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PROBLEMSAND PROSPECTS OF SUSTAINABL E TOURISM
DEVELOPMENT IN THE OIC COUNTRIESWITH SPECIAL
REFERENCE TO ECOTOURISM

1. INTRODUCTION

Tourism comprises the activities of persons travellingial staying in
places outside their usual permanent places oflerse for not more
than one consecutive year for leisure, business athdr purposes
Based on this broad definition, tourism industrgludes all socio-
economic activities that are directly or indirectiywolved in providing
services to tourists. More than 185 supply-sidenendc activities that
have significant connections to tourism are listettler the World
Tourism Organisation’s Standard Classification @fufism Activities.
These include, among others, the services of thlewimg sectors:
transportation, hotels and lodging, food and beyeracultural and
entertainment, banking and finance, and promotiow gublicity
services.

Defined by this impressive network of businesses services and by
the infrastructure needed to support it, tourisnong of the world’s
largest industries involving a wide range of stakdars including

private sector tourism businesses, governmentalirstedgovernmental
organisations, non-governmental organisations (NG®@etworks,

consumers and host communities.

In recent decades, the tourism industry has shawstasmed growth in
both revenues and number of tourists, and hasbkef@dd economic,
social, cultural and environmental footprint reachalmost every part
of the world. Touristic activity generates sign#it economic benefits
to both host countries and tourists’ home countaigdse. Especially in
developing countries, one of the primary motivasidar a country to
promote itself as a tourism destination is the eig@® economic
improvement, mainly through foreign exchange eaysjrcontributions
to government revenues, and generation of employ@ed business
opportunities.

! See “Recommendations on Tourism Statistics and Concepfinitibas and
Classifications for Tourism Statistics”, World Touris@rganisation, Madrid, Spain
(http://www.world-tourism.org).



The recent trends in international tourism indiddut touristic activity

is still concentrated in the industrialised cowgriof Europe and the
Americas. However, there has been a substantidifgyedion of new

tourist-generating and tourist-receiving markets the developing

regions as well. The growth patterns of some todestinations in East
Asia and the Pacific, South Asia, Africa, and theddfle East are
generally very dynamic, with some countries in éhesgions registering
high rates of increase over successive years.

Given their rich and diverse natural, geographicstorical and cultural
heritage assets, the OIC countries have vast patefdr the
development of sustainable tourism sector. Likeegions of the world,
the OIC region hosted more tourists in 2000 witke tiotal tourist
arrivals amounting to 65.6 million, an impressivecrease by 20.6
percent, its ever-highest growth rate and almastethimes the increase
in 1999. However, considering the modest sharbaxé countries in the
world tourism market (9.4 percent), it seems th& inherent potential
has not yet manifested itself in desirable levéltarism development
in many OIC countries and in the OIC region as alehMoreover, it is
observed that touristic activity in the OIC regierstill concentrated in a
small number of member countries. Malaysia, Turlgyypt, Indonesia,
Tunisia, and Morocco serve as typical examplekisregard.

In fact, tourism is a very important sector thatildoplay a significant
role in the economic development of the OIC coestmot only due to
their existing and potential tourism resources, &isb because their
citizens travel in large numbers around the wodd fusiness, leisure
and other purposes. It is then not surprising thatism represents one
of the ten priority areas of the Plan of ActionStrengthen Economic
and Commercial Co-operation among the Member Casaf the OIC.
Indeed, tourism co-operation activities have rdgeassumed greater
importance on the agenda of the OIC. In this cdntdxee Islamic
conferences of ministers of tourism, including f{wesent one, have
been held just within the short period of the thste years.

This paper attempts to look into and evaluate ttdopmance of the
tourism sector in the OIC member countries. It atmsdentify the
problems facing tourism in these countries and @sepsome policy
recommendations, within the framework of the Ol@rPbf Action, for
the development of a modern and sustainable toumsiustry in the



OIC countries and strengthening their co-operaiiorthis important
area. In addition, the paper sheds light on ec#ouas an important
market segment of the tourism industry and presearisef discussion
on the occasion of the “International Year of Ecoiem 2002” and the
World Ecotourism Summit which was held in Québean&a, on 19-
22 May 2002.

2. RECENT TRENDSIN WORLD TOURISM ACTIVITY

The number of international tourist arrivals in@ed from 457.2 million
in 1990 to 696.7 million in 2000, correspondingaio average annual
growth rate of 4.3 percent. In 2000, internatidoarist arrivals grew by
7.2 percent, the highest growth rate in the lastade (Table 1).
However, for the first time since 1982, there hasrba small reduction
in 2001 in which there have been 692.7 million ing&tional tourist
arrivals, corresponding to a slight decrease of fieécent from the
previous year. Tourism growth has been affectethbydeterioration in
the economic conditions of major North Americanrdpean and Asian
economies in late 2000 and during 2001, with wortlweconomic
growth dropping to 2.5 percent in 2001, down frofn @ercent in 2000.

Europe and the Americas are still the main tougseiving regions.
International tourist arrivals in these two regiasw over the period
1990-2000 by an average rate of 3.6 and 3.3 perespiectively. In
absolute terms, they registered 120 million andn8Bion additional
arrivals in 2000 compared to the number registéneti990. But since
other regions are growing at a faster pace, theesbfahese two regions
in the world total narrowed substantially by 208d,57.8 percent for
Europe and 17.4 percent for the Americas from @&h& 20.3 percent,
respectively in 1990 (Table 1).

However, since modern tourism is characterised gyowing tendency
for tourists to visit new destinations, and togetiwéh tourism product
diversification and increasing competition, newtitegions are steadily
increasing their market share. By region, this gngwdispersion of
tourists is illustrated by above-average growth tie number of
international tourist arrivals in East Asia and thacific, the Middle

East, South Asia, and Africa, and by below-averggewth of the

more traditional tourist-receiving regions of Eueopnd the Americas
(Table 1).



As shown in Table 1, all the regions of the wortbted more tourists in
2000. East Asia/Pacific is the region that mostefiead from this

transformation of the world tourism market. Histogeries show that
this region experienced the highest growth rate@jngaobtained 16.6
percent share of the world market in 2001. The Midgast and South
Asia were other regions of the success storiesOD02 with tourist

arrivals growing by 13.2 and 5.2 percent respeltivé&frica was

relatively left out of the tourism boom in 2000,tionly 3.4 percent
increase in its international tourist arrivals. Yebt every destination
was equally affected by the decrease in world sbuatrivals in 2001.
Most affected was South Asia (a drop of 6.3 peictaitowed by the

Americas (-5.9 percent), the Middle East (-3.1 paty; and Europe (-
0.6 percent).

On the other hand, international tourism receiptsgurrent prices and
excluding international transport costs, recorded average annual
growth rate of 6.1 percent in the period 1990-200Q2000, worldwide
international touristic activity generated US$ 4i8illion, a growth of 4
percent over the previous year (Table 2). Per daig, translates to
receipts generated by international tourism of USbillion. However,
world tourism receipts decreased to US$ 462.2 ohillin 2001,
corresponding to a reduction of 2.6 percent fromghevious year. It is
then obvious that the decrease in tourism rec@&ip)01 exceeded the
decrease in the number of tourist arrivals. Thidue to the fact that in
economically tight times, tourists typically reaobt so much by
refraining from travel but by trading down, i.ehgy choose for instance
shorter stays in less expensive destinations withvet and
accommodation in lower categories.

The trends in the average growth rates of touriseeipts and the
regional market shares in world tourism receiptéedisomewhat from
those in the case of tourist arrivals. This is fdyatue to the fact that
receipts per arrival vary as each region’s tourisms its own character
with regard to length of stay, purpose of visitogephical distance, etc.
In this regard, the world average tourism recepss arrival in 2001
amounted to US$ 667, the highest being in the AcasriUS$ 1013)
followed by South Asia (US$ 825) and East Asia/faduS$ 712)
(calculated using the data in Tables 1 and 2).

In 2001, Europe was the top tourism earner with 238.1 billion or
49.8 percent share of the world tourism receiptaas followed by the
Americas with US$ 122.4 billion or 26.5 percent.sE@sia/Pacific



comes third with US$ 82 billion or 17.7 percentdaled by Africa with
US$ 11.7 billion or 2.5 percent, the Middle EasthmiJS$ 11.2 billion
or 2.4 percent, and South Asia with US$ 4.7 billmmonly 1 percent
share. However, when the average growth rateswfsto receipts in
the period 1990-2000 are considered, the pictuodrbes completely
different, where South Asia is leader with 9.8 patcand Europe at the
bottom of the list with 4.9 percent (see Table 2).

