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1. RESEARCH OBJECTIVES AND MET HODOLOGY

OBJECTIVES OF THE ANALYSIS
The main objectives of the present analysis are:

U Defining the current state of the art of Mongolian tourism sector & have a clear
picture of the Mongolian tourism local contest

U Individuating capacities of touris t attraction of the territory and identifying
specific needs in order to enforce the capacities

U Identifying of specific needs for improvement of skills and capacities of

human resources

ANA LYSIS METHO DOLOGY
The analysis has been developed through:

U THEORETIC RESEARCH; analysis of the available documentation
regarding the situation of all three dimensions of local tourism concept

(socio-economic-environmental).

i EMPIRIC RESEARCH
The empiric research included the following activities:

1. Research, identificati on and selection of Mongolian tourism actors to be

involved in project activities



In close collaboration with the project partner, the Mongolian National Chamber

of Commerce (MNCCI) , key actors of Mongolian tourism have been identified

and involved in th e project activities, mainly through direct meetings (official

meetings, round tables) with expertsduringt he expertsdé visit in N
Analysis oon fieldd was c GhahdiSepteanber 228t we e n
including three days of direct meetings w ith Mo ngolian tourism sector actors,

institutional and non, in the capital city of Ulaanbaatar and the five day visit to

the Gobi area main destinations (including direct interviews with loc al tourism

sector operators) . The expertsd ageonallyaorghresed by e e n p

MNCCI project partner (Annex 1).

2. Direct contacts of the selected actors and promotion of the project objectives
and activities

Besides of the selection of key sector actors, to be involved in the project, the
Mongolian Nationa | Chamber of Commerce has done basic promotion of the
project activities and objectives, before
identified actors, both institutional and non, specially designed questionnaires

(designed by the experts) have been submitted. In occasion of direct meetings
(interviews and round tables) with EU exp erts; objectives of the project and all

relevant issues and questions have been discussed in detail with all selected local

participants.

3. Elaboration of questionnaires, sub mission of the questionnaires to the
interested actors by the experts

The experts have elaborated three different types of questionnaires that have been
submitted to different stakeholders, in relation to their role and competences in
Mongolian tourism sector. The questionnaires were prepared on the basis of
preliminary analyses of existing documentation (policy papers and strategy
documents, sector analyses, Tourism Law, etc.) regarding tourism sector in
Mongolia. In preparation of the questionnaires, all three dimensions of local

tourism concept: socio-economic- environmental, were considered (Annex 2, 3, 4.



The key actors of Mongolian tourism sector have received the questionnaires via
emai | bef or e e x p entry. bndccasiorsof directtmeetirighvath the u
experts (interviews, round tables), some questions were explained and discussed
in order to be sure, that all concepts wereclear. The fulfilled questionnaires have

been returned to the experts (viaeemai | ) after experdismd return

With the adoption of this methodology the experts tried to: a) prepare the key
sector actors for direct meetings (sending questionnaires before the visit to
Mongolia), b) clarify all relevant concepts (in occasion of direct meetings), c) give
necessary time to the operators involved to answer the questions (giving enough
time to fulfil the questionnaires and send them). Unfortunately, only a few
fulfilled questionnaires have beenreturned to the expert, so the most important
information were collected in occasion of direct meetings with the key

stakeholders in Mongolia.

Besides questions exposed in questionnaires, in occasion of direct meetings, other

important issues regarding tourism sector were discussed in detail.



2. COUNTRY OVERVIE W AND ECONOMIC FIGURES

T Mongolia is a land-locked

country between China

“ cumn | and Russia in Central Asia
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million square kilometres
and is larger than the overall combined territory of the United Kingdom, France,
Germany and lItaly. Its total borderline is 8.162 km long, 3.485 km of which is with
Russia and 4.677 kmis with China. Mongolia was immeasurably bigger during the
period of Mongol Empire, under the Chinggis Khaan and Kublai Khaan dynasty.
Until the 20t century Mongolia was twice its present size and included a large part

of Siberia and Inner Mongolia that now belongs to Russia and China.

