollfish is a survey platform that delivers 
surveys online and via mobile apps on a global scale. The company has a Worldwide sample pool of 600 
million people. The final questionnaire was activated with Pollfish in November 2020 and took 14 days 
to collect a sample of 452.  At the close of the survey, Pollfish validates all responses to ensure quality 
data.  Any surveys that are answered too quickly, contain gibberish, or are click consistent are manually 
removed.  The final number of responses after the validation process available for analysis was 400.  
Given the targeted sourcing of respondents and final screening, we regard this sample as completely 
adequate for detailed analysis and conclusions. The sample was analyzed on a question-by-question basis. 
Then some cross-tabulation was undertaken to explore answers to questions against differing 
respondent profiles. 

Potential respondents were screened with two questions: 

1. Have you traveled outside of your own country to the African continent, South American 
continent, other developing country, European countries only, United States of America only, 
Pacific Islands? 

2. In 2018/2019 which of the following have you visited? Cinema, casino, natural areas such as a 
national park or reserve or national sporting event? 

Those that had visited one or more continent, Africa, the South American continent, or other 
developing countries went onto the second screening questions.  Only those that choose at least a 
natural area such as a national park or reserve were kept in the sample and proceeded to answer the 
survey questions.  All other potential respondents were screened out of the survey at this point.  Over 
1200 potential respondents were screened out at question one and a further 180 were screened out at 
question two. 

Further screening was conducted with ‘gotcha’ questions. Respondents identifying as “will not travel 
internationally again” 0.011 percent (5), ‘I’m not interested in traveling to nature areas regardless’ 1 
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percent (16) and ‘I’m not interested in traveling to Colombia’ 2 percent (41) were also screened out 
giving a final total for analysis of 345. 

One of the objectives of the international market testing was to collect a sample from Colombia’s lead 
market sources by country of origin. 

DEMOGRAPHIC PROFILE OF RESPONDENTS 

The 345 respondents came from the following countries: 

• United States of America (USA) 43% (149) 
• Germany    16% (55) 
• Argentina    11% (37) 
• Chile     11% (37) 
• Brazil     10% (35) 
• United Kingdom              9% (32) 

 
USA respondents were targeted from the following areas known as lead source markets or at least lead 
international travelers: Oregon, San Francisco, Los Angeles, California City, Washington, New York, and 
Texas City. Of the 345 respondents: 

• Male   54% (186)  
• Female   46% (159)  

 
The 345 respondents were distributed across the following age groups: 

• 18 – 24 years 15% (52) 
• 25 – 34 years 28% (97) 
• 35 – 44 years 23% (79) 
• 45 – 54 years 21% (90) 
• 55 + years 12% (51) 

 
Internationally adjusted annual income of respondents was split as follows: 

• Lower 1  19% (60) 
• Lower II  17% (54) 
• Middle I   14% (43) 
• Middle I I  14% (45) 
• Higher I   9% (31) 
• Higher II   6% (18) 
• Higher III  13% (42) 
• Prefer not to say  8% (25) 

 
The education level of respondents was as follows: 

• High school   14% (49) 
• Middle school    1% (5) 
• University   47% (162) 
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• Postgraduate   28% (96) 
• Vocational / Technical college 10% (33) 

TYPE OF NATURE TOURIST (TOURISM VICTORIA SEGMENTS) 

Another objective was to segment the respondents by type of nature tourist. 

The subsequent questions were preceded with this statement: “the following questions relate to visiting 
natural areas in Colombia after the COVID-19 pandemic is over or largely controlled and travel conditions are 
similar to 2019. Your feedback will help shape nature tourism experiences people want to have, which will 
attract more tourists and jobs for regional areas in Colombia.” 

Respondents were then asked to identify themselves as one of three types of nature tourist: 

• Skilled in Nature – You have interest and knowledge of the activity, enjoy physical challenges, prefer 
to stay in remote locations with limited facilities, and self-guide. 

• Comfort in Nature – You have a casual interest, enjoy learning opportunities, including food and 
wine, and cultural heritage. 

• Momentary in Nature – Only interested in visiting for a short time and even special comfort would 
not make you stay overnight in nature. 

Respondents identify themselves as: 

TABLE 2. TYPE OF NATURE TOURIST BY COUNTRY 

TYPE OF NATURE 
TOURIST  
- BY COUNTRY 

ALL 
RESPONDENTS 

USA  

(151) 

GERMAN
Y (55) 

CHILE  

(37) 

ARGENTINA 
(37) 

BRAZIL  

(35) 

UK (32) 

Skilled in nature 27% 26% 38% 30% 16% 29% 19% 

Comfort in nature 69% 72% 58% 65% 73% 54% 78% 

Momentary in nature 5% 2% 7% 5% 11% 17% 3% 

German respondents had an above-average proportion of self-identification as skilled in nature at 38 
percent versus the ‘all respondents’ average of 27 percent.  Respondents from the UK identified higher 
in comfort in nature with 78 percent versus 66 percent’ all respondents’ average. Brazilians swayed away 
from the average the most with 17 percent identifying as momentary in nature versus 5 percent ‘all 
respondents’ average. 

MOTIVATIONS TO VISIT 

The lead motivators to visit Colombia are a package of nature and culture: 

Colombia does not need to make its product family-friendly.  
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TABLE 3. INFLUENCE TO VISIT COLOMBIA BY RESPONDENT 

INFLUENCE TO VISIT – ALL RESPONDENTS COUNT ANSWERS (%) 

Safety and security 256 17% 

World-class beauty and wildlife 251 16% 

History and heritage 224 15% 

Friendly citizens 213 14% 

Good food and wine 174 11% 

Value for money 167 11% 

World-class aquatic and coastal 143 9% 

Family-friendly 114 7% 

There was very little difference in motivations between the nature tourism segments. 

TABLE 4. INFLUENCE TO VISIT COLOMBIA BY SEGMENT 

INFLUENCE TO VISIT BY 
SEGMENT 

SKILLED IN NATURE % COMFORT IN NATURE % MOMENTARY IN NATURE % 

World-class beauty and wildlife 17% 16% 15% 

Safety and security 17% 16% 18% 

Good food and wine 12% 12% 7% 

World-class aquatic and coastal 10% 10% 6% 

Friendly citizens 13% 14% 14% 

History and heritage 14% 14% 14% 

Value for money 10% 11% 14% 

Family-friendly 8% 7% 9% 

In exploring nature-based motivations to visit, biodiversity was the highest influencer for total 
respondents (31 percent) and across segments, with a very even spread across the other categories. 

TABLE 5. INFLUENCE TO VISIT – TOTAL RESPONDENTS 

INFLUENCE TO VISIT – TOTAL RESPONDENTS COUNT ANSWERS (%) 

Biodiversity* 273 31% 

Proportion of country as a protected area 156 17% 
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Headline / signature species (like a jaguar or puma) 151 17% 

Endangered or threatened species 139 16% 

Evidence of international leadership in conservation 142 16% 

None of the above 11 1% 

Other comments made were wildlife habitats, ocean, water sports, scuba diving. 

TABLE 6. INFLUENCE TO VISIT BY SEGMENT – NATURE-BASED 

INFLUENCE TO VISIT BY SEGMENT SKILLED IN 
NATURE % 

COMFORT IN 
NATURE % 

MOMENTARY IN 
NATURE % 

Biodiversity* 29% 32% 23% 

Headline / signature species (like a jaguar or puma) 20% 16% 10% 

Endangered or threatened species 17% 16% 11% 

Proportion of country as a protected area 16% 18% 20% 

Evidence of international leadership in 
conservation 

17% 16% 21% 

None of the above 0% 2% 13% 

*(total species, total bird species, total wildlife species, total plant species) 

The strongest nature-based habitat to motivate visitors was coastlines, followed by mountains, 
rainforests, and forests.  

TABLE 7. NATURE-BASED HABITATS 

LANDSCAPE HIGHLY 
APPEALING 

MODERATELY 
APPEALING 

MINIMAL OR NO 
APPEAL 

Volcanoes 48% 44% 7% 

Mountains 71% 28% 1% 

Rainforests 66% 29% 4% 

Forests 64% 33% 3% 

Savanna 45% 42% 12% 

Rivers 61% 34% 4% 

Grasslands 36% 51% 13% 

Wetlands 33% 51% 16% 
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TABLE 7. NATURE-BASED HABITATS 

LANDSCAPE HIGHLY 
APPEALING 

MODERATELY 
APPEALING 

MINIMAL OR NO 
APPEAL 

Coastlines 79% 19% 2% 

Desert 33% 43% 24% 

THE ROLE OF COLOMBIA’S THREE NATURE-BASED SECTORS  

The Colombian government has positioned three nature tourism sectors to lead its marketing: 

• Ecotourism (exploring and learning about nature, minimizing your impact) 

• Adventure tourism (getting active and taking some risks) 

• Rural tourism (exploring rural landscapes, tasking rural food, and staying on rural properties) 

Respondents were therefore asked how appealing these sectors were.  Across all respondent’s 
ecotourism was highest at 66 percent with rural tourism close behind at 60 percent and adventure 
tourism at 49 percent.  Ecotourism was still the highest appeal across all segments with Skilled in Nature 
ranking adventure tourism closely behind at 69 percent. Rural tourism was second highest for both 
Comfort in nature and Momentary in nature.  Adventure tourism ranks very low for Momentary in 
nature with only 6 percent ranking it as highly appealing. 

TABLE 8. APPEAL OF NATURE TOURISM SECTORS 

OFFERING HIGHLY APPEALING MODERATELY APPEALING MINIMAL OR NO APPEAL 

Ecotourism 66% 30% 4% 

Adventure tourism 49% 42% 9% 

Rural tourism 60% 33% 7% 

 

TABLE 9. HIGHLY APPEALING SECTORS 

OFFERING – HIGHLY 
APPEALING 

SKILLED IN NATURE COMFORT IN NATURE MOMENTARY IN NATURE 

Ecotourism 71% 61% 47% 

Adventure tourism 69% 42% 6% 

Rural tourism 67% 57% 38% 

Responses were similar across origin countries. The differences were: 
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• Ecotourism ranked highest among all countries with Argentina (73 percent) and Brazil (71 percent) 
the highest, ‘all respondents’ average was 66 percent;  

• Adventure tourism held the most appeal to USA respondents (60 percent), and least to the UK (28 
percent) with the ‘all respondents’ average at 49 percent; and 

• Rural tourism was ranked highest among the UK respondents with 78 percent and Argentina the 
least with 46 percent with ‘all respondents’ average at 60 percent. 