According to the World Tourism Organisation, infheed by the
rebound in global economic growth in the first paft2001, it has
become evident that recovery in world internatiotmlrism is under
way. Fear is progressively fading away and businssgradually
returning to normal. Recovery is most visible itraaregional travel and
in the regions of East Asia/Pacific (influenced thy Football World
Cup), Europe and Africa. In the long run, the Worlaurism
Organisation forecasts that the number of peoplavetling
internationally is expected to reach over 1.56dillby 2020 from 697
million in 2000, corresponding to an average annoelease of more
than 4 percent. Earnings from international touréga® expected to soar
from US$ 474 billion in 2000 to more than US$ Aiom in 2020. The
total number of tourist arrivals by region showattby 2020, the top
three receiving regions will be Europe, East Asaaific and the
Americas followed by Africa, the Middle East anduBoAsia.

3. BASIC TOURISM INDICATORSOF THE OIC COUNTRIES

In the light of the above overview of the worldnds in international

tourism, this section attempts to examine the b@asidsm indicators in

the OIC countries, and compare them with thosénefworld and other
regions. In particular, the paper concentrateshenviolume (i.e., the
number of tourist arrivals) and the value (i.eurtem receipts in current
US dollar values) of international tourism activitythe OIC countries.

In addition, an attempt is made at the end of sbition to evaluate the
role of the tourism sector in the economies of ¢heguntries. This is

been done by calculating the balance of internatitmurism in terms of

current US dollar for each individual country fohieh the relevant data
are available (i.e., by deducting internationalrigm expenditure from

international tourism receipts). This balance inthelated to the GNP
of each country. The international tourism receguts also related, as
percentage, to the exports of each country.



TABLE 1: INTERNATIONAL TOURIST ARRIVALSBY REGION

Tourist Arrivals (millions) Market Share (%) Growth Rate (%)

1990 | 1999] 2000 2001 1990 1999 20p0 2001 90-00 09p-00-01
World Total 4572 6522 6967 6927 | 1000 1000 1000 100.0 | 4.3 72 -06
Europe 282.7 380.6 402.7 4003 61.8 582 57.8 57.86 58 -06
Americas 92.8 1221 1282 1208 203 196 184 17.33 50 -5.9
East Asia/Pacific 546 968 109.1 1151 119 155571 166 7.2 127 5.5
Africa 150 263 272 282 33 3.7 3.9 41 6.1 3438
Middle East 9.0 205 232 225 2.0 2.3 3.3 3.2 10.a3.2 -3.1
South Asia 32 5.8 6.1 5.7 0.7 0.8 0.9 D.8 6.8 5.2-6.3
OIC Countries 343 544 656 - 7.5 8.3 9.4 - 6.7 206 -

Source: World Tourism Organisation.

TABLE 2: INTERNATIONAL TOURISM RECEIPTSBY REGION

Tourism Receipts ($ billion) Market Share (%) Growth Rate (%)

1990 | 1999 2000 2001 199p 1999 20p0 2001 90-00 09P-00-01
World Total 2634 4563 4744 4622 | 1000 1000 1000 1000 | 6.1 40  -26
Europe 143.2 2328 233.0 230.1 544 509 49.1 49.89 01 -1.3
Americas 69.2 1224 1328 1224 263 251 280 26.3.1 85 -85
East Asia/Pacific 39.2 752 814 820 149 190 217.17.7| 7.7 8.2 0.7
Africa 53 103 109 117 2.0 2.1 2.3 45 7.8 58 .84
Middle East 4.4 9.7 115 11p 1.7 1.9 2.4 4 9.0861 -2.7
South Asia 2.0 4.6 4.9 ar 0.8 0.9 1.0 1.0 98 6.54.3
OIC Countries 146 276 334 - 5.5 6.1 7.0 - 86 210 -

Source: World Tourism Organisation.




3.1. Tourist Arrivals

According to the data of the World Tourism Orgati@ma 65.6 million
international tourist arrivals were recorded in @0@ OIC member
countries for which the data are available (Tablé A the Annex).
Accordingly, tourist arrivals in those countriesegr by an impressive
20.6 percent in 2000, its highest growth rate ewel almost three times
the increase in 1999. Yet, although this rate gsificantly higher than
that of the world total, the relative share of @& countries in the
worldwide international tourism market accounted daly 9.4 percent
in 2000, an increase by 1.1 percentage point caeapaith their share
in 1999 (Table 3).

However, the growth rate of OIC international tstiarrivals during the
1990s was, on average, significantly higher tha df the world total
and the traditional tourist-receiving regions ofr&e and the Americas
and relatively comparable with other developingaeg in the world. At
the OIC regional level, except for the OIC Africagion, the number of
tourist arrivals in the other OIC regions grew dtigher pace compared
to the growth rates of the same worldwide regionsng the period
1990-2000 (Tables 1 and 3).

In terms of the shares of the OIC regions in thal tOIC international
tourist market in 2000, the OIC Middle East regemmes at the top with
34.5 percent, followed by the OIC East Asia/Pacifigion with 24.8
percent. The OIC countries in Africa accountedlf®:3 percent in the total
OIC tourist arrivals and those in Europe (includthgse in Central Asia)
for 18 percent. In contrast, although the OIC coestin South Asia
recorded only 4.4 percent share in the total Ol@igbarrivals market, their
growth rates of international tourist arrivals wéne highest amongst the
other OIC regions during the 1990s (Table 3).

At the individual country level, the figures in Tab3 indicate that
international tourist arrivals in the OIC countrig® concentrated in a
small number of countries. In terms of the absohueber of tourist
arrivals and shares in total OIC market, the maiiC Qourist
destinations are Malaysia, Turkey, Saudi ArabiaydEg Indonesia,
Tunisia, Morocco, United Arab Emirates, Bahraind dran. In 2000,
this group of OIC countries received 53.5 milliorternational tourist
arrivals, corresponding to 81.6 percent of thelt@ tourism market



TABLE 3: OIC INTERNATIONAL TOURIST ARRIVALSBY REGION
AND MAIN TOURIST DESTINATIONS

Tourist Arrivals (millions) Market Share (%) Growth Rate (%)

1990 [ 1995] 1999 2000 1990 1995 1999 2000 99-00 095-90-00
World Total 4572 5503 6522 696.7 | 1000 100.0 100.0 100.0 7.2 4.8 4.3
OIC Total 343 429 544 656 75 7.8 8.3 94 | 206 8.9 6.7
OIC Regions: Sharein OIC Market
Middle East 88 121 189 226 257 282 347 34596 134 9.9
East Asia/Pacific 100 123 136 16/3 292 287 025.248| 199 5.8 5.0
Africa 9.7 94 116 120 283 219 213 183 34 94 21
Europe & C. Asia 4.8 7.8 79 118 140 182 145 .018 494 175 9.3
South Asia 0.9 1.3 2.4 2.9 2.6 3.0 4.4 44 261 915.12.6
Americas 011 014 013 016 03 0.2 0.2 03 231 81 40
Main Dedtinations:
Malaysia 7.4 7.5 79 102 216 175 145 155 29.16.3 3.3
Turkey 4.8 7.1 6.9 9.6 140 166 127 146 39.1 6.27.2
Saudi Arabia 2.2 33 4.6 6.3 6.4 7.7 8.5 96 37.03.81 111
Egypt 2.4 2.9 4.5 5.1 7.0 6.8 8.3 718 133 120 .8
Indonesia 2.2 4.3 4.7 5.1 6.4 10.0 8.6 1.8 8.5 3.58.8
Tunisia 3.2 4.1 4.8 5.1 9.3 9.6 8.8 718 6.3 45 1.8
Morocco 4 2.6 3.8 41 117 6.1 7.0 6/3 7.9 9.5 .2
U.AE. 0.6 1.6 3.4 3.9 1.7 37 6.3 50 147 195 .62p
Bahrain 1.4 1.4 2 2.4 4.1 33 3.7 37 200 114 6.5
Iran 0.2 0.5 1.3 1.7 0.6 1.2 2.4 26 308 27.7 2B9
Sub-total 284 353 439 535 | 828 823 807 8.6 | 219 8.7 6.5

Source: Extracted from Table A.1 in the Annex.



and to an increase by 21.9 percent over 1999. Duhia period of 1990-
2000, tourist arrivals in these countries as a gmnew, on average, by
6.5 percent, a rate which is almost equal to thHathe average OIC
during the same period (Table 3).

3.2. Tourism Receipts

On the other hand, the figures in Table 4 refleetgicture in terms of the
value of international tourism activity in the Ot@untries, i.e., the value
of tourism receipts in terms of the current US aolln this regard, the
trends in international tourism receipts in OIC mivies and regions
followed, to a large extent, the trends in inteloval tourist arrivals.

In 2000, international tourism in the OIC countrfes which the data
are available generated US$ 33.4 billion, corredpanto an increase
by 21.0 percent over the previous year. This rages wignificantly

higher than the rate of increase in worldwide imétional tourism

receipts (4 percent) in the same year. Moreoveringuhe period of

1990-2000, the total OIC tourism receipts increasediverage by 8.6
percent per annum compared to 6.1 percent for tkeage worldwide

tourism receipts. Yet, the share of OIC countriestism receipts in the
world total accounted for only 7 percent in 2000,irkcrease by a mere
0.9 percentage point compared with their shar©@89XTable 2).