The total population of Mongolia is 2, 64 million people. The population density of
this country is 1.7 persons per square km, making Mongolia one of the most sparsely
populated countries in the world. Almost a half of the population lives in the capital
Ulaanbaatar, while around forty percent o f the country's workforce still have a

nomadic lifestyle and herds livestock in Mongolia's extensive pasturelands .

More than 90 percent of the total population constitutes Mongolian nationalities. The
core Mongolian nationality is represented by Kalkh Mon gols (86% of the population),
distributed all along the territory of the country. The other major group, the Kazakhs,
makes up about 6 percent of the population and lives in western part of Mongolia,
mainly in Bayan -Ulgii aimag. Many Kazakhs immigrated to Kazakhstan in the early
1990s, but many have since returned. The main religion in Mongolia is Buddhist

Lamaism (94%), others are Moslems and some still practise traditional Shamanism.



The capital city - Ulaanbaatar today produces 40 percent of the Gross Damestic
Product, which can be broken down as 534 percent of industrial production, 87 ,1
percent of construction, 56, 3 percent of trade, 80 percent of energy and 98 percent of

transport and communication.

The history of modern Mongolia commenced withthe Peopl eds méd%2bl uti o
and the establishment of new Mongol state as a result. Mongolia was isolated from

outside world, both commercially and economically, from 1921 when it won
independence with Soviet support, to 1990 when the country began to embark on

political and economic reforms.

Mongolia is a Parliamentary republic . The Parliament is elected by the people and
in turn elects the government. The president is elected directly by the people.
Mongolia's constitution guarantees full freedom of expression, religion, and others.
Mongolia has a number of political parties, the biggest ones being the Mongolian

People's Revolutionary Party (MPRP) and the Democratic Party (DP).

The last legislative election in Mongolia was held on June 29, 2008.As a result the
Mongolian Peopl eds Rev awbru4B seatsaadtlye Papp s i( tMPRrt
Democratic Party (DP)-25 seats Civil Will party -1 seat, independent candidate-1 seat

and 4 seats still under the dispute and not approved yet./by 6 t of November,2008/

DP chairman declared on July 1st, that the elections were rigged and that his party

would not accept these results. Protests against the election results turned violent on

the evening of July 1st.

Mongolia is administratively divided into 21 aimags (provinces), the capital city of
Ulaanbaatar and three - cities (Darkhan, Erdenet and Choir). The aimags are divided
into sums (districts), of which there are 315. The biggest aimag is Omndgovi, this

province is rich in mineral deposits, including gold and copper.

Mongolia's economy is centred on agriculture and mining. Mongolia has ri ch
min eral resources;copper, coal, molybdenum , tin, tungsten, and gold account for a
large part of industrial production. The earth exp loitation has been intensively

increasing in the transition period to the market economy. There are over 8,000
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deposits of 440 different minerals in Mongolia. Mining is one of the main pillars of
the Mongolian economy and produces 30% of the total industrial output and
accounts for 65.5% of export revenue. The output of the Mongolia mining sector has
increased by about 8 percent a year. Because of Mongolia's remoteness and natural

beauty, the tourism sector has recently shown signs of rapid growth.

Mongolia has made great progress toward its transition to a market based system
since the early 1990s and it stands out as a nation of rapid development among
transition economies. After a 22% drop in GDP between 1990 and 1992, the economy
returned to a positive growth rate in 1994. The average annual rate during the
transition phase of 1994 and 1999 was 35%. In the year 2000 GDPthe growth was of
1.1%. This was compounded by falling prices for Mongolia's primary -sector exports
and widespread opposition to pri vatization. Growth improved to 4% in 2002, 5% in
2003, 10.6% in 2004, 6.2% in 2005, 7.5% in 2006, é8% in 2007 Much of the growth
was due to high copper prices and new gold production. Besides agriculture (20.6%
of GDP), industry represents the 36,0%in the composition of GDP  (mining 27.4%),
trade and service (24.8%) and transportation, stadage, and communication 12.2% of

GDP.

The industries include construction materials, mining (coal, copper, molybdenum,
fluorspar, tin, tungsten, and gold), oil, f ood and beverages, processing of animal
products, and cashmere and natural fibore manufacturing. Mining is continuing to
rise as a major industry of Mongolia as evidenced by number of Chinese, Russian
and Canadian firms opening and starting mining business in Mongolia. Domestic
food production, especially packaged food production has been increasingly coming

up with speed with investments from foreign companies.