TABLE 10. TYPE OF NATURE TOURISM BY COUNTRY 

TYPE OF NATURE 
TOURISM APPEAL – 
BY COUNTRY 

ALL 
RESPONDENTS 

USA  

(151) 

GERMANY 
(55) 

CHILE  

(37) 

ARGENTINA 
(37) 

BRAZIL  

(35) 

UK  

(32) 

Ecotourism 66% 62% 60% 84% 73% 71% 59% 

Adventure tourism 49% 60% 49% 46% 43% 31% 28% 

Rural tourism 60% 59% 65% 68% 46% 51% 78% 

The appeal of each of Colombia’s nature tourism sectors was then further assessed by supporting 
activities.  Two key findings from this were that: 

Respondents were then given the following list of ecotourism experiences and asked their appeal.  
(“Guided” refers to paying an experienced person to take you on the walk /activity and provide 
information/interpretation; ‘Self-guided’ refers to following signs and reading information boards on your 
own.).  

Concerning walking, the appeal for a guided experience increases as the length of walk increases, 55 
percent were prepared to undertake a self-guided walk, a drop to 46 percent for a half-day walk and 
down to only 33 percent ranking a self-guided overnight walk – camping as highly appealing.  Experiences 
where activity was present were ranked more highly appealing with guided wildlife viewing coming in 
highest at 77 percent. Guided stargazing (60 percent) guided wildlife monitoring (58 percent) and guided 
habitat conservation activities (57 percent) were highly appealing with less than 10% saying any of these 
activities had minimal or no appeal. 

TABLE 11. APPEAL OF ECOTOURISM ACTIVITIES 

ECOTOURISM ACTIVITY – ALL 
RESPONDENTS 

HIGHLY APPEALING MODERATELY 
APPEALING 

MINIMAL OR NO 
APPEAL 

Guided short walks 52% 41% 6% 

Self-guided short walks 55% 35% 6% 

Guided half-day walks 53% 38% 9% 

Self-guided half-day walks 46% 40% 13% 



 

 

51     |     NATURE TOURISM MARKET ANALYSIS FINAL REPORT   USAID.GOV 

Guided overnight walks – camping 48% 32% 20% 

Self-guided overnight walks – camping 33% 34% 33% 

Guided overnight walks – huts 48% 35% 17% 

Self-guided overnight walks – huts 31% 37% 31% 

Guided wildlife viewing 77% 19% 3% 

Self-guided nature photography – focused 47% 42% 11% 

Guided casual birdwatching 41% 39% 19% 

Self-guided casual birdwatching 35% 39% 26% 

Guided focused / dedicated birdwatching 37% 37% 26% 

Guided wildlife monitoring 58% 35% 6% 

Guided habitat conservation activities 57% 36% 7% 

Guided stargazing 60% 30% 10% 

 

TABLE 12. HIGHLY APPEALING ECOTOURISM ACTIVITY 

ECOTOURISM ACTIVITY – HIGHLY 
APPEALING 

SKILLED IN NATURE COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

Guided short walks 57% 50% 44% 

Self-guided short walks 58% 53% 34% 

Guided half-day walks 62% 50% 19% 

Self-guided half-day walks 62% 39% 19% 

Guided overnight walks – camping 62% 41% 13% 

Self-guided overnight walks – camping 49% 24% 13% 

Guided overnight walks – huts 63% 41% 19% 

Self-guided overnight walks – huts 49% 25% 6% 

Guided wildlife viewing 80% 78% 34% 

Self-guided nature photography – focused 60% 41% 34% 

Guided casual birdwatching 62% 36% 25% 

Self-guided casual birdwatching 54% 26% 19% 
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TABLE 12. HIGHLY APPEALING ECOTOURISM ACTIVITY 

ECOTOURISM ACTIVITY – HIGHLY 
APPEALING 

SKILLED IN NATURE COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

Guided focused / dedicated birdwatching 55% 31% 16% 

Guided wildlife monitoring 54% 54% 25% 

Guided habitat conservation activities 66% 49% 25% 

Guided stargazing 75% 60% 34% 

Purist birdwatching did not appeal strongly among respondents. While 92 percent of respondents liked 
some form of birdwatching, the appeal quickly dropped with the level of focus and extent of 
birdwatching. For example, the highest response was ‘a little birdwatching, as part of a broader mixed 
package of nature tourism experiences’ (54 percent or 188 respondents).  ‘Plenty of focused 
birdwatching for myself or my partner, but other things for the other one of us to do’ at 19 percent (66) 
of responses and ‘Plenty of birdwatching guided assistance, and even additional facilities and equipment 
relevant to the local area to maximize sights and counts’ with 18 percent (63) were very similar.  Only 
78 percent of Momentary in nature liked some form of birdwatching and 47 percent of ‘a little 
birdwatching’. 

Respondents were then given a list of rural activities and asked about their appeal.  Visiting and learning 
about local food production (66 percent) and local coffee production (62 percent) shows great interest 
in food and coffee, with participating in the production just as appealing at 64 percent. These results 
were the same for Skilled in nature and Comfort in nature segments, with Momentary in nature 
preferring to visit and learn about coffee and not to participate at all. 

TABLE 13. APPEAL OF RURAL ACTIVITIES 

RURAL ACTIVITIES – ALL RESPONDENTS HIGHLY 
APPEALING 

MODERATELY 
APPEALING 

MINIMAL OR NO 
APPEAL 

Visiting and learning about local food production 66% 29% 5% 

Visiting and learning about local coffee production 62% 31% 7% 

Participating in food or coffee production 64% 26% 9% 

Visiting and learning about local flower production 48% 38% 14% 

Visiting and learning about cattle production 37% 40% 23% 

 

TABLE 14. HIGHLY APPEALING RURAL ACTIVITIES 

RURAL ACTIVITIES – HIGHLY APPEALING SKILLED IN 
NATURE 

COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

Visiting and learning about local food production 73% 64% 50% 
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TABLE 14. HIGHLY APPEALING RURAL ACTIVITIES 

RURAL ACTIVITIES – HIGHLY APPEALING SKILLED IN 
NATURE 

COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

Visiting and learning about local coffee production 65% 59% 53% 

Participating in food or coffee production 71% 60% 38% 

Visiting and learning about local flower production 60% 41% 47% 

Visiting and learning about cattle production 49% 30% 25% 

Respondents were then given a list of Adventure Tourism activities and asked about their appeal.  
Whale watching was the top-ranking activity for all respondents and across all segments at 66 percent; 
and the Skilled in nature segment has a larger appetite for the more adventurous activities, with off-road 
driving equal first.  

TABLE 15. APPEAL OF ADVENTURE ACTIVITIES 

ADVENTURE ACTIVITY – ALL 
RESPONDENTS 

HIGHLY APPEALING MODERATELY 
APPEALING 

MINIMAL OR NO 
APPEAL 

Mountain biking 33% 41% 26% 

White water rafting 45% 41% 13% 

Canoeing / Kayaking 46% 40% 14% 

Whale watching 66% 28% 7% 

Canyoning / Caving 39% 46% 15% 

Scuba diving 44% 36% 21% 

Abseiling / rock climbing 31% 37% 32% 

Horse riding 41% 41% 18% 

Bungee jumping 25% 35% 40% 

Zip lining 41% 32% 27% 

Off road driving 46% 42% 12% 

 

TABLE 16. HIGHLY APPEALING ADVENTURE ACTIVITIES 

ADVENTURE ACTIVITY– HIGHLY 
APPEALING 

SKILLED IN NATURE COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

Mountain biking 53% 26% 9% 
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TABLE 16. HIGHLY APPEALING ADVENTURE ACTIVITIES 

ADVENTURE ACTIVITY– HIGHLY 
APPEALING 

SKILLED IN NATURE COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

White water rafting 56% 41% 22% 

Canoeing / Kayaking 55% 44% 22% 

Whale watching 61% 67% 41% 

Canyoning / Caving 51% 35% 22% 

Scuba diving 51% 41% 9% 

Abseiling / rock climbing 50% 24% 9% 

Horse riding 41% 38% 25% 

Bungee jumping 49% 19% 22% 

Zip lining 49% 40% 22% 

Off road driving 61% 40% 25% 

The largest proportion of respondents want to stay inside a natural area in self-contained huts or cabins 
(21 percent), an ecolodge (19 percent), or camping (16 percent). Respondents who wanted to stay 
outside the natural area wanted a hotel in a nearby town or city (21 percent). Rural accommodation did 
not fit with respondents’ idea of a nature tourism experience. 

TABLE 17. AREA AND ACCOMMODATION STYLE 

AREA AND ACCOMMODATION STYLE – ALL RESPONDENTS COUNT ANSWERS 
(%) 

Not in the natural area, preferably a hotel in a nearby town or city 72 21% 

Not in a natural area, preferably in nearby rural accommodation 32 9% 

Not in a natural area, preferably in nearby rural area house of relative or friends 27 8% 

Not in a natural area, preferably in a nearby backpackers 13 3% 

Within the natural area, using self-contained huts or cabins 73 21% 

Within the natural area, using a basic camping area 54 16% 

Within the natural area, using a campervan 10 3% 

Within the natural area, using an ecolodge 65 19% 
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Skilled in nature ranked basic camping as their preferred option for accommodation within a natural 
area with more than half of Momentary in nature preferring a hotel in a nearby town or city and not 
prepared to stay in a backpacker or use a campervan.  

TABLE 18. AREA AND ACCOMMODATION STYLE BY SEGMENT 

AREA AND ACCOMMODATION STYLE BY 
SEGMENT 

SKILLED IN 
NATURE 

COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

Not in the natural area, preferably a hotel in a nearby 
town or city 

11% 25% 56% 

Not in a natural area, preferably in nearby rural 
accommodation 

9% 11% 9% 

Not in a natural area, preferably in nearby rural area 
house of relative or friends 

4% 8% 13% 

Not in a natural area, preferably in a nearby 
backpackers 

5% 3% 0% 

Within the natural area, using self-contained huts or 
cabins 

23% 21% 3% 

Within the natural area, using a basic camping area 24% 13% 9% 

Within the natural area, using a campervan 8% 1% 0% 

Within the natural area, using an ecolodge 17% 18% 9% 

A data breakdown by source country suggested: 

• Respondents from the UK (75 percent) and Germany (66 percent) preferred natural areas self-
contained huts or cabins and ecolodges; 

• Respondents from Germany preferred a basic camping area (24% compared to ‘all respondents’ 
average of 16 percent); 

• Respondents from Chile, Argentina, and Brazil preferred to stay outside natural areas with 57 
percent, 57 percent, and 52 percent respectively compared with ‘all respondent’ average of 
41percent; and 

• Argentinian respondents preferred to stay in a hotel in a nearby town or city at 35 percent, 14 
percent above the ‘all respondents’ average of 21 percent. 
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TABLE 19. AREA AND ACCOMMODATION STYLE BY COUNTRY 

AREA AND 
ACCOMMODATION STYLE – 
BY COUNTRY 

ALL 
RESPONDENTS 

USA (151) GERMANY 
(55) 

CHILE  

(37) 

ARGENTINA 
(37) 

BRAZIL 
(35) 

UK 
(32) 

Not in the natural area, preferably 
a hotel in a nearby town or city 

21% 24% 9% 22% 35% 23% 13% 

Not in a natural area, preferably in 
nearby rural accommodation 

9% 7% 13% 22% 5% 9% 3% 

Not in a natural area, preferably in 
nearby rural area house of relative 
or friends 

8% 4% 7% 11% 14% 17% 6% 

Not in a natural area, preferably in 
a nearby backpackers 

3% 3% 5% 2% 3% 3% 3% 

Total ‘not in natural area’ 41% 38% 34% 57% 57% 52% 25% 

Within the natural area, using self-
contained huts or cabins 

21% 22% 15% 22% 19% 17% 34% 

Within the natural area, using basic 
camping area 

16% 15% 24% 14% 14% 14% 13% 

Within the natural area, using a 
campervan 

3% 4% 5% 3% 0% 0% 0% 

Within the natural area, using an 
ecolodge 

19% 21% 22% 5% 11% 17% 28% 

Total ‘within natural area’ 59% 62% 66% 44 % 44% 48% 75% 

LENGTH OF STAY AND SPEND 

LENGTH OF STAY 

The preferred duration of stay as a nature tourist in Colombia was between two and five days, peaking 
at three days and with a small market at seven days.  Slightly longer stays can be anticipated from the 
Skilled in Nature and shortest stays by Momentary in Nature.  