The shares of OIC tourism receipts, at the regideskl, in the
worldwide tourism receipts differ somewhat from thieares in tourist
arrivals. This is also true for the shares of O#gions and individual
countries in the total OIC tourism receipts. Tlis,mentioned above, is
due to the fact that receipts per arrival varyhastourism of each region
and country has its own characters with regareéngth of stay, purpose
of visit, types of shopping, etc.

In terms of the shares of OIC regions in the t@#T tourism receipts,
the OIC East Asia/Pacific region is the leader vath percent market
share followed by the OIC Middle East region with.2 percent. The
OIC countries in Europe (mainly Turkey) accounted25.4 percent of
the total OIC tourism receipts. The OIC countriesAifrica accounted
for 12.3 percent of the same total. In contrasthoaigh the OIC
countries in South Asia recorded the lowest sharghe total OIC
tourism receipts (3.9 percent), the growth rateheir tourism receipts






TABLE 4: OIC INTERNATIONAL TOURISM RECEIPTSBY REGION AND MAIN EARNERS

Tourism Receipts ($ billion) Market Share (%) Growth Rate (%)

1990 | 1995] 1999 2000 1990 1995 1999 2000 99-00 095-90-00
World Total 2634 4062 4563 4744 |[100.0 100.0 100.0 100.0 4.0 32 6.1
OIC Total 146 262 276 334 55 6.5 6.1 70 | 210 4.9 8.6
OIC Regions: Sharein OIC Market
East Asia/Pacific 3.8 9.2 83 10y 260 351 30.1203] 289 31 109
Middle East 4.4 7.8 8.1 88 301 298 293 243 8.6 2.4 7.2
Europe & C. Asia 3.2 5.3 5.9 85 219 202 214 425 441 9.9 103
Africa 2.8 33 4.2 41| 192 126 152 12)3 -24 4.4 39
South Asia 0.3 0.5 1.1 1.3 2.1 1.9 4.0 39 182 121.158
Americas 0.03 009 006 001 03 0.4 0.4 0.0| -83.3 -35.6 -10.§
Main Earners:
Turkey 3.2 5.0 5.2 76/ 219 191 188 22|18 46.2 8.79.0
Indonesia 2.1 5.2 4.7 57 144 198 170 17.1 21319 105
Malaysia 1.7 3.9 35 49 116 149 127 147 400 .7 4 11.2
Egypt 1.1 2.7 3.9 4.3 75 103 141 12}9 103 9.84.61
Morocco 1.3 1.3 1.9 2.0 8.9 5.0 6.9 6/0 5.3 9.0 4.4
Tunisia 0.9 1.4 1.6 1.5 6.2 5.3 5.8 45  -6.3 14 2 %
Syria 0.3 1.2 1.0 1.1 2.1 4.6 3.6 38 100 -1.7 913
U.AE. 0.2 0.7 0.9 1.0 1.4 2.7 33 3p 111 7.4 517.
Iran 0.1 0.2 0.7 0.9 0.7 0.8 25 27 286 351 246
Lebanon - 0.7 0.7 0.7 2.7 25 2.1 0.0 0.0
Sub-total 109 223 241 297 | 747 8.1 873 839 | 232 59 105

Source: Extracted from Table A.2 in the Annex.



was the highest (15.8 percent) amongst the oth& 1@gions in the
period 1990-2000 (Table 4).

As in the case of OIC tourist arrivals, the figunedable 4 indicate that
tourism receipts in the OIC countries are concésdran a small number
of countries, almost the same countries of the maiC tourist
destinations. In a descending order, the main @I@idm earners are
Turkey, Indonesia, Malaysia, Egypt, Morocco, TumisByria, United
Arab Emirates, Iran, and Lebanon. In 2000, thisugrof OIC countries
earned US$ 29.7 billion as tourism receipts, cpoading to 88.9 percent
of the total OIC tourism receipts and to an inceelag 23.2 percent over
the previous year. During the period of 1990-20@@rism receipts
earned by those countries as a group grew on a&ad0.5 percent per
annum compared to 8.6 percent in the OIC totaigoureceipts.

3.3. Balance of International Tourism

In this section, the balance of international temriin terms of current
US dollar is calculated for each OIC country forieththe relevant data
are available (see Table A.3 in the Annex). Thislase by deducting
the international tourism expenditure of each countrom its

international tourism receipts. The outcome is tledated to the GNP of
each country, in an attempt to evaluate the roltheftourism sector in
their economies. In addition, the internationalriem receipts are also
related, as percentage, to the exports of eachtryodrhe result of this
exercise is illustrated in the Annex in Tables Al A.5, respectively.

TABLE 5: TOP 10 OIC COUNTRIESWITH RESPECT TO THEIR
BALANCE OF INTERNATIONAL TOURISM (US$ million)

1996 1997 1998 1999 2000
Turkey 4697 6372 6055 3732 5925
Malaysia 1878 112 671 1567 4941
Egypt 1887 2380 1417 2825 3277
Indonesia 3908 2910 2229 2357 255p
Morocco 1374 1133 1288 1440 161(
Tunisia 1160 1126 1322 1321 1233
Syria 652 468 437 401 442
Jordan 362 376 420 440 33
Bahrain 154 189 224 249 300
Maldives 228 247 261 280 298

Source: Table A.3 in the Annex.
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Table 5 shows, in a descending order, the top IDEWuntries in terms
of their balance of international tourism in mifi® of US dollars. When
compared with Tables 3 and 4, it is clear that nudsthese countries
constitute the main OIC tourism destinations ad aglthe main OIC
tourism earners. However, when we examine the obléhe tourism
sector in the economies of OIC countries in termgsocontribution to
the GNP and exports of each country, the pictufeeats a widely
different situation. This is clear in Tables 6 ahidelow.

As for the contribution of tourism to GNP of the@tountries, Table
6 lists those countries, in a descending orderakixg to their balance
of international tourism as percentage of their GNRis has been
calculated into 5 ranges, the highest of whichudtig records of 50
percent and above, and the lowest including sub-zecords. In a
similar manner, Table 7 lists the OIC countriescading to their
international tourism receipts as percentage df thgorts.

TABLE 6: BALANCE OF INTERNATIONAL TOURISM
ASPERCENTAGE OF GNP (Average 1996-2000)

(%) Countries

50 Maldives (78.2 %)

5-10 Comoros (10.1%), Guyana (9.3%), Tunisia (6.4%)ddo (5.2%)

Lebanon, Morocco, Gambia, Syria, Bahrain, Albankagypt,

1-49 Turkey, Malaysia, Senegal, Indonesia, Benin

0.1-0.9 Sierra Leone, Mali, Togo, Uganda, UzhekisKyrgyz Rep.

Iran, Niger, Bangladesh, Sudan, Pakistan, Libyain€&y Yemen
(-)-0.0 Cameroon, Turkmenistan, Kazakhstan, Céte d’lvokeerbaijan,
Mauritania, Gabon, Nigeria, Kuwait, Oman

Source: Table A.4 in the Annex.

The information in Table 6 indicates that, in gehethe role of tourism
in OIC countries is neither a function of the siaer the level of
affluence of the economy. In this regard, tourisnfound to be the main
economic activity in Maldives, the only country wita very high
contribution of tourism to the economy (78.2 petceh GNP). In
addition, tourism is found to play a relatively iorfant role compared
to the size of the economy in a few countries. grsup includes the
OIC countries in which tourism accounted for 5 t dercent of their
GNP (i.e., Comoros, Guyana, Tunisia, and Jordan).
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More interestingly, the information in Table 6 iodies that the tourism
sector plays a limited role in most of the econ@méthe main tourism
destination and earner countries of the OIC. Thisig includes the OIC
countries in which tourism accounted for 1 to 4e9gent of their GNP
(e.g., Malaysia, Turkey, Egypt, Indonesia, Moroctepanon, etc.).
Moreover, the balance of tourism is found to haveegligible or even
negative impact on the economies of the majorityhef OIC countries
for which the data are available (i.e., the coestrivith a zero or
negative balance-deficit in tourism).

On the other hand, the information in Table 7 iaths that tourism
seems to play a more significant role in the ecdaenof the OIC

countries as a source of foreign exchange earndigsaverage, touristic
activity generated foreign exchange earnings dutivgy period 1996-

2000 of more than four times those generated byrespn Maldives,

and almost three times the value of exports in Gosmand almost twice
that value in Gambia. In the same period, inteomati tourism receipts
accounted, on average, for 128.1 percent of tla ¢éxports in Lebanon,
94 percent in Egypt, 76.9 percent in Sierra Le@ma 62.4 percent in
Albania. They also accounted for between 25 andod@ent of the

value of exports in 5 countries, 10 and 24 peroer® countries and 5
and 9 percent in 3 countries. Yet, tourism is fotmtlave a small role in
generating foreign exchange earnings in many Ol@htes, i.e. those
countries for which international tourism receiat€ounted for less than
5 percent of their exports (see Table 7).