Regarding science and technology, some technology companies from nearby
countries, such as SouthKorea and the People's Republic of China, have started to
open offices in Mongolia. Those companies have tended to focus on software

development rather than hardware production. A number of telecommunications


http://en.wikipedia.org/wiki/Telecommunications

companies and internet service providers have been establishedand this is resulting

in greater competition in t he internet and phone market, especially in cell phones.

As reported by the Mongolian statistical yearbook (2007, the unemployment rate

was 2, &% (3, 2% female and 2.5 0% male). The unemployment rate among those less
than 25 years of age is almost doubk the national average. This reflects the
discrepancy between the skills of young graduates and the actual demand of the
labour market. The poor, showing the highest rates of unemployment, are
particularly affected. The informal sector is large in Mongolia , especially in the
capital city. This sector provides an important source of employment and income

generation.

Inflation figures were very high in the early 1990s, stabilized around 10% during the
late 1990s, dropped to 8,2% in 2001, and fell to 1,6% ir2002. At the end of 2M6, the
inflation rate increased to 6%. In the last year Mongolia is experiencing its highest
inflation rate in over a decade, as consumer prices rose 15,1% in the 2007, largely

because of increased fuel and food costs.

Foreign Trade

In 1997 Mongolia joined the World Trade Organization and it currently trades with
over 108countries in the world.

Table 1 Foreign trade in Mongolia (in million USD)

2003 2004 2005 2006 2007
External 1.416,9 1.890,8 2.249,2 3.028,4 4.119,3
trade
turnover
Export 615,9 869,7 1.064,9 1.542,8 1.949,1
Import 801 1.021,1 1.184,4 1.485,6 2.170,1
Balance -185,1 -151,4 -119,5 57,2 -221
Sour Eogeignttadest at i sti cal bull etin, 20076,

Mi

ni s
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Table 2 Major trade partn ers (in million USD)

2003 | 2004 | 2005 | 2006 | 2007
Exports
China 287 413,9 514,2 1.046,5 1.400,1
Canada 0,7 14,7 122,1 171,2 178,5
EU 44,7 186,7 131,9 108 102,4
USA 142,9 156,3 152,5 118,9 64,5
Russian 41,2 20,6 27,2 45,1 57,3
Federation
Republic if 7,5 9,7 65,1 21,4 40,6
Korea
Japan 8,5 33,4 5,8 7,1 14,4
Others 83,4 34,4 46,10 24,60 91,30
TOTAL 615,9 869,7 1.064,9 1.542,8 1.949,1
Imports
Russian 265,4 341,9 417,9 547,8 732,1
Federation
China 196,3 257,2 307,3 403,8 661,9
EU 864 110,9 119,4 119,3 205,8
Japan 63,4 75 75,5 97,6 126,3
Republic of 67,7 61,2 63,7 82,5 116,4
Korea
USA 23,5 46,5 40,1 44,1 58,1
Others 98,3 128,40 160,50 190,50 269,50
TOTAL 801 1.021,1 1.184,4 1.485,6 2.170,1
S o u r Eoeeign ttade statisticalbull et i n, 2007606, Ministry of

Businesscooperation guide, MNCCI

Table 3:Exports and Imports by groups of commodities (in million USD)

Description 2003 2004 2005 2006 2007
Valu | % Value | % Valu | % Value | % Valu | %
e e e