TABLE 20. DAYS SPENT IN NATURE TOURISM 

DAYS SPENT IN NATURE TOURISM  

– ALL SEGMENTS 

COUNT ANSWERS 
(%) 

1 day 12 3% 

2 days 39 11% 

3 days 77 22% 
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4 days 51 15% 

5 days 59 17% 

6 days 9 3% 

7 days 53 15% 

8 days 7 2% 

9 days 2 1% 

10 days 17 5% 

More than 10 days 19 6% 

 

TABLE 21. LENGTH OF STAY IN NATURE TOURISM BY SEGMENT 

LENGTH OF STAY IN NATURE 
TOURISM BY SEGMENT 

SKILLED IN NATURE COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

1 day 4% 4% 9% 

2 days 6% 12% 16% 

3 days 19% 23% 22% 

4 days 10% 18% 9% 

5 days 18% 16% 19% 

6 days 5% 2% 6% 

7 days 16% 15% 9% 

8 days 5% 1% 3% 

9 days 0% 1% 0% 

10 days 5% 4% 3% 

More than 10 days 10% 3% 3% 

DAILY SPEND 

The daily spend of a nature tourist in Colombia is likely to be between US $50 to $250 within a 24-hour 
timeframe when focused on experiencing nature tourism, including traveling to the destination, 
attractions, activities and tours, accommodation, food, and beverage. The Skilled in nature are prepared 
to spend more than the other two segments. 
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TABLE 22. DAILY SPEND 

DAILY SPEND – ALL 
RESPONDENTS 

COUNT ANSWERS 
(%) 

US$ 0 -50 in 24 hours 25 7% 

US$50 to US$100 in 24 hours 70 20% 

US$100 to US$150 in 24 hours 59 17% 

US$150 to US$200 in 24 hours 74 21% 

US$200 to US$250 in 24 hours 52 15% 

US$250 to US$300 in 24 hours 35 10% 

US$300 and above in 24 hours 30 9% 

 

TABLE 23. DAILY SPEND BY SEGMENT 

24 HOURS SPEND BY SEGMENT SKILLED IN NATURE COMFORT IN 
NATURE 

MOMENTARY IN 
NATURE 

US$ 0 -50 in 24 hours 8% 6% 16% 

US$50 to US$100 in 24 hours 15% 22% 25% 

US$100 to US$150 in 24 hours 20% 16% 13% 

US$150 to US$200 in 24 hours 13% 26% 22% 

US$200 to US$250 in 24 hours 17% 14% 16% 

US$250 to US$300 in 24 hours 13% 9% 6% 

US$300 and above in 24 hours 15% 7% 3% 

COMPETITOR COUNTRIES AND UNMET NEEDS 

COMPETITOR COUNTRIES 

Colombia’s nature tourism sector is most likely to be competing against Brazil, followed by Costa Rica 
and Peru. The most attractive alternative nature tourism countries that respondents would visit listed 
from most preferred were:  

1. Brazil  84 
2. Costa Rica 66 
3. Peru  59 
4. Chile  38 
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5. Ecuador 38 
6. Argentina 37 
7. Mexico  28 
8. Australia 28 
9. Canada  24 
10. New Zealand 23 
11. South Africa 17 
12. Venezuela 15 

INFLUENCE OF CERTIFICATION 

Credible certification is an influence on nature tourism preferences, but much more if it does not affect 
the price. Respondents were then asked their response to a nature tourism attraction or product that 
was certified/accredited as sustainable by a credible organization. 61 percent (210) of respondents said 
they would purchase it assuming the price was the same with 38 percent (131) buying it even if the price 
was higher.  Only 1 percent (4) would not purchase it. 

UNMET NEEDS FROM NATURE TOURISM EXPERIENCES 

There was no major unmet need for nature tourism to respond to, but getting customers closer to 
wildlife, and then providing more comfort in nature are the strongest unmet needs. 

Respondents were asked to identify any unmet needs from nature tourism experiences they had in the 
past.  There was very little difference between segments in unmet needs with 10 percent of respondents 
saying they would like to get closer to nature and eight percent said they would like to stay each night in 
nature in comfortable lodgings. 

TABLE 24. UNMET NEEDS FROM NATURE TOURISM EXPERIENCES 

POTENTIAL UNMET NEEDS COUNT AMOUNT % 

Staying each night in nature in comfortable lodgings (rather than only some nights) 146 8% 

Getting closer to wildlife 181 10% 

Taking more risk to have a greater adventure 75 4% 

Having more comfort during day-time nature activities 132 7% 

Having more comfort staying overnight in nature 121 7% 

Learning more about the natural environment 147 8% 

Learning more about conservation issues and solutions 97 5% 

Learning a new skill 127 7% 

Hearing stories about nature or people and nature that are emotionally impactful 90 5% 

Hearing stories about nature or people and nature that finish on a big message 75 4% 
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More professional customer service 58 3% 

More genuine and friendly customer service 92 5% 

Feeling more connected to the host community 96 5% 

Giving something back to the environment 100 5% 

Giving something back to the host community 89 5% 

More creative and greater use of local ingredients in food offer 86 5% 

Better quality food and beverage 107 6% 

None of the above I’m generally happy with my experiences 9 5% 

TRAVEL APPETITE 

RESPONDENTS TRAVEL APPETITE 

There is pent-up demand to travel, with the largest proportion of respondents wanting to travel 
soonest. Some 45 percent (180) were considering international travel for leisure in the next 12 months 
and 34 percent (136) in the next one to two years. Skilled in Nature respondents are most wanting to 
travel soonest, and Momentary in Nature least likely in the first 12 months. Colombia’s Adventure 
sector of nature tourism presents the strongest motivator for short-term travel. 

TABLE 25. RESPONDENTS TRAVEL APPETITE 

TIME PERIOD – ALL 
RESPONDENTS 

RESPONDENTS 
(%) 

COUNT ANSWERS (%) 

Next 12 months 62% 237 45% 

Next 1 to 2 years 44% 180 34% 

Next 3 to 4 years 15% 63 12% 

After 4 years 8% 36 7% 

  

TABLE 26. RESPONDENTS TRAVEL APPETITE BY SEGMENT 

TIME PERIOD – BY 
SEGMENTS 

ALL 
RESPONDENTS 

SKILLED IN 
NATURE 

COMFORT 
IN 
NATURE 

MOMENTARY 
IN NATURE 

ADVENTURE ECO-
TOURISM 

RURAL 

Next 12 months 45% 56% 41% 28% 56% 47% 45% 

Next 1 to 2 years 34% 30% 36% 38% 29% 33% 33% 

Next 3 to 4 years 12% 9% 14% 18% 9% 12% 14% 
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After 4 years 7% 5% 8% 8% 5% 7% 8% 

TRAVEL APPETITE BY ORIGIN COUNTRY  

Respondents from Chile and Germany had a much higher appetite to travel within the next two years 
with 90 percent and 87 percent respectively.  The least likely to travel were respondents from the UK 
with 74 percent. 

TABLE 27. TRAVEL APPETITE BY ORIGIN COUNTRY 

TIME PERIOD – 
BY COUNTRY 

ALL 
RESPONDENTS 

USA  

(151) 

GERMANY  

(55) 

CHILE  

(37) 

ARGENTINA 
(37) 

BRAZIL 
(35) 

UK 
(32) 

Next 12 months 45% 46% 47% 59% 57% 44% 41% 

Next 1 to 2 years 34% 34% 40% 31% 25% 38% 33% 

Next 3 to 4 years 12% 13% 8% 5% 14% 9% 17% 

After 4 years 7% 8% 4% 3% 5% 9% 10% 

Within the next 2 
years 

79% 80% 87% 90% 82% 82% 74% 

LENGTH OF STAY IN NATURE TOURISM 

The highest length of stay for ‘all respondents’ was three days at 22 percent, which was consistent with 
Germany (22 percent), UK (32 percent), and the USA (28 percent). The South American countries’ 
length of stay were all longer Argentina 30 percent for seven days, Brazil at 20 percent for four days, 
and Chile at 27 percent for five days.  When combining ’ten days’ and ‘more than ten days’ Argentinians 
were highest with 22 percent, double the average of ‘all respondents’ and Brazil at 17 percent. The USA 
was the lowest with only four percent indicating they would spend up to ten days or more in a nature 
tourism experience.  

This could be due to the time and distance it takes to travel to Colombia. 

TABLE 28. LENGTH OF STAY IN NATURE TOURISM 

LENGTH OF STAY- BY 
COUNTRY 

ALL 
RESPONDENTS 

USA 

 (151) 

GERMANY 
(55) 

CHILE  

(37) 

ARGENTIN
A (37) 

BRAZIL  

(35) 

UK  

(32) 

1 day 3% 3% 4% 3% 5% 6% 0% 

2 days 11% 15% 7% 4% 11% 14% 3% 

3 days 22% 28% 22% 11% 14% 17% 28% 

4 days 15% 17% 15% 8% 8% 20% 16% 
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TABLE 28. LENGTH OF STAY IN NATURE TOURISM 

LENGTH OF STAY- BY 
COUNTRY 

ALL 
RESPONDENTS 

USA 

 (151) 

GERMANY 
(55) 

CHILE  

(37) 

ARGENTIN
A (37) 

BRAZIL  

(35) 

UK  

(32) 

5 days 17% 18% 15% 27% 11% 14% 16% 

6 days 3% 3% 4% 5% 0% 0% 3% 

7 days 15% 9% 16% 24% 30% 11% 19% 

8 days 2% 2% 4% 3% 0% 0% 3% 

9 days 1% 0% 2% 3% 0% 0% 0% 

10 days 5% 1% 5% 5% 8% 11% 9% 

More than 10 days 6% 3% 7% 5% 14% 6% 3% 

Combined 10 days and 
more 

11% 4% 12% 10% 22% 17% 12% 

An observation can be made that Argentinians spend less per 24-hour period but have a longer length of 
stay, whereas Germany, UK, and the USA stay a  fewer number of days but spend more per 24-hour 
period, particularly in the US$200 and above. 

