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Developing Tourism Strategy driven by public and 
private sectorsI

Delivering on visitor expectations in terms of 
products, experiences, service, and infrastructureII

Leveraging digital means to communicate with 
industry and show leadership position in industryIV

Creating a culture of collaboration, contribution, and 
engagement to create value for all stakeholdersIII

Build relationships with development partners, and 
national as well as global industry associationsV

Lessons Learned



Greater Mekong Subregion (GMS)

GMS

The Greater Mekong Subregion (GMS) is one of the 
leading tourist arrival regions in the world with 
about 60 million international arrivals in 2017.
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TOURIST ARRIVALS

TOURISM RECEIPTS

AVERAGE EXPENDITURE

AVERAGE LENGTH OF STAY

Key Indicators 2016-2017



Problem Tree

Low Tourism Competitiveness of Cambodia, the Lao PDR, Myanmar, and Viet Nam

Reduced destination expenditure and 
lower economic benefits

Imbalanced tourism growth and 
inequality between primary and 

secondary destinations

Environmental
degradation and loss of
cultural heritage assets

Weak business-enabling 
environment for higher-value 

travel and tourism

Shortage of skilled hospitality 
workers and public tourism  

management expertise

Insufficient transport
infrastructure, sanitation, and 

clean water supply in 
secondary destinations

Inadequate conservation and 
protection of natural and 
cultural heritage assets

• Cumbersome business 
registration processes

• Inefficient legal framework and 
unpredictable taxation

• Lack of affordable finance
• Inadequate enforcement of 

food, water and traffic safety 
regulations

• Lack of emergency health 
services

• Ineffective marketing and 
knowledge management

• Lack of qualified instructors with 
industry knowledge

• Shortage of quality education 
and training facilities

• Low levels of public and private 
investment in education and 
training

• Training mismatched with 
industry needs

• Negative image of tourism 
employment

• Slow implementation of regional 
industry standards

• Lack of public financing for 
infrastructure

• Lack of public-private 
partnerships

• Insufficient funding for 
operations and maintenance

• Low capacity to maintain 
infrastructure assets

• Low populations density in rural 
areas

• Limited decentralized 
infrastructure planning

• Low public awareness of heritage 
conservation issues

• Weak enforcement of 
environmental regulations

• Shortage of public and private 
financing for heritage 
conservation

• Low number of UNESCO World 
Heritage Sites
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MEKONG TOURISM
EXPERT GRUPS

# MEKONG MOMENTS
CAMPAIGN

MEKONG TOURISM
CONTRIBUTORS

MEKONG INNOVATIVE
STARTUPS IN TOURISM

MEKONG TOURISM
STORYTELLERS

MEKONG TOURISM
EXPERTS

EXPERIENCE MEKONG 
COLLECTION & 

SHOWCASE

MEKONG TOURISM
STORIES

MEKONG TOURISM
FORUM

MEKONG TOURISM
WORKING GROUP

MEKONG TOURISM
E-NEWSLETTER

MEKONG TOURISM
PARTNERSHIPS

MEKONG TOURISM
SOCIAL MEDIA

MEKONG TOURISM
FAM TRIPS

MEKONG TOURISM
WEBSITES









MTF THEMES
MTF 2015: Public-Private Partnerships
Da Nang, Viet Nam

MTF 2016: Unique Experiences
Sihanoukville, Cambodia

MTF 2017: Prosper with Purpose
Luang Prabang, Lao PDR

MTF 2018: TRANSFORMING TRAVEL
Nakhon Phanom, Thailand

MTF 2019: CONNECTING PEOPLE
Dali/Yunnan, PR China









Mekong Tourism Strategic Framework

Free Download:  MekongTourism.org/e-library



Mekong Tourism Strategic Framework

Vision: 

Tourism in the Greater Mekong Subregion is 
integrated, prosperous, equitable, and resilient, 
with effective partnerships and knowledge 
management

Outcome: 

More competitive, balanced, and sustainable 
destination development

Aligned with Sustainable Development Goals, Paris 
Agreement, ASEAN Tourism Strategic Plan, GMS Strategic 
Framework, and other regional commitments



