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1. What is Sustainable Tourism?

Definition of the World Tourism Organization (WTO):

� Optimal use of environmental resources and thereby

helping to conserve natural heritage and biodiversity

� Respect of socio-cultural authenticity of host communities

� Long-term viable economic development
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2. Why Fostering Sustainable Tourism in Nepal?

- Tourism is consumed at the point of production
- Tourism is a more diverse industry than many others
- Tourism is labour intensive
- Tourism creates opportunities for many small and micro 

entrepreneurs
- Nepal has a competetive advantage in tourism (especially

Trekking and Mountaineering)
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3. EU Outbound Tourism: Facts and Figures (I)

o Increasing global demand
for tourism

o Increasing tourism
expenditures

- 5 largest EU spenders:
Germany, UK, France,
Italy and Netherlands

o Long haul travel growth
above the average

General Data on European Outbound Tourism

Source: World Tourism Organisation (2003)
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3. EU Outbound Tourism: Facts and Figures (II)

o High growth rates of international 
tourists arrivals to Nepal

o UK as the most important sender
country with growth rates of 10%

o Relatively low market share in 
comparison to other South Asian
countries

European Tourists in Nepal

39%100%106 433100%76 564Total

1%1%1,5041%970Sweden 12

1%2%1,6081%1,119Norway 11

2%3%2,6832%1,534Denmark 10

1%3%3,0873%2,596Austria 9

2%4%3,9753%2,644Belgium 8

2%4%4,0984%2,770Switzerland 7

2%6%6,7816%4,888Netherlands 6

3%9%9,1939%6,834Italy 5

5%12%13,00012%9,291Spain 4

6%16%16,77016%12,528France 3

6%16%16,92016%12,098Germany 2

10%25%2681425%19,292U.K. 1

Growth 
rate %

%2007%2006EUROPE 

Origin of European Tourists in Nepal

Source : SNV 2007, NTB, Touris Arrival Stastics by air 2007
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4. Sustainable Tourism as an Important Niche Market

� Growing awareness for sustainability issues in Europe
- Community Based Tourism as a sub sector of  
Sustainable Tourism

� Eco-tourists match with a wide range of tourists coming
to Nepal (target group for Sustainable Tourism)
- experienced traveller
- high level of education
- high income bracket
- middle-aged to elderly
- opinion leaders
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5. Benchmarking Sustainable Tourism: An Overview

� Transport

� Accommodation

� Activities

� Human rights and labour conditions

� Health risks

� Consideration of Communities
(CBT)

� Purchasing of locally produced
goods

Environmental Issues Social Issues
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6. Trade Channels: How to get into the European Market

Sustainable Tourism Suppliers
(including Inbound Tour Operators)

Inclusive traveller Independent traveller

Travel guide books /
Trade magazines

NGOs and / or
Associations

Travel Agents

Outbound Tour Operators
- Small and specialized
- Mainstream

EU Trade Fairs

Internet
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Increasing Use of the Internet

Online travel market Europe, 1998 - 2006 ( � billion)

Source: Centre for Regional and Tourism Research (April 2006), CBI Market Survey
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ITB Berlin: The World’s most Important Trade Fair for Tou rism

-150,000 m2

-10,923 exhibitors (8,465 from foreign
countries)

-108,735 trade visitors (61%)

ITB 2007 ITB 2008
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7. SWOT: Sustainable Tourism in Nepal (I)

Resources
• Small investment to start a business 
• Quality human factor

Services/products
• Popular destination for trekking, mountaineering
• Rich cultural heritage and natural scenery

Market
• SMEs willing to promote the Sustainable segment
• Involvement of customers to promote the sector
• Good relation with customers

Service/sector 
• Poor infrastructure concentrated in urban 

areas. 
• nsufficient good practices in sustainability

Business environment
• Unhealthy competition among the domestic 

agencies
• Lack of proper amenities and management 

structure in main tourist areas to efficiently 
handle larger numbers of tourists

Marketing
• Low marketing capacity/skill of entrepreneurs
• No international level marketing campaigns
• Limited expertise with IT to promote products 

and to communicate with clients
• Lack of access to international media
• Limited access to international tour operators
• Non common initiative of marketing in the EU 

market

Strengths Weaknesses
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7. SWOT: Sustainable Tourism in Nepal (II)

Products
• High revisiting rate 
• Good image in the international market 

of Nepalese hospitability
• Cultural and nature tourism destination

EU Market 
• Growing market trend for sustainable 

tourism/ Eco tourism
• Long-term forecast for EU long haul 

tourism is positive
• Developing countries are winning market 

share of EU outbound long haul tourism 
• Growing niche market for specialised 

products
• Growing online bookings 

Products
• Similar products offered by India (Ladakh), 

China (Tibet) and Bhutan 

Market 
• Strong competition with South Asian 

destinations which are cost effective and 
well diversified

• Absence of representation of Nepalese 
entrepreneurs in the EU market 

• Lack of certification mechanism of 
sustainable tourism products

Business environment
• Lack of trust among buyers and service 

providers 
• Deteriorating image of Nepal in international 

market due to present political situation
• Poor flight connections

Opportunities Threats
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Contact

PlaNet Finance (Nepal Office)

Address: Kalikasthan, Kathmandu
Email: smelink@planetfinance.org

Tel. : 977 1 44 27 27 5

For further information:

www.smelink.com.np