When comparing 24 hours spend by country South American countries spent less than ‘all respondents’ 
average and less than Germany, UK, and the USA.  Combining totals above US$200 per 24 hours shows 
USA spending the highest at 45 percent with the UK next with 38% which is still above the ‘all 
respondents’ average of 34 percent. Chile’s inclination to spend US$200 and over is very low at half the 
‘all respondents’ average at 17 percent. 

TABLE 29. 24 HOURS SPEND BY COUNTRY 

24 HOURS SPEND – BY 
COUNTRY 

ALL 
RESPONDENTS 

USA  

(151) 

GERMANY 
(55) 

CHILE  

(37) 

ARGENTINA 
(37) 

BRAZIL  

(35) 

UK 

(32) 

US$ 0 -50 in 24 hours 7% 6% 5% 11% 11% 11% 3% 

US$50 to US$100 in 24 
hours 

20% 11% 25% 46% 32% 23% 6% 

US$100 to US$150 in 24 
hours 

17% 14% 15% 14% 16% 29% 28% 

US$150 to US$200 in 24 
hours 

21% 23% 29% 14% 14% 14% 25% 

US$200 to US$250 in 24 
hours 

15% 19% 9% 11% 16% 9% 16% 
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US$250 to US$300 in 24 
hours 

10% 13% 9% 3% 5% 9% 16% 

US$300 and above in 24 
hours 

9% 13% 7% 3% 5% 6% 6% 

US$200 and above in 24 
hours 

34% 45% 25% 17% 26% 24% 38% 

UNMET NEEDS 

There was not a big difference between countries regarding unmet needs.  Getting closer to wildlife was 
the biggest unmet need for the USA (ten percent), UK (14 percent), Germany (13 percent), and Brazil 
(nine percent). All respondents’ average was ten percent. Chile’s top unmet need was ‘learning about 
the natural environment’ at ten percent compared to the ‘all respondent’ average of eight percent. 
Argentina ranks ‘having more comfort during daytime nature activities’ at 11 percent compared with ‘all 
respondent’ average of seven percent. 

BARRIERS TO TRAVEL 

Respondents believe that the strongest influence likely to delay their travel to Colombia for a nature 
tourism experience within the next six months was an increased chance to contract COVID-19, 
followed by having to quarantine on arrival or return. 

TABLE 30. BARRIERS TO TRAVEL 

FACTORS DELAYING TRAVEL TO COLOMBIA FOR A NATURE 
TOURISM EXPERIENCE WITHIN THE NEXT SIX MONTHS 

COUNT ANSWERS (%) 

Border concerns 160 13% 

Concern about increased chance to contract COVID-19 256 20% 

Having to quarantine on arrival or upon return 212 17% 

Limited flight schedules 113 9% 

Flights that are more expensive than before the COVID-19 pandemic 116 9% 

Limited attractions, accommodation, or tours operating 98 8% 

Personal financial situation 111 9% 

General insecurity in the country to be visited  105 8% 

Restrictions on movements or curfews within the destination area 100 8% 
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INFLUENCE OF COVID-19 MITIGATIVE MEASURES 

In dealing with COVID-19, respondents are particularly seeking backup plans to deal with new 
constraining situations. Conventional approaches currently offered in many countries were not as 
influential. 

TABLE 31. INFLUENCE OF COVID-19 MITIGATIVE MEASURES 

POTENTIAL PRACTICE SIGNIFICANT 
EFFECT 

MODEST 
EFFECT 

NO EFFECT 

Flexible cancellation and rescheduling policies 51% 42% 6% 

Published up to date health records of lead destinations 45% 47% 8% 

Published up to date position of how the government 
manages visitor arrivals and departures 

53% 38% 9% 

Published up to date backup plans if COVID-19 cases 
increase 

59% 33% 8% 

Published up to date backup      plans if governments change 
COVID-19 arrival or departure policies 

60% 33% 7% 

Statement of local health record (recent history of the 
number of cases and mortality) 

49% 44% 7% 

Maximum use of the outdoor environment (e.g., outdoor 
bars and dining) 

47% 40% 13% 

Smaller group size than normal to provide more social 
distancing 

52% 36% 12% 

Statement of cleaning protocols taken before, during, and 
after customer stay 

52% 41% 7% 

PREPARATION FOR TRAVEL 

Travelers use multiple sources of information to plan their travel, with digital far more popular than 
printed material. The national destination website was used most regularly with 24 percent (270). 
Operator site (tours, accommodation, activity), third party review sites (e.g., TripAdvisor, Airbnb, 
Booking.com, Viator), and recommendations from friends and family were used at a similar rate with 18 
percent (207), 20 percent (232), and 18 percent (204) respectively. Travel agents and printed material 
were only used at a rate of 11 percent (124) and nine percent (98) respectively.   

When booking nature tourism experiences over 88 percent booked in advance with 34 percent (186) 
booking online with travel agents, 26 percent(147) booking in person or over the phone, and 27 percent 
(152) booking in advance directly with the operator. Only a small amount 12 percent (69) did not book 
in advance, leaving it to book directly with the operator on arrival. There was minimal difference 
between the segments when it came to booking preferences. 
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Booking preferences are relatively stable across the countries with slight increases to the preference for 
Brazilians to book in advance with online travel agents at 41 percent (average 34 percent) and in 
advance with a travel agent in person or over the phone at 31 percent (average 27 percent). The UK at 
34 percent is slightly higher than average (27 percent) with booking in advance directly with an operator 
and Argentinians are most likely to book directly with an operator on arrival with 19 percent compared 
to ‘all respondents’ average of 12 percent. 

TABLE 32. BOOKING PREFERENCES BY COUNTRY 

BOOKING PREFERENCES 
– BY COUNTRY 

ALL 
RESPONDENTS 

USA  

(151) 

GERMANY  

(55) 

CHILE 

 (37) 

ARGENTINA 
(37) 

BRAZIL  

(35) 

UK 

(32) 

In advance with online travel 
agent 

34% 33% 31% 37% 27% 41% 36% 

In advance with a travel 
agent (in person or over the 
phone) 

27% 24% 30% 24% 29% 31% 28% 

In advance directly with 
operator 

27% 30% 25% 33% 25% 18% 34% 

On arrival directly with the 
operator 

12% 12% 14% 17% 19% 10% 2% 
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ANNEX C. GEOGRAPHICAL PRIORITIZATION 
The 29 municipalities analyzed have the best conditions for nature tourism offer. Because of their 
natural resource, accessibility, and security, tourism demand, management, and institutions capacity. 

Exhibit 8: 29 municipalities analyzed in Colombia 
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ANNEX D. NATURE ATTRACTIONS AND PRODUCTS ANALYSIS 

REVIEW OF TOURISM INVENTORIES BY DEPARTMENT 

The tourism inventory is defined as “the process by which physical and cultural factors are registered in 
an orderly fashion as a set of attractions, which are used to develop tourism products in a region” 
(Ministry of Commerce, Industry and Tourism, 2020). In general terms, this tool presents the resources 
and attractions of each municipality, highlighting those that have immediate tourist use and those that 
require improvement measures in areas such as access and quality, among others. 

We have taken as a basis for analyzing the tourist inventories, the 29 municipalities prioritized in the 
first phase of this study. Let us remember that to carry out the prioritization of these 29 territories, the 
tourist potential was taken as a basis based on variables such as security, access, environmental factors, 
public policies, among others. 

For this analysis, we take as a reference the inventories of attractions previously prepared by entities 
such as the Vice Ministry of Tourism, which has been validated and is a reliable starting point. Inventory 
information was available for 23 of the 29 municipalities. Six municipalities do not have a tourist 
inventory, so the identification of their resources was carried out (following what is indicated in the 
inventory preparation methodology) from secondary sources: web pages of the municipalities, magazines 
and newspapers specialized in tourism, an offer from travel agencies, specialized guides, among other 
documents. These municipalities are the following: 

• Apartadó and Mutatá, in the department of Antioquia. 
• San Vicente del Caguán in the department of Caquetá. 
• Barbacoas, department of Nariño. 
• Puerto Asís, in Putumayo. 
• Cumaribo, in Vichada. 

In this way, the total number of attractions of nature evaluated and rated is 406. 

OFFER SHEETS BY MUNICIPALITY 

From information on the tourism inventory, 29 offer sheets were built (one for each municipality). They 
present information on generalities, inventory, offer - products, operators, and other sources. 

For detailed information by municipality see the link: 
https://drive.google.com/drive/folders/1wO9hdztdg4KWNsy9fiFonIK6PP_kKnVV?usp=sharing 

EVALUATION AND PRIORITIZATION OF NATURAL RESOURCES 

TABLE 33. EVALUATION AND PRIORITIZATION OF NATURAL RESOURCES 

DEPARTMENT MUNICIPALITY FOCAL 
ATTRACTIONS 
(15-20 POINTS) 

COMPLEMENTARY 
ATTRACTIONS  
(10 - 14 POINTS) 

SUPPORT 
ATTRACTIONS  
(0 - 9 POINTS S) 

TOTAL 

Antioquia Mutatá 1 1 17 19 

https://drive.google.com/drive/folders/1wO9hdztdg4KWNsy9fiFonIK6PP_kKnVV?usp=sharing
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TABLE 33. EVALUATION AND PRIORITIZATION OF NATURAL RESOURCES 

DEPARTMENT MUNICIPALITY FOCAL 
ATTRACTIONS 
(15-20 POINTS) 

COMPLEMENTARY 
ATTRACTIONS  
(10 - 14 POINTS) 

SUPPORT 
ATTRACTIONS  
(0 - 9 POINTS S) 