TABLE 7: INTERNATIONAL TOURISM RECEIPTSAS
PERCENTAGE OF EXPORTSIN OIC COUNTRIES
(Aver age 1996-2000)
(%) Countries

Maldives (442.5%), Comoros (273.8%), Gambia (180,8%banon

50 (128.1%), Egypt (94%), Sierra Leone (76.9%), Albafti2.4%)
Jordan (41.5%), Turkey (26.7%), Tunisia (25.9%)abdga (25.5%)
25-49 -
Syria (25.1%)
10 - 24 Morocco, Senegal, Burkina Faso, Turkmenistan, Aaigabh, Mali,

Guyana, Indonesia

5-9 Bahrain, Benin, Kazakhstan

Malaysia, Mauritania, Niger, Yemen, Togo, Iran, €daf’lvoire,
0.1-4.9 Oman, Kuwait, Pakistan, Bangladesh, Kyrgyz RepdaBu Nigeria,
Guinea, Uzbekistan, Gabon, Libya, Suriname, U.A.E.

Source: Table A.5 in the Annex.
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Taking the above into account, it seems that spdualy the countries
with inherent (natural, historical, cultural, etctpurism potential
generally tend to develop and extend their toussietors. The results of
the exercise undertaken above indicate that toudswelopment is
neglected in some natural-resource-rich as welinasiost poor OIC
countries. This is mainly due to the lack of awassnof the economic
role of tourism in both groups but also to the laxtkresources and
insufficient infrastructures in the latter. Thuspaigh a crucial factor, the
potential of inherent natural tourism resourcesnal@annot make a
successful tourism industry. If this potential askte realized, it must be
developed and managed on the basis of strict sasidity criteria and
has to be coupled with insightful planning, pulaied social awareness,
and prudent strategies and policies.

4. PROBLEMSFACING SUSTAINABLE TOURISM
DEVELOPMENT IN THE OIC COUNTRIES

Given their significant and diverse natural, gepbieal, historical and
cultural heritage assets, the OIC countries hawt patential for the
development of a sustainable tourism sector. Howewmnsidering their
modest share in the world tourism market, it sedmas this inherent
potential has not yet manifested itself in desealgvels of tourism
development in many of them and in the OIC regi®a avhole.

The problems facing tourism and the developmenta custainable
tourism sector in the OIC countries are diverseash country has its
own touristic features, level of development, aatianal development
priorities and policies. However, these problenmter alia, can be

summarised as follows:

* Lack of inherent tourism potential (natural, historical, cultural,
etc.). In some countries, the development of tourisimigeded by
their lack of inherent natural, historical or cuétltourism resources.
However, as mentioned earlier, though it is a @lufgctor, tourism
heritage assets alone cannot make a successfisnoundustry.

» Lack of knowledge and awareness. In some countries, there still is a
fundamental lack of basic cognisance of the ecoaamportance of
tourism as an industry and its positive impact pastantial source of
foreign exchange and employment.
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Lack of technical know-how and weak promotional activity. Even
when that fundamental awareness is there, in masgscthere is
generally a lack of tourism knowledge and profeszie. Tourism as
a modern industry is recent in the world. It isoals new and
unfamiliar activity in many OIC countries. Anothelated problem
is the absent or weak publicity promotion and nrasslia exposure
due, in many cases, to the limited technologicalises available.

Lack of tourism-related infrastructures. Many OIC countries lack
the sufficient infrastructures necessary for theettjpment of a
successful tourism sector. Primary amongst thesehatels and
lodging services, transportation and communicatisafety and
security and tourism information services. This esk difficult to
provide the standards of facilities and servicesiciwhtourists
require.

Lack of tourism investments. While investment in services is a well-
established economic activity in the developed twes it is still
lagging behind in developing ones. Investment irvise-oriented
projects, particularly in tourism, in developinguodries is often
regarded as a high-risk task. Accordingly, thoulgayt may have
natural tourism potential, it is very difficult fenany poor and least
developed OIC countries to gain access to reaserfatancing for
their touristic projects even when they manage dokle the
problems of project identification and planning.

Lack of consistent tourism strategies and policies. In many OIC
countries, there are still difficulties in gettingtegrated tourism
policy-making due in general to policy conflicts tlween the
government departments and the tourism private agenThis is
coupled in many cases with the lack of effectivenanistration,
regulation and institutional frameworks of touGsdictivity.

Lack of tourism diversification. For many years, international tourism
has been characterised by its concentration intadoas watercourse
areas, and in summer for rest, relaxation andrieistowever, modern
touristic activity has shown a growing tendencydais diversification
and change. This makes it difficult for many OlGQueties, including
those with a relatively developed tourism sectokeep pace with the
rapidly changing and complex requirements of tesiritn a highly
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competitive international tourism market, and cdesng the
emergence of new touristic destinations, improvameh the
conditions that foster modern tourism developmenndt an easy
process.

» Lack of tourism safety. The safety of tourists is among the primary
factors for any successful tourism industry andushathus, be one
of the basic objectives of tourism planning andvmions. Safety-
related tourism problems, whether real or perceiegdrt a negative
impact on the reputation of host countries. In ti@gard, negative
perceptions appear to play a detrimental role m phnospects of
tourism in many OIC countries. Even such factorsuesours may
cause great damage to complete tourist seasons.

5. ISSUESOF SUSTAINABILITY AND DEVELOPMENT OF
THE TOURISM INDUSTRY: ECOTOURISM

The principles of sustainable tourism were envidabg the World
Tourism Organisation in 1988 as “leading to manag#mof all
resources in such a way that economic, social asthatic needs can be
fulfilled while maintaining cultural integrity, eeatial ecological
processes, biological diversity and life suppostegns®.

The tourism industry has recently shown sustainmeavilp and achieved
global recognition as a major sector. It has breadnomic, social,
cultural and environmental footprints reaching atevery part of the
globe. Yet, the tourism industry is at a crossrpéds struggling to cope
with the corresponding ecological effects. Enviremtal and social
accountability is not entirely defined by the mamglustry players,
particularly those of the ecotourism sector, thbjext of this special
section.

5.1. Ecotourism

Much has been written about ecotourism and theke teeen many
attempts to define it. However, due to the manym®rin which
ecotouristic activities are offered by a large awile variety of
operators and practised by an even larger arraguoists, there is little
consensus about its meaning. Ecoutourism has beetetad as a form

2 The World Tourism Organisation, “Sustainable Depetent of Tourism”,
http://www.world-tourism.org/sustainable/I YE/WTO-BR-Concept-Paper.htm.
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of nature-based tourism. But development expeceemics and NGOs
have also studied it as a sustainable developraehsince 1990.

In 1991, the International Ecotourism Society pu&tl one of the
earliest definitions of ecotourism as being: “rasgible travel to natural
areas that conserves the environment and suskeingdl-being of local
people®. The World Conservation Union states in 1996 tat@urism
“... is environmentally responsible travel and vigda to relatively
undisturbed natural areas, in order to enjoy arpteapate nature and
any accompanying cultural features that promotesewation, has low
negative visitor impact, and provides for benefigia active
socioeconomic involvement of local populatichs”

Also useful is the definition by the European Fatien of National
Parks which defines sustainable tourism in natres as: “all forms of
tourism development, management and operationshwi@intain the
environmental, social and economic integrity andl-weing of natural,
built and cultural resources in perpetuity'The World Tourism
Organisation accepts that “ecotourism is tourisacpsed in relatively
undisturbed natural areas, for the main purposesadrhiring and
learning about ther”

Considering these definitions, the term ecotourigrarefore, refers, on
the one hand, to a specific tourism market segraedf on the other, to
a concept based on a set of principles. Ecotoussamsmall but rapidly
growing touristic activity. It is primarily advesied as a form of nature
tourism and has strong links with rural and cultooarism. Thus, it is a
niche market that fits into the larger tourism nedrk

Since the years when the concept was first defiaeggneral consensus
has formed on the basic elements of ecotourismolswk” It (1)
contributes to conservation of biodiversity, (2¥tins the well-being of

® The United Nations Environment Programme (UNEPAbdut Ecotourism”,
E]ttp://www.uneptie.org/pc/tourism/ecotourism/hommh

ibid.
® hitp://www.world-tourism.org/sustainable/IY E/RegidActivities/Mozambique/Speech.
6 World Tourism Organisation, “Recommendations omrigm Statistics and Concepts,
Definitions and Classifications for Tourism Statist, http://www.world-tourism.org.
" Further discussion of guidelines, accreditatiostays, and sustainability criteria for
the ecotourism industry can be found in UNEP’s Bagsm Principles, Practices and
Policies for Sustainability, http://www.uneptie.fpg/tourism/ecotourism/home.htm.
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local people, (3) includes an interpretation/leagniexperience, (4)
involves responsible action on the part of touriated the tourism
industry, (5) requires the lowest possible consionpovf nhonrenewable
resources, and (6) stresses local participatiomeoship and business
opportunities, particularly for rural people.