Exports 615,9 869,7 1.%64, 1.542,8 1.949,1

Animal 45,1 7,3 29,7 3,4 46,4 | 4,4 101 6,5 | 1035 | 53

products

Mining and | 346,8 | 56 582,8 67 7478 | 70,2 | 1.025,7| 66,5 | 1.245,4| 63,9

quarrying

1C



products

Processing
products

191,6

31,

204,9

23,6

190,9

17,9

211,7

13,7

220,8

11,3

Others

32,4

5,7

52,3

79,80

7,5

204,40

13,30

379,40

19,5

Imports

801

1.021,1

1.184,

1.485,6

2.170,1

Food
products

69,2

8,6

152,9

15

144.5

12,2

116,4

7,8

181,5

8,4

Mineral
products

143,5

17

213,3

20,9

299,5

25,3

419,9

28,3

552

25,4

Chemical
products

25,6

3,2

43,7

4,3

50,1

4,2

40,4

2,7

55,3

2,5

Wood and
wooden
articles

4,4

0,5

4,3

0,4

5,2

0,4

6,5

0,4

12

0,6

Textile and
textile
articles

59,6

7,4

93,8

9,2

67,5

57

47,2

3,2

29,8

14

Footwear
and
headwear

1,6

0,2

1,7

0,2

15

0,1

1,8

0,1

2,7

0,1

Construction
materials

17,9

2,2

18,1

1,8

19,7

1,7

247

1,7

43,1

2,0

Base metals
and articles
thereof

27

3.4

10,9

6,9

85,6

7,2

74,8

120,9

5,6

Machinery
and
mechanical,
electrical
equipments

96,9

12,1

190,5

18,7

246,3

20,8

182,3

12,3

289,8

13,4

Transport
vehicles and
their spare
parts

73,6

9,2

100,6

9,8

106,5

132,4

8,9

196,2

Equipment
electric
appliances

6,8

0,8

11

7,2

9,7

6,7

11,6

0,8

20,1

0,9

Others

274,90

35,40

180,30

5,6

148,30

6,7

427,60

28,8

666,70

30,70

Source:

0 Forteiigtni c alr aldwel Isd tai n,

Foreign investment

11

20070,

Mi

n
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Prior to 1990, no private investments were possible in Mongolia. Much of the
country's investment capital was derived from government loans and grants
provided by the former USSR and allied countries. New government policy and laws
since the late 1980s, including the Foreign Investment Law of 1993, provide the legal
basis and incentive for foreign investments. In 1994, Mongolia concluded a Bilateral
Trade and Investment Agreement (BTIA) with the US, in 1997 accessed to the WTO,
and in 1999 was granted normal trade relations (NTR) status by the US. As a result of
creating a reasonable investment environment, Foreign Direct Investment (FDI) in
Mongolia has been increasing. In the period 1990-2005 total foreign investment

amounted at 875,3 million of USD and they originated from 78 countries.
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3. TRANSPORTATION IN MONGOLIA

Travelling to and from Mongolia, as well as getting around the country is in straight
connecti on wi land-lodded nogation with d&asge and sparsely populated
countryside. The principle means of travel that people use to get to the country are

air and rail.

The majority of visitors arrive to Mongolia by air through Chinggis Khaan
International Airport, | ocated 18 km southrwest of Ulaanbaatar, the main gateway
for visitors entering Mongolia. The main airline serving Mongolia is MIAT
(Mongolian International Air Transport: www.miat.com ), the national carrier of the
country. It operates flights to Ulaanbaatar from cities such as Beijing, Berlin, Milan,
Moscow and Seoul, Tokyo as well as summer flights from Hong Kong, Osak a and
other cities. MIAT flies also many domestic routes. Besides Miat, Air China, Korean
Air and Russian Aeroflot are the international airlines operating in Mongolia. In

addition, there are two private airlines companies that operate prevalently on

domestic destinations, the AERO MONGOLIA and EZNIS AIRWAYS.

Apart from air transportation, there is a railway which carries most Mongolian
business travellers between Russia and China. Visitors, especially European ones,
used to travel the Trans Siberian Railway to Mongolia and the number of such
passengers is increasing. The Trans Siberian Railway stretches from the Russian
borders, via Ulaanbaatar to the Chinese borders. The total distance from Beijing to St.
Petersburg is 7.925 km, while the total distance to cross Mongolia from the Russian

border, via Ulaanbaatar, to the Chinese border is 1.110 km.

The main ralil line through Mongolia is one that runs from north to south, passing
through Sukhbaatar-Darkhan-Ulaanbaatar-Sainshand and UlaanbaatarDarkhan-

Erdenet. There are also various branch lines that service the main industrial areas.

13
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Due to the isolated location of Mongolia, travelling by road is not a common way to
get to or from the country. Prior permission from the Mongolian authorities to enter
Mongol ia by road is normally required. The main route to Ulaanbaatar is via Ulan-

Ude , in East Siberia.