TOTAL 

Antioquia Apartadó 0 1 6 7 

Antioquia Necoclí 5 9 3 17 

Antioquia Turbo 4 4 3 11 

Arauca Tame 0 6 4 10 

Bolívar Cartagena 16 21 4 41 

Caquetá Florencia  2 9 1 12 

Caquetá San Vicente del 
Caguán 

1 8 16 25 

Casanare Paz de Ariporo 1 1 7 9 

Cauca Guapi 1 0 1 2 

Cesar Valledupar 1 2 1 4 

Guania Inirida 4 5 7 16 

Guaviare San José del 
Guaviare 

3 17 16 36 

La Guajira Uribia 4 5 13 22 

Magdalena Santa Marta 19 11 3 33 

Meta Vistahermosa 0 4 4 8 

Meta Puerto Gaitán 0 2 1 3 

Meta Mesetas 1 2 5 8 

Meta La Macarena 5 4 0 9 

Nariño Barbacoas 1 0 2 3 

Nariño Tumaco 2 1 1 4 

Putumayo Puerto Asís 0 3 2 5 

Putumayo Orito 1 2 7 10 

Putumayo Villagarzón  0 3 3 6 

Valle del Cauca Cali 4 1 0 5 
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TABLE 33. EVALUATION AND PRIORITIZATION OF NATURAL RESOURCES 

DEPARTMENT MUNICIPALITY FOCAL 
ATTRACTIONS 
(15-20 POINTS) 

COMPLEMENTARY 
ATTRACTIONS  
(10 - 14 POINTS) 

SUPPORT 
ATTRACTIONS  
(0 - 9 POINTS S) 

TOTAL 

Valle del Cauca Buenaventura 9 10 6 25 

Vaupés Mitú 5 10 5 20 

Vichada Cumaribo 3 1 0 4 

Vichada Puerto Carreño 7 12 13 32 

TOTAL 100 155 151 406 

% 25 38 37 100 
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PRIORITIZED MUNICIPALITIES, CRITERIA, AND TIME FRAME 

TABLE 34. PRIORITIZED MUNICIPALITIES, CRITERIA, AND TIME FRAME 

DEPART-MENT MUNICIP-
ALITY 

RECOGN-
ITION 

SIGNIFIC-
ANCE 

ACCESS AND 
SUPPORT 
INFRASTRUCTURE 

TOURISTIC INFRA-
STRUCTURE 

TOTAL TIME FRAME 

Antioquia Mutatá 1,2 1,5 2,4 1,4 1,6 Long term 

Antioquia Apartadó 1,0 1,4 2,1 1,0 1,4 Long term 

Antioquia Necoclí 3,4 2,0 4,3 2,0 2,9 Medium term 

Antioquia Turbo 2,7 2,6 4,5 2,2 3,0 Medium term 

Arauca Tame 2,7 1,3 3,1 1,2 2,1 Medium term 

Bolívar Cartagena 3,5 2,7 4,4 2,9 3,4 Short term 

Caquetá Florencia  2,7 2,9 4,0 2,3 3,0 Medium term 

Caquetá San Vicente 
del Caguán 

1,3 2,3 3,2 1,8 2,1 Medium term 

Casanare Paz de 
Ariporo 

1,4 1,4 3,6 1,8 2,1 Medium term 

Cauca Guapi 3 3 4 3,5 3,4 Short term 

Cesar Valledupar 2,8 3,5 4,0 2,5 3,2 Short term 

Guanía Inírida 2,0 2,8 4,4 2,3 2,9 Medium term 

Guaviare San José del 
Guaviare 

1,9 2,8 3,7 2,4 2,7 Medium term 

La Guajira Uribia 2,2 3,0 2,2 2,1 2,4 Medium term 
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TABLE 34. PRIORITIZED MUNICIPALITIES, CRITERIA, AND TIME FRAME 

DEPART-MENT MUNICIP-
ALITY 

RECOGN-
ITION 

SIGNIFIC-
ANCE 

ACCESS AND 
SUPPORT 
INFRASTRUCTURE 

TOURISTIC INFRA-
STRUCTURE 

TOTAL TIME FRAME 

Magdalena Santa Marta 3,5 3,6 4,2 3,0 3,6 Short term 

Meta Vistahermosa 2,5 3,3 2,5 1,5 2,4 Medium term 

Meta Puerto Gaitán 2,3 2,0 4,3 2,0 2,7 Medium term 

Meta Mesetas 1,6 2,5 3,6 1,6 2,3 Medium term 

Meta La Macarena 3,4 4,6 4,0 3,1 3,8 Short term 

Nariño Barbacoas 2,0 2,3 3,3 2,3 2,5 Medium term 

Nariño Tumaco 3,0 3,5 4,3 2,8 3,4 Short term 

Putumayo Puerto Asís 1,0 2,2 3,4 2,0 2,2 Medium term 

Putumayo Orito 1,5 1,9 4,0 1,8 2,3 Medium term 

Putumayo Villagarzón  1,7 2,3 4,2 2,2 2,6 Medium term 

Valle del Cauca Cali 4,4 4,6 4,2 3,4 4,2 Short term 

Valle del Cauca Buenaventura 2,9 3,0 4,3 2,1 3,1 Short term 

Vaupés Mitú 2,7 2,8 4,2 1,7 2,8 Medium term 

Vichada Cumaribo 3,3 5,0 2,8 3,5 3,6 Short term 

Vichada Puerto 
Carreño 

1,9 2,9 4,0 2,4 2,8 Medium term 
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PRIORITIZED MUNICIPALITIES, ACTIVITIES, AND TIME FRAME 

TABLE 35. PRIORITIZED MUNICIPALITIES, ACTIVITIES, AND TIME FRAME 

PDET SUBREGION DEPARTMENT MUNICIPALITY SHORT TERM (1 a 2 YEARS) MEDIUM TERM (2 a 4 YEARS) LONG TERM (4 a 6 
YEARS) 

Arauca Arauca Tame  Birdwatching  

Agritourism 

 

Cuenca del Caguán y 
Piedemonte 
Caqueteño 

Caquetá San Vicente del 
Caguán 

Kayak, rafting, canyoning and 
rappel 

Birdwatching Agritourism 

Protected areas and buffer 
zones 

Florencia Agritourism, Bird watching Protected áreas and buffer 
zones 

Macarena  

Guaviare 

Guaviare San Jose del 
Guaviare 

Flora and fauna observation 
Complementary activities 

Bird watching Kayak, rafting, canyoning, 
and rappel Scientific 
tourism 

Meta La Macarena Protected areas and buffer zones 
Flora and fauna observation Bird 
watching 

 Agritourism 

Vistahermosa  Prime watching 

Bird watching 

 

Mesetas Kayak, rafting, canyoning, and 
rappel 

 Agritourism 

Pacífico Y Frontera 
Nariñense Nariño 

Tumaco Whale watching 

Birdwatching 

 Protected areas and buffer 
zones. 

Scientific tourism 

Barbacoas Bird watching 

Herpeto watching 

 Scientific tourism 
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TABLE 35. PRIORITIZED MUNICIPALITIES, ACTIVITIES, AND TIME FRAME 

PDET SUBREGION DEPARTMENT MUNICIPALITY SHORT TERM (1 a 2 YEARS) MEDIUM TERM (2 a 4 YEARS) LONG TERM (4 a 6 
YEARS) 

Pacifico 

Medio 

Valle Del 
Cauca 

Buenaventura Protected areas and buffer zones. 

Hiking and interpretative tours 

Bird watching 

Whale watching Diving 

 Scientific tourism 

Cauca Guapi Protected areas and buffer zones. 

Diving 

Whale watching  

Putumayo Putumayo Villagarzón  Kayak, rafting, canyoning, and rappel, 
Mountain biking, caving, zipline, 
paragliding, and trekking 

 

Puerto Asis  Bird watching Agritourism 

Orito Bird watching  Agritourism 

Sierra Nevada-Perijá-
Zona Bananera 

Cesar Valledupar Hiking and interpretative tours 

Birdwatching 

Agritourism Pristine beaches Kayak, 
rafting canyoning, and rappel 

Scientific tourism 

Magdalena Santa Marta Protected areas and buffer zones. 

Flora and fauna observation  

Bird watching Diving 

Recreational bathing 

Mountain biking, caving, zipline, 
paragliding, and trekking 

Urabá Antioqueño Antioquia Turbo Flora and fauna observation 

Hiking and interpretative tours 

 Protected areas and buffer 
zones 

Necoclí Flora and fauna observation Pristine beaches Complementary activities 
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TABLE 35. PRIORITIZED MUNICIPALITIES, ACTIVITIES, AND TIME FRAME 

PDET SUBREGION DEPARTMENT MUNICIPALITY SHORT TERM (1 a 2 YEARS) MEDIUM TERM (2 a 4 YEARS) LONG TERM (4 a 6 
YEARS) 

Hiking and interpretative tours 

  Scientific tourism 

Apartadó  Agritourism Complementary activities 

Mutatá Flora and fauna observation Kayak, rafting, canyoning, and rappel Complementary activities 

No PDET Bolívar Cartagena Recreational bathing 

Diving 

Flora and fauna observation 

Hiking and interpretative tours 

Complementary activities 

Pristine beaches  

Casanare Paz de Ariporo Flora and fauna observation Bird watching  

Guainía Inírida Flora and fauna observation 

Bird watching 

Complementary activities  

La Guajira Uribia Pristine beaches 

Protected areas and buffer zones 

Flora and fauna observation  

Meta Puerto Gaitán  Flora and fauna observation Complementary activities 

Valle Del 
Cauca 

Cali Bird watching 

Protected areas and buffer zones 

  

Vaupés 
Mitú Bird watching 

Flora and fauna observation 

Complementary activities  

Vichada Puerto Carreño Flora and fauna observation Mountain biking, caving, zipline, 
paragliding, and trekking 
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TABLE 35. PRIORITIZED MUNICIPALITIES, ACTIVITIES, AND TIME FRAME 

PDET SUBREGION DEPARTMENT MUNICIPALITY SHORT TERM (1 a 2 YEARS) MEDIUM TERM (2 a 4 YEARS) LONG TERM (4 a 6 
YEARS) 

Sport fishing Agritourism 

Cumaribo Protected areas and buffer zones. 

Flora and fauna observation 

Bird watching 

Sportfishing 

Complementary activities  

THE 10 SHORTLISTED DESTINATIONS AND THEIR POTENTIAL 

TABLE 36. SHORTLISTED DESTINATIONS AND THEIR POTENTIAL 

NATURE TOURISM 
DESTINATION 

POTENTIAL ACTIVITIES AND WOW FACTOR POTENTIAL TARGET MARKET POTENTIAL 
SCORE 

Orinoco River Potential activities: Guided River and walk wildlife viewing, birdwatching. 

Potential WOW factor: swimming with pink dolphin, giant Otter (largest predator in 
SA), electric eel, piranhas, manatees (in a cage fixed to a boat) 

Sleeping over the river / flooded forest with pink dolphin’s underneath 

Cruise upriver following route and interpreting discoveries of explorer and ecologist 
Humboldt 

Comfort in Nature international: 
USA Chile, Argentina, Brazil, 
Germany 

5/5 

Selected and 
written up 

Uramba Bahia Malaga 
NP 

Potential activities: whale watching (boat or kayak), guided sea kayaking, through sea 
caves, guided walks to waterfalls. 