If properly planned and managed, ecotourism caa b&ble source of
economic benefits for governments, private entmegues and local
communities alike. Furthermore, it can serve asféactive tool for the

conservation of natural and cultural assets. Ecouis, therefore, a
component of the field of sustainable tourism.dpiges in all cases to
achieve sustainable development results. Howeves important to

stress that all tourism activities, be they gearedholidays, business,
conferences or fairs, health, adventure or ecaoyrshould aim to be
sustainable. This means that the planning and dprnednt of the

tourism infrastructure, its subsequent operationd ats marketing

should focus on environmental, social, cultural aedonomic

sustainability criteria.

5.2. International Year of Ecotourism 2002

Recognising the growing global importance of ecosm, and based on
a recommendation by the Economic and Social Counciluly 1998,

the United Nations General Assembly designateddmutared the year
2002 the International Year of Ecotourism (IYE).i¥lwas considered
an encouragement for intensified co-operative &fftwy governments
and international and regional organisations as| wad non-

governmental organisations to achieve the aims géndla 21 in

promoting development and the protection of thaérenment.

The United Nations Economic and Social Council tewiits Member
States, members of the specialised agencies anevantl
intergovernmental and governmental organisationsxtrt all possible

8 Agenda 21 was adopted by 182 Governments at tli@dJNations Conference on
Environment and Development (Earth Summit), RioJdeeiro, 3-14 June 1992. It
calls for the full integration of sustainable de@hent in the tourism industry in order
to ensure, inter alia, that travel and tourism peva source of income for many
people; that travel and tourism contribute to thenservation, protection and
restoration of the Earth ecosystem; that internalidrade in travel and tourism
services take place on a sustainable basis; aridethdronmental protection is an
integral part of tourism development.

19



efforts for the success of the IYE, in particulagarding ecotourism in
the developing countries. The Council requested Gbenmission on
Sustainable Development and other venues withinlthiged Nations
system to implement the IYE. The Commission, imtunandated the
World Tourism Organisation (WTO) and the United iNas$
Environment Programme (UNEP) to prepare and caaatdisupportive
activities for and during the IYE.

The IYE offers an opportunity to review ecotourisexperiences
worldwide in order to consolidate tools and insignal frameworks that
ensure its sustainable development in the futunes fMeans maximising
the economic, environmental and social benefitsifexotourism while
avoiding its negative impacts. Considering thi WWTO and UNEP
aimed at involving all the actors in the field afogourism during the
IYE, with the following objectives in mind:

1. Generating greater awareness among public autsritihe private
sector, the civil society and consumers regardicgtarism’s
capacity to contribute to the conservation of ta&ural and cultural
heritage in natural and rural areas, and the imgrent of standards
of living in these areas.

2. Disseminating methods and techniques for the plani
management, regulation and monitoring of ecotoutisrguarantee
its long-term sustainability.

3. Promoting the exchange of successful experiencabanfield of
ecotourism.

4. Increasing opportunities for the efficient markgtamd promotion of
ecotourism destinations and products on internatiorarkets.

In order to reach the above goals, the two org#oisa envisaged to
jointly undertake the following main activities:

1. Publishing, jointly with the World Conservation 0ni a guide for
the sustainable development and management obitoun national
parks and protected areas, which are prime deistirsatfor
ecotourism.

2. Facilitating and participating in regional confetea and seminars
on specific aspects of ecotourism to take placendl2001 and early
2002 worldwide.
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3. Dedicating the World Tourism Day of 20020 the subject of
ecotourism.

4. Creating a web-based venue to allow various org#oiss and
stakeholders’ representatives to access informatlmout activities
and events and exchange lessons learned on esotopimjects.

5.3. World Ecotourism Summit

Among the many activities that have been undertaethe global,
regional, national and local levels on the occasibtihe IYE, the World
Ecotourism Summit, which was held in Québec, Canadd9-22 May
2002, was the major landmark. The Summit was tret &nd largest
ever worldwide gathering of all types of stakehotdenvolved in
ecotourism. Over 1,100 delegates from 133 differeauntries
participated in the Summit, including Ministers,bfia sector officials,
tourism companies and their trade associationsal l@uthorities,
national park managers, NGOs relevant to the edstausector, the
academic community, and others.

The Summit's global objective and spirit were imeli with the
philosophy of the United Nations in the field oktinable development
and, more particularly, with the UNEP Principles fioe implementation
of Sustainable Tourism. The Summit also drew irgmn from the
Global Code of Ethics for Touristh approved unanimously by all the
WTO Member States during the "L ®Bession of the WTO General

° It was at its ¥ Session in September 1979 that the General Asgenithe World
Tourism Organisation (WTO) decided on the recomragéod of the WTO's
Executive Council to celebrate the World Tourismyda 27 September each year by
appropriate events on themes selected by the Aek&sambly. The main purpose of
the World Tourism Day is to foster awareness ambweginternational community of
the importance of tourism and its social, cultumadd economic values. At its 14
Session in September 2001, the General AssemhllyeofNTO decided to select the
following theme of the World Tourism Day for 2002Ecotourism, the key to
sustainable development”. The official celebratafrihis day will take place in Costa
Rica on Friday, 27 September 2002.

2 The Global Code of Ethics for Tourism sets a fravheeference for the responsible
and sustainable development of world tourism atddaen of the new millenium. It is
needed to help minimise the negative impacts aofigouon the environment and on
cultural heritage while maximising the benefits fourism host destinations. The full
document of the Global Code of Ethics for Tourismavailable at http://www.world-
tourism.org/projects/ethics/ethics.html.
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Assembly held in Santiago, Chile, in October 199%e detailed
objectives of the Summit were:

1. To open a wide review on the potential contributidrecotourism to
sustainable development;

2. To exchange information on good practice technicaes lessons
learned in the sustainable planning, developmeathagement and
marketing of ecotourism;

3. To advance the knowledge of the social, economia an
environmental impacts of ecotourism and assessfteetiveness of
regulatory mechanisms for monitoring and contrgllihese impacts;

4. To strengthen the capacity of governments, theapeisector and
NGOs to effectively use ecotourism as a tool fostauable
development and the conservation of natural andi@ilresources;

5. To find ways to encourage a more responsible behatwy all those
acting in the field of ecotourism, including pubbector officials,
private business people, and the tourists themselve

6. To define new areas for international and regi@a¢ibboration with
a view to contributing to the sustainable developmend
management of ecotourism throughout the world.

The WTO and UNEP, in consultation with other orgations and
ecotourism stakeholders, have defined the followifour main
discussion themes for the Sumit

1. Ecotourism Policy and Planning: The Sustainab@hallenge.

2. Regulation of Ecoutourism: Institutional Respongibs and
Frameworks.

3. Product Development, Marketing and Promotion of t&ensm:
Fostering Sustainable Products and Consumers.

4. Monitoring Costs and Benefits of Ecoutourism: EmsgirEquitable
Distribution Among All Stakeholders.

In all these themes, the focus was on two croseguitsuesFirst, the
sustainability of ecotourism from the environmentatonomic and
socio-cultural points of view. Second, the involvement and
empowerment of local communities and indigenouspfgeadn the
ecotourism development process, management and toringi of
ecotourism activities, and sharing of profits réaglfrom it.

! See http://www.unepite.org/pc/tourism/ecotourisegvthemes. htm.
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The conclusions and recommendations of the Summite hbeen

included in the “Québec Declaration on Ecotouri€mihich presents a
new tool for the international development of ttyipe of tourism. The

Document includes a series of recommendations Her dustainable
development, planning and management of ecotoupissposed to all

stakeholders involved in this type of tourism id@rto make the overall
tourism industry more sustainable by increasingneouc and social

benefits for host communities while contributingth@ conservation of
their natural and cultural resources. The Docurhast already become
the point of reference for all discussions and teban Ecotourism. It
was officially presented for more global delibepatiat the World

Summit on Sustainable Development, held in Johdurgs South

Africa, in August/September 2002.

In this connection, it is worth mentioning that tC region has very
large areas of diverse natural habitat with ativadandscapes and flora
and fauna. These features, extended over protactes hosting a wide
variety of ecosystems and rich and unique tradificzultures, are a
major attraction for nature-oriented tourism anctoisiderable interest
to tourists.

In many OIC countries, particularly African onesst national and
wildlife parks count for classical game-watchingiiem, and many
forms of ecotourism activities are practised inunalt areas of different
status, under different structures, involving stakders from all sectors
of the society. The opportunity to learn about laudture and wildlife
in some OIC African countries can be a way of ating tourists to
diversify their tourism experience. This, in turoreates economic
opportunities for local communities around parkd arotected areas in
these countries.

These natural and cultural heritage assets areifisgnt to the
development of a sustainable ecotourism sectohenQIC region. In
fact, there is much for the OIC countries to ledmmm the World
Ecotourism Summit with great hope for the full iryplentation of the
conclusions and recommendations included in theb@uddeclaration
on Ecotourism.