For travelling around Mongolia, there are few transportation options. As tours are
the most common way of getting around the countryside, many people take
organised tours to get around once they are in the country, and this is often the
easiest and cheapest way to travel. The road network in Mongolia covers about
49,000 kilometres, and connects Mongolia's cities, towns and villages. Of these, only
about 1,300kilometres are paved. The paved roads are generally found around the
major cities and urban areas. Car rental is not possible without a driver, due to the
poor state of many of the roads (self driven cars are not available). Horse riding is
still widely us ed as a form of travel. Throughout the cities there are frequent bus, taxi
and trolleybus services. Mini-buses are also quite popular, especially around
Ulaanbaatar. Due to the large distances and the remoteness of some areas of the
country, air transport can be a valid option to travel inside Mongolia. As mentioned
before, MIAT operates also domestic fights. Besides MIAT, private air transportation
companies operate on internal flights. AERO Mongolia covers 10 domestic
destinations: Hovd, Uvs, Dornod, Huvs gul, Zavhan, Tosontsengel, Bayanulgii,
Umnu -Gobi, Oyu-Tolgoi and the international destinations to Irkutsk (Russia) and
Hun-Hot (China). The other one is EZNIS Airways , a regional airline based in
Ulaanbaatar that operates scheduled & charter services to ten domestic routes in
Mongolia. Initial focus of the airline will be on the domestic market with
international services to follow. Its main base is located at Chinggis Khaan
International Airport . Destinations covered by EZNIS are Dalanzadgad , Khovd,
Moron , Choibalsan, Bayankhongor, Ulaangom , Uliastai , Olgiy , Mandalgovi and

Oyu Tolgoi.

14
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4. THE UNIQUE ENVIRONMENTAL POTEN  TIAL OF MONGOLIA

Mongoliads uni que celambdscapes,tunspailed babitat@nd wager s

wild plant and animal species has become the subject of growing international
attention and conversation efforts. Mongolia is divided into six basic natural zones,

differing in climate, landscape, soil, flora and fauna.

High mountain zone of the Mongol Altai, Khangai and Khentii mountainous

regions, shows signs of previous Ice Ages, with U-shaped valleys. The climate in the
high mountain zone is extremely cold and there is a short growing season. The area
is inhabited by some endangered animals (such as the Argali sheep, lbex, Snow
Leopard, Rock Ptarmigan and Altai Snowcock) and plants (such as the Dwarf

Siberian Pine and White Gentiana).

The taiga belt comprises about 5% of the Mongolian territory in the Khentii and

Khovsgol moun tain regions in the northern part of the country and experiences a
relatively cold and humid climate. Forests in this belt are dominated by the Siberian
Pine and the Siberian Larch and are inhabited by such animal species registered in

the Mongolian Red Book as the Musk Deer, Elk, Lynx and Eurasian Otter.

The Mountai n Forest Steppe zone represents 25% of Mongolia's territory and is one
of the most heavily populated areas in Mongolia . Its pastures, wood, and water
make it an i mportant area for herderos
occurs in the lower elevations of the Khentii, the Khangai, the Mongolian Altai

mountains, in the Orkhon and Selenge river basins, and in the Khyangan

mountains . The Mountain Forest Steppe is inhabited by such globally endangered
animal species as the Manul, Black Grouse andplants threatened by extinction such

as the Mongolian Pheasant's Eye.

The Steppe Zone covers 20% of the country's territory and comprises the entire
Eastern and Central Mongolian vast flat plain extending as a tapering zone
thousands of kilometres westwards to the north-western fringe of the Khangai
mountain range called Khankhokhii. The steppe zone includes a distinctive group of

flora and fauna. In the central and western areasof the country, the steppe provides

15
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many of the nat i on 0rglamlsfertdomestiqlicestdclka The steppea z i
is vulnerable to impacts from overgrazing, agriculture, roads and other human

activities.

The Desert Steppe Zone covers over 20% of the country andincludes the Depression
of Great Lakes, the Valley of Lakes andthe Middle and Eastern Gobi lowlands. This
area belongs to the semiarid zone, which has an annual precipitation of 100-220
millimetres , loose soil and fewer species of animals and plants compared to the
zones, northwards. The Desert Steppe is a habitat 6r such animal species as the Wild
Ass, Saiga Antelope, Blacktailed Gazelle and Houbara Bustard. Still, many of

Mo n g o Inemadicsherders occupy this zone.