Potential WOW factor: swimming with whales, glamping in the rainforest overlooking 
coastal features in the rainforest 

Comfort in Nature International: 
Coast: UK, USA, Brazil, Germany  

4/5 

Selected and 
written up 

Alredores del Cali Potential activities: guided cloud forest walks 

Potential WOW factor: thermal spa/health retreat 

Keen birdwatchers and Comfort in 
Nature partners (UK and USA) 

Comfort in Nature Domestic 

4/5 

Selected and 
written up 
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TABLE 36. SHORTLISTED DESTINATIONS AND THEIR POTENTIAL 

NATURE TOURISM 
DESTINATION 

POTENTIAL ACTIVITIES AND WOW FACTOR POTENTIAL TARGET MARKET POTENTIAL 
SCORE 

Tayrona National Park 

 

Potential activities: coastal and coral snorkeling and diving; guided short/half-day walk for 
wildlife viewing; sea kayaking; guided casual bird watching; horseback riding; guided 
stargazing. 

Potential WOW factor: underwater sea walks with TREK helmet, above water marine 
aqua zorb ball tour, guided sea kayak tour with a transparent bottom, guided jaguar ocelot 
tracking 

Comfort in Nature international: 
Coast: UK, USA, Brazil, Germany 

3/5 

Gorgona Island 
National Park 

Comfort in Nature international: Coast: UK, USA, Brazil, Germany 

Potential activities: whale watching, sea turtle egg-laying / young hatching, snorkeling, 
and hiking. 

Potential WOW factor: swimming with dolphins and whales in season. 

Comfort in Nature International: 
Coast: UK, USA, Brazil, Germany 

3/5 

Los Besotes Ecoparque Potential activities: guided birdwatching, guided wildlife viewing 

Potential WOW factor: nature-based accommodation within birding environment - 
treehouse glamping in a canopy for balcony birdwatching 

Comfort in Nature: International: 
UK and USA birdwatchers 

3/5 

La Aurora Reserve Potential activities: guided wildlife viewing walks, jeep safari, and riverboat trips, horse 
riding, artisanal fishing. 

Potential WOW factor: finding an anaconda, Wildlife tracking (jaguar) and monitoring, 
conservation activities 

Comfort in Nature International: 
Chile, USA, Germany, UK 

2/5 

Sierra Nevada de Santa 
Marta 

Potential activities: Guided overnight trekking, guided wildlife viewing 

Potential WOW factor: longer trail with standing campsites 

Skilled in Nature: International 
Mountains: Argentina. Brazil & UK, 
Overnight trekking: Germany, Brazil 

2/5 

Corales del Rosario Potential activities: snorkeling, diving 

Potential WOW factor: accommodation overlooking luminescent plankton in a lagoon 

Comfort in Nature: Domestic 1/5 

Serranía de la Macarena Potential activities: guided walks and canoeing 

Potential WOW factor: wildlife monitoring and habitat conservation to counter threats 

Skilled in Nature: International: 
Chile, USA, Germany, UK 

1/5 
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ANNEX E. POTENTIAL INVESTORS 
The following sources were used to collect information of potential investors in Nature Tourism: 

1. Procolombia: Meetings were held with two areas: vocational tourism area (Emma Patricia Ramirez), Promotion investment area (Paola 
Andrea García and Gonzalo Vargas). The only organization mentioned as potential was Metropolitan Touring.  Other contacts with 
investors were subject to confidentiality hence a set of questions were sent through the promotion investment area.  No responses were 
obtained afterward.  

2. ACOTUR (Asociación Colombiana de Turismo Responsable). The main board provided names of potential tourism organizations, which 
were the subject of the interviews. 

3. Chambers of commerce. We received answers from Santa Marta’s Chamber of commerce, specifically the affiliated organization: “Invest in 
Santa Marta”. 

4. Research of project team: owners or investors in relevant nature tourism developments. 

Interviews with the following ten organizations: 

TABLE 37. POTENTIAL INVESTORS IN NATURE TOURISM 

NAME OF THE ORGANIZATION / 
TYPE / WEB PAGE 

NAME OF 
CONTACT / 
POSITION 

E-MAIL / TELEPHONE LOCATION 
OF MAIN 
OFFICES 

OPERATIONS 
IN COLOMBIA 
(YES/NO) 

SECTOR / LINK OF 
INTEREST 

REGION OF 
SPECIAL 
INTEREST 

Metropolitan Touring 

https://www.metropolitantouring.com/ 

Potential Nature tourism operator in 
competitor countries that might expand 
into Colombia 

Camilo 
Calderón 

Colombia 
General 
Manager 

crodriguez@metropolitan-
touring.com 

Bogotá / Colombia  

(+571) 618 0244 

Bogotá YES Metropolitan touring is 
a company with more 
than 70 years of 
history.  It started 
operations in Ecuador 
and Galápagos with 
ships – vessels and 
hotels. 

Ecuador, 
Colombia, 
Perú. 

Abacus Partners Carolina 
Camacho 

ccamacho@abacus-
partners.com 

Bogotá YES Hotels – Eco lodges La Guajira – 
Magdalena, 
Colombia.  

https://www.metropolitantouring.com/
mailto:crodriguez@metropolitan-touring.com
mailto:crodriguez@metropolitan-touring.com
about:blank
mailto:ccamacho@abacus-partners.com
mailto:ccamacho@abacus-partners.com


USAID.GOV NATURE TOURISM MARKET ANALYSIS FINAL REPORT|     78 

TABLE 37. POTENTIAL INVESTORS IN NATURE TOURISM 

NAME OF THE ORGANIZATION / 
TYPE / WEB PAGE 

NAME OF 
CONTACT / 
POSITION 

E-MAIL / TELEPHONE LOCATION 
OF MAIN 
OFFICES 

OPERATIONS 
IN COLOMBIA 
(YES/NO) 

SECTOR / LINK OF 
INTEREST 

REGION OF 
SPECIAL 
INTEREST 

Umbrella Marketing 
organizations/tourism projects 
promotors - developers 

Sustainability 
director 

+571 321 9738663 

Cr 4 No. 72 35 Of 501 

Bogotá / Colombia  

Finance in Motion - Eco business fund / 
Impact Fund. 

http://www.finance-in-motion.com/ 

Investment fund 

Lucía Gaitán / 
Laura Salgado 

Associates 
Technical / 
Assistance 
Management 

l.gaitan@finance-in-
motion.com 

 

l.salgado-ext@finance-in-
motion.com 

+571 743 0687 

Home office: 
Frankfurt – 
Germany. 

Americas: 
Bogotá - 
Colombia 

YES General interest in 
development finance – 
sustainability.  Nature 
tourism is one of their 
focus. 

Latin America: 
Colombia, 
Perú, Ecuador, 
Panamá, 
Mexico, Costa 
Rica, 
Nicaragua, 
Guatemala, 
Belice, El 
Salvador, 
Honduras. 

Mamancana  

https://mamancana.co/ 

Potential Colombian lodge operators 
that might expand 

Luciana Muriel 

 

Partner – 
Marketing 
director 

Luciana@mamancana.co 

+571 317 8934044 

 

Santa Marta YES Hotels – Eco lodges Magdalena, 
Colombia.  

Black Horse / Professional Real Estate 
development/  
https://blackhorse.com.co/ 

Umbrella Marketing 
organizations/tourism projects 
promotors - developers 

Andres 
Cuellar 

Development 
Manager 

acuellar@blackhorse.com.co 

 

+57 320 2497207 

Bogotá YES Black Horse is a 
company that develops 
real estate projects, 
especially for hotel 
developments.  

Colombia, 
Panama, Perú y 
Centro 
America. 

Regenera Hospitality Trends 

https://regenera.com.es/ 

Luis Ruiz 

Consultant 

Luis.ruiz@regenera.com.co 

+57 305 7506060 

Bogotá 

Madrid 

Panamá 

YES Regenera is a hotel 
development, 
consulting, and 
investment firm in Latin 
America and the 

Colombia, 
Central, and 
South America. 

http://www.finance-in-motion.com/
mailto:l.gaitan@finance-in-motion.com
mailto:l.gaitan@finance-in-motion.com
mailto:l.salgado-ext@finance-in-motion.com
mailto:l.salgado-ext@finance-in-motion.com
https://mamancana.co/
https://blackhorse.com.co/
mailto:acuellar@blackhorse.com.co
https://regenera.com.es/
mailto:Luis.ruiz@regenera.com.co
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TABLE 37. POTENTIAL INVESTORS IN NATURE TOURISM 

NAME OF THE ORGANIZATION / 
TYPE / WEB PAGE 

NAME OF 
CONTACT / 
POSITION 

E-MAIL / TELEPHONE LOCATION 
OF MAIN 
OFFICES 

OPERATIONS 
IN COLOMBIA 
(YES/NO) 

SECTOR / LINK OF 
INTEREST 

REGION OF 
SPECIAL 
INTEREST 

Umbrella Marketing 
organizations/tourism projects 
promotors - developers 

Miami Caribbean.  They offer 
real state solutions to 
hotel corporations, 
development 
companies, hedge funds, 
and REITs. 

Nomad Lodges 

https://www.nomadlodges.com/ 

Potential Colombian lodge operators 
that might expand 

Pierre-A 
Krüger 

Founder 

pak@nomadlodges.com 

 

Amazon YES The Nomad Lodges 
concept was created in 
the spirit of the nomadic 
people of South 
America. Pioneers of a 
full 360 approach to 
sustainable and eco-
tourism in the Amazon 
Forest and South 
America. 

Colombia -
Peru- 
(Amazon). 

Blue Apple  

www.blueapplebeach.com 

Potential Colombian lodge operators 
that might expand 

Portia Hart  patrona@blueapplebeach.com 

+57 316 750 6979 

Cartagena YES Manxana Azul is a 
tourism company that 
blends local character, 
creativity, luxury, and 
sustainability into its 
boutique properties in 
Cartagena 

Cartagena, 
Colombia. 

Regenerative Travel 

https://www.regenerativetravel.com 

Investment fund 

David 
Leventhal 

Founder 

david@regenerativetravel.com 

 

Mexico YES Resorts dedicated to 
environmental and 
social impact 

Central and 
South America. 

Bayka Ecolodge 

Potential Colombian lodge operators 
that might expand 

Christian Ruiz 

Partner 

labaykaecohotel@gmail.com 

 

Bogotá - 
Nuquí 

YES Ecolodges Colombia, 
Pacific. 