Strategic Direction 1

Human Resource 
Development

Program 1.1

Implement regional skills 
standards 

Program 1.2

Capacity building for public 
officials

Program 1.3

Strengthen tourism enterprise 
support services

Program 4.5

Raise awareness about  
tourism opportunities and 

sustainability  

Strategic Direction 2

Improve Tourism 
Infrastructure

Program 2.1 

Improve airports

Program 2.2

Improve road access in 
secondary destinations

Program 2.3

Develop green urban 
infrastructure and services 

Program 2.4 

Improve river and marine 
passenger ports  

Program 2.5 

Expand the transnational 
railway system

Strategic Direction 3

Enhance Visitor Experiences & 
Services

Program 3.1

Create integrated spatial and 
thematic destination plans   

Program 3.2

Develop thematic multi-
country experiences

Program 3.3

Implement common tourism 
standards

Program  3.4

Facilitate private  investment 
in secondary destinations 

Program 3.5 

Prevent negative social and 
environmental impacts

Strategic Direction 4

Creative Marketing and 
Promotion

Program 4.1

Promote thematic 
multicountry experiences and 

events 

Program 4.2 

Position the GMS as a must 
visit destination in Asia

Program 4.3

Strengthen public-private  
marketing arrangements 

Program 4.4 

Enhance market research and 
data exchange 

Strategic Direction 5

Facilitate Regional Travel

Program 5.1

Broaden implementation of air 
services agreements

Program 5.2

Address tourist visa policy gaps

Program 5.3 

Improve border facilities and 
management

GMS Tourism Cooperation Strategic Framework  



Mekong Tourism Strategy: Cost Estimate

• 5 strategic directions, 21 
programs, 59 multisector 
projects  

• Cost estimate = $58.7 billion

• Infrastructure programs 
focused on air, rail, and road 
transport and urban 
development

Strategic Direction
Cost 

Estimates
($ million)

1. Human resource development 164.20

2. Improve tourism infrastructure 58,140.00

3. Enhance visitor experiences and  services 119.20

4. Creative marketing and promotion 42.00

5. Facilitate regional travel 245.00

Total 58,710.40



PUBLIC-PRIVATE PARTNERSHIP 

TO PROMOTE GMS TOURISM



Mekong Tourism Structure

• Policy setting towards reaching a single tourism destination
• Multi-lateral collaboration between ministries and agencies
• Articulation of regional GMS  tourism strategic framework
• Responsible tourism development to foster inclusive growth

ADVISORY 
BOARD

PRIVATE SECTOR
PARTNERS

B2C B2B
1. Provision of business connectivity facilities and investment
2. Publication of tourism statistics
3. Production of events
4. Support in the administration of certification processes
5. Support for international trade events

1. Marketing of the GMS as a single tourism destination
2. Creation of inspirational content about the region
3. Provision of information and travel services to visitors
4. Promotion of responsible travel practices
5. Enable small operators to tell and have their story told

GMS Ministries

TOOLS

ROLE

TARGET

National Tourism Working Groups

MEMBERS
NGO / DEV. 
PARTNERS



Mekong Tourism Initiatives



GMS Tourism Sector Strategy 2016-2025
Strategic Directions

GMS Strategic Collaboration Framework

Human Resources Infrastructure Visitor Experiences Marketing Travel Facilitation



GMS Tourism Sector Strategy 2016-2025
Strategic Direction Nr. 1

Human Resources Development



Mekong Innovative Startups in Tourism

Supported byAn initiative of



MIST 2017 Successes

• 250+ applicants

• 21 Startup Accelerator semi finalists

• $35,000 in innovative grants

• 13 Market Access tours for companies based in Cambodia, Viet Nam, Malaysia, 
Thailand, Australia, Canada, and the United States

• 360 unique media stories

• 54 million estimated coverage views

• 1.49 million social shares



GMS Tourism Sector Strategy 2016-2025
Strategic Direction Nr. 2

Improve Tourism Infrastructure



Developing Infrastructure in the GMS 
for Tourism

ROADS PIERS BRIDGES CAPACITY BUILDING



ADB Tourism Support: 
Cambodia, the Lao People’s Democratic Republic, Myanmar, and Viet Nam

Loan/Grant/Technical Assistance Years Amount 
($ million)

Objectives Rating

Greater Mekong Subregion (GMS) Mekong Tourism 
Development Project: L1969-CAM (SF); L1970-LAO (SF); 
L1971-VIE (SF)

2003-2010 37.31 Improve access and environmental infrastructure, 
promote pro-poor tourism, and develop regional tourism 
standards.

Successful

GMS Tourism Sector Strategy: R-CDTA 6179 2004-2006 0.80 Prepare a 10-year GMS tourism strategy to promote 
sustainable tourism development that reduces poverty.

Highly Successful

Preparing the GMS Sustainable Tourism Development 
Project: R-PPTA 6279

2006-2008 0.90 Prepare ensuing investment project. Successful

GMS Sustainable Tourism Development Project: L2457-VIE 
(special funds [SF]); G0117-LAO (SF)

2008-2014 18.80 Sustainable tourism development that creates livelihood 
opportunities for the poor.