The Desert Zone is located in the southern and south-western parts of Mongolia.

The deselt zone has a very severe climate with annual precipitation of less than 100

millimetres and high diurnal temperature fluctuation. The Desert Zone is an area of

extremely unique physical formations of changing contrasts like hills, hillocks,

rolling heaths, and sand dunes. It contains deposits of ancient flora, fauna and

mineral resources, and provides a habitat for threatened animal species such as the

Wild Camel, Gobi Bear and Mongolian Agama. TheGobii s one of the worl
deserts, occupying much of southern Mongolia and north -easternChina. The zone of

Gobi displays a remarkable variety, from rocky mountain massifs to the flat

16



pavement-like areas of the super-arid desert, from popl ar-fringed oases to vast plains
and areas of sand dunes. These areagrovide habitat for many of Mongol i ad s
threatened species, including the wild camel, Gobi bear, and wild ass. Climate is
extreme. Precipitation may fall only once every two to three years, and averages less

than 100 mm annually. Temperatures climb as high as 40° C in summer, and fall as

low as -40°C in winter.

Highest mountains

Nairamdal peak /Tavan Bogd mountain/ 4374 m
Sukhbaatar peak/Munkhkhairkhan mountain/ 4208 m
Tsast mountain/Altai mountain range/ 4204 m

Tsast Bogd mountain/Sutai mountain ra nge/ 4090 m

Khatuu mountain /Siilkhem mountain range/ 4029 m

=A =A = =4 =4 =4

Khukh serkh/Deluun mountain range/ 4019 m

17



The largest lakes

Uvs 3350 sg. km
Khuvsgul 2620 sqg. km
Khar Us 1852 sq. km
Khyargas 1407 sqg. km
Buir 615 sq. km

=A =_ =2 =4 =4

The longest rivers

Orkhon 1124 km
Kherlen 1090 km

Tuul 808 km

l
il
1 Selenge 819 km
l
1 Zavkhan 568 km

Actually, Mongolia has 48 protected areas which cover 13.1% of the land surface.
There are 12 Strictly Protected Areas, 14 National Parks, 16 Nature Reserves and 6
Monuments. The policy is to cover more areas, which are potentially susceptible to
human activities and climate change, which have a key role in maintaining
ecosystems of different natural zones, as well as, belts and areas which serve as
habitats for rare and endangered species. Fo example, 12.7% of protected areas
belong to the high mountain and mountain taiga zone, 11.7% to the forest steppe
zone, 9.6% to the steppe zone, 27% to the desert steppe zone and 39% belongs to the

desert zone.

Mongolia has a sharply continental climate , with long, cold, dry winters and brief,
mild, and relatively wet summers. There are four well -defined seasons, and the
country enjoys an average of over 250 sunny days a year. The temperature varies
greatly within the year; the same phenomenon may also occur within a day. The
extreme minimum temperature is between 31.1C below zero and 52.9C below zero in
January. The extreme maximum temperature is between 28C and 43.1C in July.

Annual precipitation is low, averaging 200 -220mm, ranging from under 50mm in t he
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extreme south (Gobi desert) to 400mm in limited areas in the north. Most
precipitation occurs in June, July and August, and the driest months are November

to March.
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5. TOURISM SECTOR IN MONGOLIA

5.1INTRODUCTION NOTE 8 FACTS AND FIGURES

Mongolia has been an important t r a v e ldéstnatisnd for many centuries,
beginning with the famous Silk Road. However, it is only recently that political

changes have allowed full participation in the international tourism and travel sector.