2 The full document is available at:
http://lwww.unepite.org/tourism/documents/WESoutcsf@eiebec-Declar-eng.pdf.
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6. POLICY RECOMMENDATIONSAND ACTIONSFOR CO-
OPERATION

Despite the diverse problems facing tourism in @€ countries and
their modest share in the world tourism marketrehstill is a wide
scope for the development of a modern and sustainabrism industry
and intra-OIC co-operation in this important fie@verall, this calls for
the adoption of articulate long-term strategieswadl as medium to
short-term plans and programs at the national lékat would be
accompanied by a process of creating a supportive €@-operation
environment at the regional level.

In this regard, the broad objectives and programafesction defined
under the chapter of ‘Tourism’ in the Plan of Actito Strengthen
Economic and Commercial Co-operation among the Men@lmuntries
of the OIC could be a source of a wide range oicgakecommendations
that can be proposed at both the national and ©tGperation levels as
follows:

6.1. At the National L evel

* Objectives and programmes of action for the suabden
development of the tourism industry are to be patlispecifically in
the national development plans and strategies antiulated in
consultation with the relevant local stakeholdefbis is to be
accompanied by developing new resources and fasilds well as
raising public awareness of inherent natural aridii@l resources.

» The new focus of sustainable development and manege of
tourism should be on the promotion of economic mizes and
environmental education and on local capacity lmgidather than
merely on the establishment of rules and regulatiarhich proved
to be largely ineffective.

» Developing and raising tourism-oriented educatidhis will help
change people’s perceptions regarding tourism aaide r their
awareness of the opportunities and challenges vedoin tourism.
This should be accompanied by making efficient as¢he mass
media and other promotional facilities to publicisad promote
existing attractions and available resources.
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Providing training and education programs on d#feraspects of
tourism, particularly to the people and personmedatly engaged in
the sector activities. These should cover a breadge of subjects
such as foreign languages, business and tourishmitpes, the
environmental and socio-cultural impacts of tourisimistory,

culture, local and national flora and fauna, eto. facilitate these
programmes, steps must be taken to provide locahumities with

financial and technical backing, a field in whichvgrnments and
NGOs have a key role to play.

Physical planning and strengthening the sustaityabilf tourism
destinations, in general, and ecotourism produntgarticular, in
order to preserve the environmental and culturallityuof these
destinations. Planning of the tourism sector shdudd based on
international standards and regulations. Theseldhaderpin the
integration of regional proposals and joint mankgtactivities.

Improving the quality and efficiency of the basmutism-related
infrastructures and services such as hotels, rqgadsic amenities,
transportation and communication to provide wotkks services to
visitors and tourists. These include also tourisnforimation,

immigration and visa, and police services. In thegard, the
necessary laws and regulations should be put ilstcepto control
the quality of the services provided to tourists.

Tourism is a business and primarily an area forapei sector activity.
Thus, efforts should be made to encourage and peomxtensive
private sector involvement in tourism development.this regard,
endeavours should be made to establish an atmespiher raises
confidence and encourages private sector investrireriburism
projects and establishing joint ventures partidylar the areas of
capacity building and improving the quality of tmum services.

Efforts should be made to find and obtain acces$utaling for
tourism projects. Steps must be taken to imprové @ptimise a
broad range of funding resources, including thelipudnd private
sectors, and other sources such as NGOs, acadestitations and
international foundations.

Strengthening public-private sector cooperationhwit view to
establishing policies, strategies and regulatioredative to

25



sustainable tourism development and strengthenirggitutional
tourism management.

» Diversifying tourism products (tourism supply) byetinclusion of
socio-cultural programs and traditional activitiesolving local
communities. In this regard, efforts should be maalemprove
planning, management and marketing of ecotourisshonly as a
sector with a great potential for economic develeptr—especially
in remote areas where few other possibilities exlsit also as a
significant tool for conservation of the naturaVeanment.

* Improving banking and financial services, particiylathose
facilitating the transfer of money. In this regaadsafe and efficient
system of money transfer is among the main facibs successful
tourism industry.

* Enhancing co-operation and benefiting from the opputies
available in OIC countries and countries in otlegions as well as
in the relevant international institutions. In thi®ntext, efforts
should be made to establish joint action at theatdibl and
multilateral levels to strengthen and expand tou@gtivities. In this
regard, the International Finance Corporation (IFe€)the World
Bank has developed a special program for touriswveldpment.
OIC countries should make use of these resourct:etdners to help
identify, plan and fund touristic activities.

6.2. At the OIC Co-operation L evel

Within the framework of co-operation at the OICioe@l level, tourism
represents one of the ten priority areas of then Ri& Action to
Strengthen Economic and Commercial Co-operationngntioe Member
Countries of the OIC. As major objectives of OlGageration in this
area, the Plan of Action seeks t@upport and develop joint action, at
the bilateral and multilateral levels, to strengthen, promote and expand
tourist activities among the member countries, and in the Issamic world
in general”. The Plan also seeks tofF6rmulate co-ordinated OIC
action addressed to the improvement and enhancement of supply in the
area of tourism, through the establishment of new facilities and
activities in the member countries, in order to attain globally
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competitive standards in terms of facilities, quality of services and
diversity of tourist activities’ ™,

In this connection, the First Islamic ConferenceMafisters of Tourism
of the OIC countries was held in October 2000 flaHan, the Islamic
Republic of Iran. At the Conference, the Ministadopted the “Isfahan
Declaration” in which they decided, among othessh@ost co-operation
among Member States in tourism, through the pramotf public

awareness, education, training, investment oppiigesn and

involvement of private sectors.

In the Second Islamic Conference of Ministers otiffam, which was
held in October 2001 in Kuala Lumpur, Malaysia, as®ution on
Tourism Development was adopted. In order to aehigwe goals set
forth in the Isfahan Declaration as well as thedRé®n on Tourism
Development, the Conference also adopted the Kualanpur
Programme of Action for the Development and Proorotf Tourism
among the OIC Member States. The Programme idedtithree
possible areas of co-operation in tourism, nanfelyrism Facilitation,
Tourism Marketing andResearch and Training.

Stressing their importance and relevance, spenigasures should be
taken by the OIC countries as well as the OIC tustins for the
fulfillment and effective implementation of the comiments,
recommendations and resolutions made at the abewtioned
Conferences. In this context, the paper ends witateempt to elaborate
on the three possible areas of co-operation inigwuiset out in the
Kuala Lumpur Programme of Action.

A. Tourism Facilitation

Under this area, co-operation efforts and actiohshe OIC member
countries will be along the following lines:

 Removing obstacles to tourists flow within the Ol@ember
countries through establishing and facilitatingkéiges in air,
land/rail and sea transportation with a view toirgasccess from
one destination to another within the OIC region.

13 0IC Strategy and Plan of Action, SESRTCIC Pubiarat, Ankara, 1997, P. 17.
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In this regard, the following policy actions, whietould also be in

harmony with the Strategy of the Plan of ActiorStoengthen Economic
and Commercial Co-operation among the Member Casaf the OIC,

could be suggested:

1.

One of the important and basic conditions for easemtry and
movement of tourists among the OIC countries arfthraing intra-
OIC tourism is the simplification or even abolitiohvisa and other
travel procedures. In this regard, the idea of hkatiog the

framework of an agreement on visa arrangements grttun OIC

countries should be seriously considered. In thigext, waiving of
the visa requirement, if possible, or otherwise eghfing the visa
issuing process, including the possibility of isst@ of electronic or
joint visa, could also be suggested.

Establishing alliances among the airlines of th€ @buntries with
the possibility of having an open-sky policy andedt flights
between their capitals and major cities.

Expanding co-operation efforts of aviation companie the OIC
countries in order to make maximum profit from tmger-OIC
aviation network through, inter alia, organisingraxlights among
OIC countries with encouraging prices for tourigtgring various
seasons.

Equipping and mobilising aero-navigation of the OéGuntries,
establishing air-transport joint companies, anérifig a discount on
airport taxes and services on a reciprocal basisngmslamic
countries.

Modernising the infrastructure of railway transpdidn in the OIC
countries and linking the railway networks of thesentries to each
other.

Renewing and modernising the road transportatiohicles and
networks in the OIC countries and linking thesewoeks to each
other within the OIC region.

Since most of the OIC countries have access tohigh seas,
establishing direct sea transportation routes amdmg major
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seaports of these countries will further expandisbdlows among
them.

Encouraging efforts to conduct bilateral and maiétal air, road/rail
and sea Passengers Transport Treaties among Oiffriesu

Granting preferential treatment and making spemiedngements to
facilitate customs formalities and immigration cksace such as
discounts and reduction of tariffs and other chaitgeied on tourists
traveling among OIC countries.

10. Encouraging public and private joint investmentj@cts in tourism

B.

through providing special facilities and preferahtireatment for
investors from the OIC countries and identifyingemnmational and
regional financial institutions to support finanaed investment in
tourism development.

Tourism Marketing and Publicity

One of the most important elements of strengtheming promoting
intra-OIC touristic activity is to design and implent effective joint
programmes and projects in the field of tourismkating and publicity.
In this regard, the following policy actions cansuggested:

1.

Steps should be taken to promote alliances betweemnism
stakeholders in OIC countries, particularly theicxdd tourism
promotion bodies, with a view to strengthening ismur marketing
and promoting co-operation efforts.