 

https://www.nomadlodges.com/
mailto:pak@nomadlodges.com
mailto:patrona@blueapplebeach.com
https://www.regenerativetravel.com/
mailto:david@regenerativetravel.com
mailto:labaykaecohotel@gmail.com
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ANNEX F. SCOPE OF WORK-MARKET ANALYSIS OF NATURE 
TOURISM IN PEACE REGIONS 

BACKGROUND 

After over 50 years of conflict, the Colombian government signed a peace agreement with the country’s 
longest-running insurgency group, the Revolutionary Armed Forces of Colombia (FARC) in 2016. 
Though the Peace Accord provides an unprecedented opportunity to end decades of violence and 
achieve peace and justice in areas of the country long abandoned by the state, significant challenges 
remain. Sustainable economic development requires strengthening state presence and supporting licit 
economic opportunities in Colombia’s conflict-weary, marginalized, rural areas; without this, illicit 
economies, deforestation, and environmental degradation will continue to fuel the violence and stand in 
the way of prosperity.  

Nature tourism44 has the potential to foster licit economic livelihoods for remote communities in 
Colombia while promoting the conservation of strategic environmental assets and providing the arena 
for greater social cohesion through community development. In this context, USAID/Colombia has been 
working for years in supporting communities in developing nature and cultural tourism activities, as 
instruments to achieve environmental conservation, rural territorial development, social inclusion, and 
reconciliation.  

At the end of 2019, USAID/Colombia carried out a rapid assessment of the most important lessons 
learned from the Mission’s past and current support for nature tourism. The assessment concluded that 
nature tourism enterprises in remote and conflict-affected regions require adequate planning and 
coordination between multiple actors; a minimum provision of public goods, with an emphasis on 
security, followed by connectivity infrastructure, water, and sanitation. The assessment also found the 
importance of developing community capacities, and of fostering multiple financial partners. Finally, it 
highlighted the need to support destinations that have the greatest potential to respond to domestic and 
international markets and to implement strategies that connect destinations with consumers, through a 
market-driven approach that develops and connects with the value chain.  

Tourism has been a priority economic sector for current and past national governments. The 2013 
Nature Tourism Business Plan concluded that Colombia had the greatest potential in eco and adventure 
tourism, followed by rural and cultural products. The current National Development Plan aims at 
increasing GDP from tourism by 23 percent, creating job opportunities for the rural population. The 
2018-2022 Tourism Sector Plan prioritized the development of four products, including nature, cultural, 
and wellness tourism, through strategies that promote the integral development of destinations. 
Procolombia’s business strategy has nature tourism in its top priorities, and every year it performs a 
market analysis to identify countries with the greatest potential to attract tourists for Colombia’s nature 

 

44 This Scope of Work adopts the definition of nature tourism provided by the “Nature Tourism Business Plan” prepared by 
the government of Colombia in 2013. The document defines nature tourism as a type of tourism that makes emphasis on the 
interrelation and appreciation of nature in its pure state. Nature Tourism is conceived as an umbrella product, with ecotourism, 
adventure tourism and rural tourism as subproducts, each with specialized segments. Cultural, wellness and scientific tourism 
are complementary products. This conceptual framework is consistent with the Sectoral Plan for Tourism 2018-2022, in which 
green tourism comprises nature, ecotourism, agro, adventure and scientific tourism. 
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tourism products. Finally, the Agency for Territorial Renovation concluded that 152 PDET municipalities 
requested support to develop their tourism initiatives and enterprises.  

Today, the COVID-19 crisis has deeply affected the tourism industry in Colombia and worldwide. 
Business associations have reported a 95 percent decrease in their sales, and tourism is expected to be 
one of the last economic sectors to resume activities. However, several experts advise that nature 
tourism will have important opportunities once the crisis ends as tourists look for secluded destinations 
with a connection to nature and adventure.  

USAID/Colombia is designing a new Activity to support nature tourism in priority PDET regions45. To 
strengthen the design process, the Mission is looking to perform a market analysis of PDET’s nature 
tourism potential to identify the greatest potential and the appropriate strategies to support nature 
tourism as a sustainable economic, social, and environmental development strategy. 

SCOPE OF WORK (SOW) 

OBJECTIVES 

The Contractor will support the Mission in conducting a market analysis of the nature tourism potential 
of priority PDET regions. By understanding the legal and institutional context, analyzing trends of the 
domestic and international demands, investment opportunities during, and after the COVID-19 crisis, 
and by mapping current initiatives in the regions, the Mission will be able to prioritize destinations with 
the greatest potential and design appropriate strategies to support nature tourism as a sustainable 
economic development strategy. Specifically, the market analysis aims to achieve the following: 

• Analyze the regulatory, policy, and institutional frameworks of nature tourism in Colombia, 
identifying changes and adjustments introduced and expected as a result of the COVID-19 crisis.   

• Characterize the domestic and international nature tourism markets, identifying the impact of 
COVID-19 in market trends, and the challenges and opportunities after the current crisis. 

• Suggest nature tourism products and segments in Colombia that have the greatest potential to 
capture domestic and international demand after the COVID-19 crisis. 

• Segment Colombia’s nature tourism value chain46, identifying the key components and levers with 
the greatest investment potential and appetite. 

• Analyze the conditions required for the private sector to invest and actively engage in nature 
tourism in priority PDET regions, considering the COVID-19 crisis, and suggesting the role of 
USAID in leveraging private sector resources.  

 

45 PDET stands for Programas de Desarrollo con Enfoque Territorial, a 15-year planning tool to bring rural development to areas 
most affected by armed conflict in line with the 2016 Peace Accord with the FARC. 170 municipalities grouped in 16 regions 
currently have PDETs. The SoW applies to priority PDET regions as indicated by USAID/Colombia.  
46 The consultant should construct a nature tourism value chain for Colombia, identifying suppliers of goods and services that 
go into the delivery of nature tourism products, and businesses that depend on nature tourism.   
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• Identify and document the experiences of private sector companies or investors who are interested 
in nature tourism in Colombia. 

• Map current nature tourism initiatives in priority PDET regions suggesting criteria to analyze their 
level of development. 

• Analyze current and propose additional criteria to select regions with the greatest potential for 
USAID support, according to the Mission’s objectives.  

COMPONENTS 
Upon SOW approval, the Contractor will be responsible for ensuring the completion of on-time and in-
scope activities and deliverables. This engagement will involve desk research, planning and coordination 
for stakeholder interviews and surveys, and deliverable preparation. 

The following is a description of the components of the market analysis required, but not limited to 
meet the SOW objectives: 

REGULATORY, POLICY, AND INSTITUTIONAL ANALYSIS 
The analysis will have a national and regional scope, focusing on PDET regions, previously selected by 
USAID. The analysis will consider the following: 

• Overview of laws, norms, and policies that shape, regulate, or incentivize nature tourism in 
Colombia.47 

• Description of current national government’s plans, programs, and projects to support nature 
tourism, including budgets to implement such plans, if available.  

• Analysis of how the COVID-19 crisis is affecting the allocation of public funds into nature tourism 
projects.   

• Identification of current policies to support the tourism sector in Colombia during the COVID-19 
crisis, and of recovery plans. 

• Description of public institutions at the national and regional levels that relate to, and support nature 
tourism’s value chain, including those that aim at building the capacities of communities. 

• Description of the role of national development banks (i.e., Bancoldex, Findeter, etc) in supporting 
nature tourism. 

• Identification of subnational development plans (department and municipal) that include nature 
tourism as a priority in selected PDET regions. If available, identify budgets and funds to support 
nature tourism in these geographic areas.  

 

47 The regulatory and policy framework should consider norms and policies issued by multiple sectors including, but not limited 
to the environmental, the tourism, the commercial, and fiscal sectors.  
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• In selected PDET regions, identification, and characterization of PDET documents, and their nature 
tourism initiatives. 

• Analysis of gaps, challenges, and lessons learned from the regulatory framework, concluding the 
extent to which it is creating the adequate enabling environment for nature tourism.  

DEMAND ANALYSIS 
The analysis will have an international and domestic scope. It will include the following: 

• Characterization of nature tourism destinations demanded by international and domestic markets, 
including an analysis of: 

• Type of products and market segments 

• Profile of nature the average tourist (age, education, income level) 

• Tourists’ criteria to select destinations. 

• The average length of stay, travel spikes, and travel expenditures 

• Estimation of the current size of nature tourism international and domestic markets; analysis of 
growth trends, and identification of products with the greatest potential. 

• General analysis of domestic and international demand for sustainable tourism certified destinations.  

• Analysis of the effects of COVID-19 in market trends. Are structural changes in the demand for 
nature tourism products expected? What are the emerging opportunities in nature tourism? What 
could be the potential new standards and requirements, including those related to health and 
sanitation, for nature tourism destinations during and after the Coronavirus crisis? 

INVESTMENT OPPORTUNITY ANALYSIS 
Given the great uncertainty in the sector due to the COVID-19 crisis, the objective of this section is to 
gauge the potential appetite for future investments in Colombia and to understand the required 
conditions to materialize such investments. The analysis will have an international and domestic scope. It 
will include the following: 

• Identification and mapping of the major stakeholders of the nature tourism value chain in Colombia. 

• Assessment of the national and international private sector’s interest and appetite in Colombia’s 
nature tourism destinations. What are the main characteristics of nature tourism destinations that 
generate the greatest appetite? 

• Identification of the components of the nature tourism value chain where investors have the greatest 
interest. 

• Identification of factors needed to attract and actively engage the private sector in nature tourism 
enterprises, in targeted PDET regions. What are the risks perceived by the private sector that 
impede the materialization of investments? 
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• Identification of capacities that local enterprises and organizations should exhibit to become relevant 
players in the nature tourism value chain. What is the perception of community-based tourism from 
the demand and investment sides? 

• Identify and document the experiences of three to five private sector companies or investors who 
are interested or have engaged in nature tourism in Colombia. The experiences should provide an 
understanding of the conditions that enable or constrain their investment decisions. At least one case 
study from an inclusive/sustainable investor should be part of the selected experiences.  

• Analysis of the effect of COVID-19 on current and future tourism-related investments. Identification 
of challenges and opportunities for business and investors during and after the crisis.  

• Analysis of the potential role of USAID in catalyzing and leveraging private sector investments and 
resources, and recommendations on the best strategies to design, implement and finance with USG 
funds. What are the incentives that USAID could use to promote private sector engagement and 
market-driven partnerships in the nature tourism market?  

SUPPLY ANALYSIS AND SELECTION CRITERIA  
The analysis will refine USAID’s current criteria to select regions with the greatest potential for 
USAID’s support, mapping current nature tourism initiatives in PDET regions and identifying the level of 
development of such initiatives. The mapping will identify Plans, Programs, Projects, and, where possible, 
specific tourism attractions, routes, and products being offered or under development.  It will include 
the following: 

• Identification and characterization of nature tourism initiatives included in selected PDETs, building 
on existing analyses, including Territorial Renewal Agencies. 

• Qualitative analysis of the level of development of nature tourism initiatives in selected PDETs.  