Successful

Improving Market Access for the Poor in Central Cambodia: 
Japan Fund for Poverty Reduction 9156-CAM

2011-2014 1.93 Increase income and local employment for poor 
households.

Successful

Myanmar Tourism Master Plan: PATA 8136-MYA 2012-2013 0.23 Prepare Myanmar tourism master plan, emphasizing 
employment and income generation, equitable benefit 
distribution.

Highly Successful

Preparing the GMS Tourism Infrastructure for Inclusive 
Growth Project: R-PPTA 8233

2012-2014 1.20 Prepare ensuing investment project. Successful

Strengthening the Mekong Tourism Coordinating Office: R-
CDTA 8156

2012-2016 0.23 Strengthen the institutional framework for GMS tourism 
cooperation.

Project ongoing

GMS Tourism Infrastructure for Inclusive Growth Project: 
L3194-CAM (SF); L3156-LAO (SF); L3165-VIE (SF)

2014-2019 108.00 Increase tourism receipts and employment in 
underdeveloped segments of the GMS economic 
corridors.

Project ongoing

Preparing the Second GMS Tourism Infrastructure for 
Inclusive Growth project: R-PPTA 9090

2016-2019 1.50 Prepare ensuing investment project. Project ongoing



GMS Tourism Sector Strategy 2016-2025
Strategic Direction Nr. 3

Enhance Visitor Experiences & Services



Experience Mekong Collection



• Showcasing responsible and 
sustainable travel experiences 
in the GMS

• Capacity building initiative to 
motivate other operators to 
learn and get inspired.

• Featured case studies, prepared 
in partnership with Mahidol 
University, to showcase 
innovative best practices

SHOWCASING TO BUILD

CAPACITY AND SET STANDARDS

Romdeng – Phnom Penh, Cambodia Inle Heritage– Shan State, Myanmar

Krachaeng – Ayutthaya, Thailand Mahoud Lodge– Luang Prabang, Laos



NOMINATE RESPONSIBLE EXPERIENCES
www.ExperienceMekong.org



Experience Mekong 

Showcases 2018



EXPERIENCE 
MEKONG 
SHOWCASES –
BEST PRACTICE 
CASE STUDIES
2018



GMS Tourism Sector Strategy 2016-2025
Strategic Direction Nr. 4

Create Marketing & Promotion



#MekongMoments
#GerritsTour

#LaoAirlines#OkPokTok #KamuLodge
#AirAsia

#Kampot
#SouthernLaos

#AmazingThailand #SinoukCoffee

#SofitelLuangPrabang

#Laos

#AsianTrails

#GreenDiscoveryLaos

#BangkokRiver
#InterContinentalBKK#SaigonTourism

#MyHomestay #VesperBar
#137Pillars

COLLABORATIVELY PROMOTING 
THE GREATER MEKONG SUBREGION



The Importance of Integration

CAPACITY 
BUILDING

IDENTIFICATION

ENGAGEMENT
CONTENT 
CREATION

AMBASSADORS

Industry

INSPIRATION

INFORMATION

BOOKINGTRAVEL

STORYTELLING

Traveler

DESTINATION
Social 
Media

Publicity

Word of Mouth Online

KOL In-destination

Ambassador

Training

Standards

Relationships

Support

Community 
building

RewardsPartnership

Rewards



MEKONG MOMENTS powered by ENWOKE



What is #MekongMoments?

• Cooperative campaign by and for ALL stake 
holders

• Turn-key solution for ALL budgets to run a social 
media campaign

• Digital marketing capacity-building

• A social media campaign that leverages the 
phenomenon of social media sharing

• Public-private partnership –owned and operated 
by UNWTO Affiliate Member Chameleon Strategies.



MEKONG MOMENTS RECOGNITION









MULTI-COUNTRY THEMATIC JOURNEYS



















Results (preliminary)
Through the use of collaborative social commerce,
the campaign achieved the following results after 3
month or run-time (from 12 months total).

300 participants
(travelers, bloggers, filmmakers)

700,000 video views

220,000 followers 
(through network of participants)

7 million people reached











GMS Tourism Sector Strategy 2016-2025
Strategic Direction Nr. 5

Facilitate Regional Travel



Tourism Insight 
Knowledge Center



Tourism Insight Knowledge Center



Line-up



Mekong Sustainable 
Tourism Dashboard





2019
DALI, YUNNAN – P.R. CHINA



MEKONGTOURISM.ORG