Developing and applying scientific methods of joiturism
marketing and advertisement supported by tools lthae a major
impact on consumers, e.g. the Internet. In addiioits capacity for
the massive dissemination of information, the im¢rlso facilitates
direct transactions between suppliers and consumers

Developing tourism websites for the disseminatiéninformation
regarding tourism in all OIC countries to rendemil@ar their
natural, historical, and cultural heritage assets.

Organising Islamic tourism fairs and exhibitionsdafood and
cultural festivals on a regular basis similar te thlamic Trade Fair
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along with the production and publication of Toari8est Practices
in OIC countries.

Jointly producing TV and CD-ROM documentaries, preseases,
brochures, etc., to show and promote the cultueaitdge and the
diversity and landmarks of the OIC countries asmgls cultural
world.

Developing joint dissemination and exchange of nmfation on
tourism investment opportunities in the OIC cowdrthrough, for
example, the joint production of investment handisooor
investment guidelines on investment opportunities the OIC
countries.

C. Tourism Research and Training

Under this area of tourism co-operation, the follaywpolicy actions can
be suggested:

1.

Holding joint training-vocational courses, worksBpgeminars and
conferences on the tourism industry by the relevaaining
institutes in the OIC countries.

Joint development or exchange of training programd courses in
human resources development in the field of touristd the joint
development of tourism occupational skills standaathong OIC
countries.

Establishing linkages or networks among Tourism ining
Institutes in OIC countries and exchanging researohtourism
development as well as sharing the methodology sxfessing
tourism resources, marketing and promotion.

Carrying out joint capacity studies that take actowf the

environmental, social and economic impacts of smurin the OIC
countries.
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ANNEX
TABLE A.1L: INTERNATIONAL TOURIST ARRIVALSBY OIC REGION AND COUNTRY OF DESTINATION

Tourist Arrivals (1000)

Growth Rate (%)

1990 [ 1995 | 1998 | 1999 [ 2000 | 98/99 | 99/2000 | 1995/2000 | 90/2000
OIC Africa 9747 9439 11302 11571 11969 2.4 34 49 21
Algeria 1137 520 678 749 866 10.5  15.6 10.7 2.7
Benin 110 138 152 - - - - - -
Burkina Faso 74 124 160 218 36.3 - - -
Cameroon 89 100 135 - . - - - -
Chad 9 19 41 47 54/ 146  14.9 23.2 19.4
Comoros 8 23 27 24 24 -11.1 0.0 0.9 11.4
Céte d’lvoire - 237 301 - - - - - -
Djibouti 33 21 21 - - - - - -
Gabon 109 125 195 175 155 -10.3 -11.4 4.4 3.p
Gambia 100 45 91 96 - 5.5 - - -
Guinea - - 23 27 33| 174 222 - -
Mali 44 42 83 82 86 -1.2 4.9 15.4 6.9
Mauritania - - - 24 30 - 25.0 - -
Morocco 4024 2602 3242 3817 4118 17.7 7.8 9.6 op
Niger 21 35 42 43 50 24 163 7.4 9.1
Nigeria 190 656 739 776 813 5.0 4.8 4.4 15.6
Senegal 246 280 352 369 38p 4.8 5.4 6.8 afy
Sierra Leone 98 38 6 6 14 0.0 66.7 -23.4 -20.4
Somalia 46 10 10 - - - - - -
Togo 103 53 69 70 60 1.4 -14.3 25 -5.3
Sudan 33 63 25 29 3§ 160 31.0 -9.6 1.4
Tunisia 3204 4120 4718 4832 5057 2.4 4.7 4.2 al
Uganda 69 188 192 187 191 -2.6 2.1 0.3 10.¥
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OIC South Asia 896 1305 2009 2356 2923 17.3 24.1 175 12.6
Afghanistan 8 4 4 - - - - - -
Bangladesh 115 156 172 173 199 0.6 15.0 5.0 5p
Iran 154 452 1008 1321 1700 311 28.7 30.3 27.1
Maldives 195 315 396 430 467 8.6 8.6 8.2 9.1
Pakistan 424 378 429 432 557 0.7 28.9 8.1 2.8
OIC Total 34296 42857 50484 54377 65568 77 20.6 8.9 6.7
World Total 457200 550300 626700 650200 696700 3.7 7.2 4.8 4.3

OIC as% of world 7.5 7.8 8.1 8.4 9.4

Source: World Tourism Organisation.
Notes: A tourist means a visitor who stays at least night in a collective or private accommodatiothe country visited.

Arrivals do not refer to the number of personséitiavg but rather to the number of arrivals (visits a destination.

(-) Relevant data are not available.



TABLE A.2: INTERNATIONAL TOURISM RECEIPTSBY OIC REGION AND COUNTRY OF DESTINATION

Tourism Receipts (US$ million) Growth Rate (%)

1990 | 1995 | 1998 | 1999 | 2000 | 98/99 | 99/2000 | 1995/2000 | 90/2000
OIC Africa 2811 3342 4192 4211 4060 05 -36 4.0 3.7
Algeria 64 27 24 - - - - - -
Benin 28 27 33 - - - - - -
Burkina Faso 11 25 42 - - - - - -
Cameroon 53 36 40 - - - - - -
Chad 8 10 10 - - - - - -
Comoros 2 21 16 19 15 18.8 -21.1 -6.5 22.3
Coéte d’lvoire - 93 98 100 57 20 -43.0 -9.3 -
Djibouti 6 4 4 - - - - - -
Gabon 3 7 8 11 7 375 -364 0.0 8.8
Gambia 26 23 33 - - - - - -
Guinea 30 1 1 7 12| 600.0 714 64.4 -8.9
Mali 47 25 89 77 71 -135 -7.8 23.2 4.2
Mauritania 9 11 20 28 - 40.0 - - -
Morocco 1259 1304 1712 1880 204p 9.8 8.5 9.4 4p
Niger 17 15 18 24 - 33.3 - - -
Nigeria 25 54 142 171 200 20.4 17.0 29.9 23.1
Senegal 167 161 178 166 140 -6.7 -15.7 -2.8 -1y
Sierra Leone 19 6 8 8 12 0.0 50.0 14.9 -4.1
Togo 58 13 13 9 5 -30.8 -44.4 -17.4 -21.7)
Sudan 21 8 2 2 5 0.0 150.0 -9.0 -13.4
Tunisia 948 1393 1557 1560 1496 0.2 -4.1 1.4 4y
Uganda 10 78 144 149 . 3.5 - - -




OIC Americas
Guyana
Suriname

OIC East Asia/Pacific
Brunei
Indonesia
Malaysia

OIC Europe/ C. Asia
Albania
Azerbaijan
Kazakhstan
Kyrgyz Rep.
Turkey
Turkmenistan
Uzbekistan

OIC Middle East
Bahrain

Egypt

Iraq

Jordan

Kuwait

Lebanon

Libya

Oman

Palestine

Saudi Arabia
Syria

U.A.E.

Yemen

92
78
14
9175
37
5229
3909
5295
65
70
122

4957
63
13
7797
247
2684
13
652
121
710

92
104
1210
1165
743
50

6824
37
4331
2456
7984
54
125
407
8
7177
192
21
8811
366
2565
13
773
207
1221
18
112
114
1462
1017
859
84

8250
4710
3540

5872
211

81

363

14
5203

8122
408
3903
795
92
673
28

106
132
1031
893
61

16

16
10696

5749
49417
8459

389
63

356

15
7636

8821
469
4345

722
98
742
120
15%
1082

1017
76

259 -76.5
135 -
350.0 77.8

209 296
8.8 221
441  39.7
-26.5 441
290.7 844
-35.2 -22.2
-10.8 -1.9
75.0 7.1
-27.5 46.8
-7.8 8.6
11.5 15.0
522 113
2.8 -9.2
-55.6 6.5
-449  10.3
55.6 -
-54 13.2
158 174
14 4.9
40 133
274  24.6

-29.5

2.7
31

1.9
4.8

143.0

-1.5
6.4
8.7

-8.3

10.9
6
5
10.1

3.%

10
11




OIC South Asia 317 537 929 1113 1330 198 195 19.9 154
Bangladesh 11 23 51 50 50 -2.0 0.0 16.8 16.
Iran 61 190 477 662 850 38.8 284 34.9 30.1
Maldives 89 210 303 325 344 7.3 5.8 104 14.
Pakistan 156 114 98 76 8¢ -22.4 132 -5.5 -5.
OIC Total 14604 26238 28794 27636 33382 -40 210 4.9 8.6
World Total 263400 406200 442400 456300 474400 31 4.0 3.2 6.1
OIC as% of world 55 6.5 6.5 6.1 7.0

Source: World Tourism Organisation.

(-) Relevant data are not available.