• General and qualitative analysis of the impacts of COVID-19 on nature tourism initiatives in selected 
PDETs.  

• Identification of factors required for a nature tourism initiative to increase the probability of success 
from an economic, social, and environmental perspective.  

• Identification of variables to be used in the selection of regions to be part of USAID’s new Nature 
Tourism activity. Variables must consider demand, supply, and enabling factors, including the 
existence of public goods and services.  

• Proposal of a ranking method to select destinations for USAID support.  
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DELIVERABLES AND WORK PLAN48 

Through this engagement, the Contractor will produce the following deliverables: 

DELIVERABLE 1 - DESIGN AND IMPLEMENTATION PLAN 
The Design and Implementation Plan includes the methodology, sources of information, and bibliography 
to be used for each of the four components of the market analysis. It also presents a clear and detailed 
work plan leading to the deliverables, including meetings with USAID and the time required for revision 
and approval of products. The Contractor is expected to work with the USAID team, including the 
Private Sector Engagement team and the ECON Section as they could potentially support the 
connections with the nature tourism market.  

The deliverable, which should be submitted in English comprises: (i) One Word document, using times 
new roman, font 12, single-spaced, with a maximum of ten pages. The document may include Annexes 
for any component of the analysis that requires further description.; and (ii) One PowerPoint with a 
summary of the methodology and the implementation plan, limiting the use of text and maximizing the 
use of graphs and tables. The presentation should not exceed the five-slides limit.  

DELIVERABLE 2 - REGULATORY, POLICY, AND INSTITUTIONAL ANALYSIS 
The Regulatory, Policy, and Institutional Analysis describes the findings and results from reviewing and 
analyzing the elements described in Component A of the Market Analysis. Rather than describing the 
findings for each bullet, in isolation, the document should narrate in a coherent but concise way the 
major findings and conclusions of the analysis. The document should be written in simple, concrete 
language and all conclusions must be evidence-based. It should aim for the use of graphs, figures, and 
visual material to improve the readability of the document.  

The deliverable, which should be submitted in English, comprises: (i) One Word document, using times 
new roman, font 12, single-spaced, with a maximum of 20 pages. The document may include Annexes 
for any component of the analysis that requires further description; (ii) A two-pager with the summary 
of the analysis, describing main findings and conclusions; (iii) One PowerPoint with main findings and 
conclusions, limiting the use of text and maximizing the use of pictures, graphs, maps, tables, and 
infographics. The presentation should not exceed the 10-slides limit.  

DELIVERABLE 3- DEMAND AND INVESTMENT OPPORTUNITY ANALYSIS 
The Demand and Investment Opportunity Analysis describes the methods, findings, and results from 
reviewing and analyzing the elements described in Components B and C of the Market Analysis. Rather 
than describing the findings for each bullet, in isolation, the document should narrate in a coherent but 
concise way, the findings of the analyses. The document should be written in simple, concrete language 
and all conclusions must be evidence-based. It should aim for the use of graphs, figures, and visual 
material to improve the readability of the document.  

The deliverable comprises: (i) One Word document, using times new roman, font 12, single-spaced, 
with a maximum of 20 pages. The document may include Annexes for any component of the analysis 
that requires further description; (ii) A two-pager with the summary of the analysis, describing main 

 

48 All Contractor produced deliverables, unless otherwise stated, become ‘USAID Global Goods’ to ensure that others in the 
Agency can access any insights and learnings. 
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findings and conclusions; (iii) A two-pager for each private sector or investor experience, as described in 
Component C; and (iv) One PowerPoint with main findings and conclusions, limiting the use of text and 
maximizing the use of pictures, graphs, maps, tables, and infographics. The presentation should not 
exceed the 10-slides limit.  

DELIVERABLE 4 - SUPPLY ANALYSIS AND SELECTION CRITERIA  
The Supply Analysis and Selection Criteria describes the methods, findings, and results from reviewing 
and analyzing the elements described in Component D of the Market Analysis. The deliverable should 
have two sections: (i) the supply analysis, and (ii) the selection criteria. The selection criteria are 
variables that will be used to assess potential destinations to be part of USAID’s new activity. For each 
variable, the document must include a general description, the measuring unit, the measuring method, 
and the source, if the variable comes from secondary data. The contractor should also propose a 
methodology to rank the destinations.   

Rather than describing the findings for each of the bullets in isolation, the document should narrate in a 
coherent but concise way, the findings of the Analyses. The document should be written in simple, 
concrete language and all conclusions must be evidence-based. It should aim for the use of graphs, 
figures, and visual material to improve the readability of the document.  

The deliverable, which should be submitted in English, comprises: (i) One Word document, using times 
new roman, font 12, single-spaced, with a maximum of 20 pages. The document may include Annexes 
for any component of the analysis that requires further description; (ii) A two-pager with the summary 
of the analysis, describing main findings and conclusions; (iii) One PowerPoint with main findings and 
conclusions, limiting the use of text and maximizing the use of pictures, graphs, tables, and infographics. 
The presentation should not exceed the 10-slides limit.  

DELIVERABLE 5 - RECOMMENDATIONS  
Based on the main findings and conclusions from all components of the market analysis, the Contractor 
will prepare recommendations that guide the Mission in responding to the following two main questions: 
(i) What are the main characteristics that nature tourism destinations in PDET regions should exhibit, 
increase their possibility of establishing sustainable enterprises that bring social, economic, and 
environmental benefits to these regions? (i) What are the strategies that USAID should undertake to 
support the development of nature tourism in PDET regions while catalyzing and incentivizing the 
participation of the private sector and enhancing the capacity of communities to lead nature tourism 
business enterprises?  

The deliverable, which should be submitted in English, comprises: (i) One Word document, using times 
new roman, font 12, single-spaced, with a maximum of five pages. The document may include Annexes 
for any component of the analysis that requires further description; (ii) One PowerPoint with main 
recommendations, limiting the use of text and maximizing the use of pictures, graphs, tables, and 
infographics. The presentation should not exceed the five-slides limit.  

DELIVERABLE 6- FINAL REPORT 
The final report summarizes the main findings, conclusions, and recommendations from the Market 
Analysis. The document should be written in simple, concrete language and all conclusions must be 
evidence-based. It should aim for the use of graphs, figures, and visual material to improve the readability 
of the document.  
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The deliverable, which should be submitted in English and Spanish, comprises: (i) One Word document, 
using times new roman, font 12, single-spaced, with a maximum of 30 pages. (ii) One PowerPoint with 
main recommendations, limiting the use of text and maximizing the use of pictures, graphs, tables, and 
infographics. The presentation should not exceed the 20-slides limit. (iii) One presentation for the 
Mission. USAID will be publishing the Final Report in the “USAID’s New Private Sector Engagement 
(PSE) Evidence Gap Map49” for all Missions to access. Please keep in mind this Gap Map is public and 
open to all. 

DELIVERABLE 7 - COMMUNICATION PIECES 
The contractor will prepare infographics in English and Spanish, for emails, presentations, and social 
media that summarize the main results of the market analysis. It will present the following infographics: 
(i) Summary of findings; (i) Market, regulatory and institutional analysis; and (ii) Demand and investment 
opportunity analysis.  

Through this engagement, the Contractor will follow the next general work plan: 

Phase Activities Week 

Planning and Design 
Kick-off Meeting 0 
Submission of final Delivery 1 2 

Market Analysis 
Performance 

Submission of final Delivery 2 6 
Follow-up meeting No. 1 with USAID 10 
Submission of Final Deliver 3 14 
Follow-up meeting No. 2 with USAID 15 
Submission of Final Delivery 4 16 
Follow-up meeting No. 3 with USAID 17 
Submission of Final Delivery 5 19 
Submission of Final Delivery 6 20 

Finalization 
Presentation to Mission  22 
Submission of Final Delivery 7 22 
Closing Meeting 24 

METHODOLOGY 

The study should use a combination of desk research and data collection of secondary data and primary 
data collection from interviews and surveys. The following chart guides the suggestions from the 
Mission, regarding the methods that can be used by the contractor, however, the proposals can vary to 
include different methods, based on knowledge of the available information and data sources: 

MARKET 
ANALYSIS 
COMPONENT 

SUGGESTEDMETHOD SCOPE DETAILS 

Regulatory, 
Policy, and 
Institutional 

Desk research 

Data collection from 
secondary data 

Interviews (optional) 

National and 
PDET regions 
identified by 
USAID 

• Most of the work should be, although not 
limited to, desk-research based. 

• Main sources: MinCit, Procolombia, Fontur, 
DNP, ART, Presidencia, Departments and 
Municipalities documents, and databases.  

 

49 Private Sector Engagement (PSE) Evidence Gap Map facilitates the use of evidence in PSE approaches and helps target 
evidence-building efforts to fill the knowledge gaps that remain. Link here: https://crcresearch.github.io/usaid-pse-egm/ 

https://crcresearch.github.io/usaid-pse-egm/
https://crcresearch.github.io/usaid-pse-egm/
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Demand 
Analysis 

Desk research 

Interviews 

Surveys (when applicable).  

Given the lack of tourism 
activity worldwide, it is advised 
to design and apply surveys to 
actors in the value chain 
including agencies, operators, 
and tour operators, as 
opposed to tourists.  

International and 
domestic demand 

• Documents from multilateral organizations, 
governments, NGOs, national and 
international tourism associations.  

• Interviews and/or surveys to national or 
international actors closer to the domestic 
and international demand, including wholesale 
and retail, digital and regular tourism 
agencies, global and inbound tour operators, 
and destination management companies.  

Investment 
Opportunity 
Analysis 

Desk research 

Interviews 

Surveys (when applicable) 

International and 
domestic 
investors 

• Documents from multilateral organizations, 
governments, NGOs, national and 
international tourism associations.  

• Interviews and/or surveys to national or 
international actors throughout the market 
tourism value chain, including: 
o Distribution intermediaries: agencies, 

tour operators, and destination 
management companies 

o Service providers: domestic transport, 
lodging, hospitality, guidance, and 
excursions.  

Supply Analysis 
and Selection 
criteria 

Desk research  

Data collection from 
secondary data 

Interviews 

Field Visits (optional) 

National 

PDET regions 
identified by 
USAID 

• Documents, databases, interviews with 
MinCit, Fontur, ART, Departments, 
Municipalities and other donors and 
international cooperation actors supporting 
Nature Tourism in PDET regions.  

The Contractor should approach this engagement in a highly collaborative manner, emphasizing joint 
planning problem solving and execution with USAID/Colombia’s Environment and Program offices and 
Nature Tourism Design team. A Program Management Specialist from the Environment Office will act as 
activity manager.   

REFERENCE 

● USAID, 2019. Rapid Assessment of Lessons Learned from USAID’s support to nature tourism in 
Colombia. 
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