TABLE A.3: BALANCE OF INTERNATIONAL TOURISM IN OIC
COUNTRIES (US$ Million)

1996 1997 1998 1999 2000
Albania 65 22 49 199 117
Azerbaijan -54 -24 -45 -58 -69
Bahrain 154 189 224 249 300
Bangladesh -168 -111 -147 -162 -251
Benin 23 24 26 - -
Cote d’'lvoire -128 -110 -115 -122 -169
Egypt 1887 2380 1417 2825 3272
Gabon -169 -171 -172 -172 -167
Gambia 16 16 - - -
Guinea -21 - -26 -24 -24
Indonesia 3908 2910 2229 2357 2552
Iran -285 -350 -311 -256 -
Jordan 362 376 420 440 335
Kazakhstan -120 -156 -91 -31 -52
Kuwait -2308 -2189 -2310 -2178 -2353
Kyrgyz Rep. -2 3 5 3 -1
Libya -209 -148 -125 -122 -
Malaysia 1878 112 671 1567 4947
Maldives 228 247 261 280 298
Mali -17 -16 37 33 30
Mauritania -17 -27 -22 -27 -
Morocco 1374 1133 1288 1440 1610
Niger -6 -6 -7 -2 -
Nigeria -1219 -1698 -1425 -449 -530
Oman -150 -141 -175 -217 -221
Pakistan -754 -247 -254 -104 -166
Senegal 96 100 124 112 -
Sierra Leone 8 - 4 4 -
Sudan -20 -29 -27 -33 -50
Suriname 6 -2 -9 -4 -7
Syria 652 468 437 401 442
Togo 8 7 10 6 -
Tunisia 1160 1126 1322 1321 1233
Turkey 4697 6372 6055 3732 5925
Turkmenistan -7 -51 - - -
Uganda -18 22 49 8 -
Yemen -22 -54 -46 -75 -

Source: SESRTCIC staff calculation based on tha daailable in the “Compendium
of Tourism Statistics”, 2002 Edition, World Tourigbrganisation, Madrid 2002.
(-) Relevant data are not available.
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TABLE A.4: BALANCE OF INTERNATIONAL TOURISM AS PERCENTAGE
OF GNP IN OIC COUNTRIES (%)

Average
1996 1997 1998 1999 2000 1996-2000
Albanic 2.4 0.¢ 1.6 6.3 3.1 2.¢€
Azerbaijal -1.€ -0.7 -1.1 -1.3 -14 -1.8
Bahrair 3.C 3.7 4.€ 3.8 3.6 3.7
Banglades -0.4 -0.3 -0.3 -0.3 -0.E -0.4
Benir 1.2 1.1 1.1 - - 1.1
Comoro: 11.1 12.€ 6.€ - - 10.1
Cote d'lvoire -1.4 -1.1 -1.1 -1.2 -1.€ -1.2
Egyp! 2.¢ 3.3 1.€ 3.3 34 2.€
Gabor -3.7 -34 -3.7 -4.3 -4.2 -3.¢
Gambie 4.1 3.€ - - - 4.C
Guines -0.E - -0.7 -0.7 -0.7 -0.7
Guyani 11.1 8.8 7.¢ - - 9.2
Indonesi 1.6 1.2 1.7 2.C 2.1 1.
Iran -0.2 -0.2 -0.2 -0.2 - -0.2
Jordar 5.2 5.2 5.€ 5.7 4.1 5.2
Kazakhsta -0.€ -0.7 -0.4 -0.2 -0.2 -0.4
Kuwait -7.2 -7.2 -9.1 -7.3 -6.2 -7.4
Kyrgyz Rep -0.1 0.1 2 0.2 -0.1 0.1
Lebanol 3.t 4.4 .E 3.€ - 4.2
Libya -0.€ -0.E -0.4 -0.2 - -0.4
Malaysie 2.C 0.1 0.€ 2.C 6.2 2.2
Maldives 81.7 80.7 78.1 76.5 73.€ 78.2
Mali -0.7 -0.€ 1.4 1.2 1.2 0.t
Mauritanie -1.E -2.E -2.1 -2.7 - -2.2
Moroccc 3.€ 3.3 3.7 4.3 4.t 4.C
Niger -0.2 -0.2 -0.2 -0.1 - -0.2
Nigerie -4.2 -5.2 -4.E -1.E -1.€ -3.4
Omar -0.¢ -1.C -1.1 -1.1 -1.1 -1.1
Pakistal -1.2 -04 -0.4 -0.2 -0.2 -0.E
Senegs 2.1 2.1 2.7 2.4 - 2.8
Sierra Leon 0.€ - 0.€ 0.€ - 0.7
Sudar -0.2 -0.2 -0.2 -04 -0.E -0.2
Surinam 1.t -04 -1.€ -0.€ -1.2 -0.E
Syrie 4.1 3.C 2.€ 2.5 2. 3.C
Togc 0.€ 0.5 0.7 0.4 - 0.5
Tunisie 6.4 5.¢ 6.¢ 6.7 6.1 6.4
Turkey 2.7 3.2 3.C 2.C 2.¢ 2.€
Turkmenista -0.2 -1.7 - - - -1.C
Ugand: -0.2 0.3 0.7 0.1 - 0.2
Uzbekistal 0.1 0.1 - - - 0.1
Yemer -0.E -1.1 -0.€ -1.2 - -0.¢

Source: SESRTCIC staff calculation based on tha daailable in the “Compendium of
Tourism Statistics”, 2002 Edition, World Tourismdanisation, Madrid 2002.
(-) Relevant data are not available.
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TABLE A.5: INTERNATIONAL TOURISM RECEIPTSASPERCENTAGE OF
EXPORTSIN OIC COUNTRIES (%)

Average
1996 1997 1998 1999 2000 1996-2000
Albanis 37.C 19.£ 26.2 79.¢ 149.C 62.4
Azerbaijar 7.2 20.7 20.€ 8.7 3.€ 12.2
Bahrair 5.€ 7.1 11.2 9.¢ 8.2 8.4
Banglades 1.C 1.€ 1.2 1.c 1.1 1.2
Benir 4.4 4.€ 8.C - - 5.7
Burkina Fas 13.2 16.¢€ 13.2 - - 14.4
Comoro:! 383.¢ 650.( 133.Z 118.¢ 83.: 273.¢
Cote d'lvoire 2.1 2.C 2.1 2.1 14 2.C
Egyp! 90.t 95.1 81.¢€ 109.7% 92.¢ 94.C
Gabor 0.2 0.2 0.3 0.2 0.2 0.3
Gambic 147.¢ 213.c 181.t - - 180.¢
Guines 1.C - 0.1 0.€ 14 0.€
Guyan: 13.F 9.2 11.1 11.2 - 11.2
Indonesi 12.7 10.C 8.€ 9.7 9.3 10.1
Iran 1.1 1. 3.€ 3.1 3.1 2.
Jordan 40.¢ 42.2 42.¢ 43.L 38.1 41.5
Kazakhsta 34 4.4 7.5 6.5 3.¢ 5.1
Kuwait 1.2 1.2 2.2 0.6 £ 1.2
Kyrgyz Rep 0.6 1.z 1.€ 3.1 3.C 1.¢
Lebanotl 97.1 155.F 184.¢ 99.4 103.¢ 128.1
Libya 0.1 0.1 0.3 0.4 - 0.2
Malaysie 5.7 34 34 4.2 5.C G
Maldives 450.¢ 391.¢ 409.t 507.¢ 452.¢ 442.F
Mali 6.7 4.€ 16.C 13.F 18.¢ 11.¢
Mauritanie 3.7 4.2 3.6 5.¢ - 4.4
Moroccc 24.¢ 20.¢ 23.¢ 25.F 27.F 24.4
Niger 5.2 6.€ 54 0.6 - 4.5
Nigerie 0.t 0.€ 1.4 1.2 1.C 1.C
Omar 1.4 1.t 2.1 1.t 1.1 1.t
Pakistal 1.€ 1.z 1.2 0.€ 0.S 1.2
Seneg: 15.1 16.¢ 18.4 16.2 14.C 16.1
Sierra Leon 21.c - 114.: 1323 38.7 76.€
Sudal 1.2 0.7 0.3 0.2 0.3 0.€
Surinami 3.2 1.z 0.t 1.t 3.1 1.¢
Syrie 29.1 25.¢ 35.2 29.¢ 5.€ 25.1
Togc 2.5 2.€ 1.2 2.2 1.t 2.1
Tunisie 25.€ 24.F 27.1 26.¢ 25.¢ 25.¢
Turkey 25.7 30.¢ 29.C 19.¢ 28.7 26.7
Turkmenista 8.6 12.t 16.2 - - 12.5
Ugand: 19.¢ 24.: 28.7 28.¢ - 25.t
U.A.E. 2.€ 2.1 2.C 2.1 2.5 2.2
Uzbekistal 0.c 0.4 0.€ - - 0.5
Yemer 1.7 2.€ 5.€ 2.5 1.¢ 2.€

Source: SESRTCIC staff calculation based on tha daailable in the “Compendium of
Tourism Statistics”, 2002 Edition, World Tourismdanisation, Madrid 2002.
(-) Relevant data are not available.
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