In the former communist re gime, international travel in Mongolia was strictly
controlled by the national government. International visitors came then primarily
from the former Soviet Union and other Eastern European (communist -block)
countries. For instance, in 1989, of 236.540 imrnational visitors, 95% were from the
Soviet Union and other Eastern European countries (Kokubo & Haraguchi, 1991). In
the period between 1990 and 1997 the number of international visitors decreased
significantly as a result of disintegration of the Eastern European communism
system, poor economic conditions, major forest fires and bad weather conditions in
Mongolia (Weber, 2002)

In 1995, 110.000 foreign visitors arrived in Mongolia, from over 50 countries, of
which about 15.000 (13,6%) were organized agyroup tourists. Over 40% of visitors
came from China, about 25% from Russia, 8% came from Japan, 2% from the
Republic of Korea and 10% of visitors came from Western Europe. Around 90% of

visitors from the neighbouring Russia and China were businessmen.

Tourism, especially adventure and ecotourism has been recognized as a vital part of

Mongolian economy since political and economic changes took place in 1990.

Tourism industry has enjoyed rapid development during the last 18 years. A big

increase in international arrivals was largely attributed to the following factors:

U Increase of cross border travel from neighbouring China and Russia for
business activities

U Favourable visa regulations
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U In 1997 Mongolia joined the World Trade Organization and since then has
actively parti cipated in initiatives and activities at regional and international
level

U In 1995 the National Tourism Board was established and began to promote
Mongolia as tourist destination

U Increase of Korean and Japanese business people in Mongjia

U Infor mation technology (especially Internet) increased awareness of Mongolia
as international tourism destination, travel advertising and reservations

became easily accessible and cheaper

Since 1991, the number of international tourists is steadily increasing, with the
exemption of the 2003, when SARS epidemic in Asia deterred many international
tourists from Mongolia and international tourist arrivals dropped by 11%.
International tourism rebounded quickly in 2004 and reached a record of 305.117
international visitors, with an increase of 49% from 2003. In 2004 there existed
around 470 companies operating in tourism sector and around 60 of which are partly
foreign owned. There were in addition 140 tourist camps, 280 hotels and motels in
the country. Mongolian tourism employed approximately 12.000 people and nearly
54 universities and colleges had been running classes on tourism management.
Tourism receipt for the year 2005 was 201 million USD which accounted for 10% of

the gross domestic product (GDP).

From 2000-2005, foreigninvestment into the Mongolian tourist industry increased to
5.6 million USD. Therewith, foreign investment in the tourism sector comprises

around 1.1 percent of total foreign i.nvest me

Table 4 Tourist arrivals

1998 | 1999 | 2000 |2001 |2002 |2003 |2004 |2005 |2006

Foreigners | 197424 | 158743| 158205| 192051 | 235165| 204845| 305117 | 344635 389666

Tourists 165092| 137961 | 137374 | 165899 | 228719| 201153 | 300537 | 338715| 385989

Source: Border Protection General Board of Mongolia

The Mongolian International Tourism Survey  conducted by USAID in September

2005 came up with a total of 350,000 visitorsd including business travellers as well as
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visitors of family and friends (338.000 were tourists). The interviewed visitors
explained that they were travelling to Mongolia for either leisure (68%) or business

(17%). Of all leisure visitors, the French (16%) were the largest visitor group.

43% of all leisure visitors originated from the European Union. W hile more than half

of all business visitors (54%) had been to Mongolia on a previous occasion, only 14%

of all leisure visitors had. The 2005 survey on international tourism revealed that
onature tourdé®%d ocompbsee touristsd 46% an

26% of the total visitors to Mongolia.

In 2007 the majority of the visitors came from the following countries (in a
descending order): China, Russia, Korea, Japan, United States, Germany, Great
Britain, France, Kazakhstan, Australia and the Netherlands. We should consider that

visitors from China, Russia and Korea often visit Mongolia for business purpose.

Graphic 1: Inbound foreign passengers through the border of Mongolia in 2007, b vy

country of origin
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In 2006 tourism industry made up 18 percent of GDP while the number of inbound

tourists increased by 14 percent. According to the Ministry of Road, Transport and

Tourism of Mongolia about 450 thousand tourists visited Mongolia in 2007. The

number of tour ists visiting Mongolia each year increases by 1520% per year (Source:
Embassy of Mongolia, Washington, 2008).

Graphic 2: Inbound and outbound foreign passengers through the Mongolian

border, by years
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By October 2007, Mongolia had about 600 private tour operator companies, 320
hotels and around 200 tourist camps, with the total number of 12.000 employees
engaged in tourism sector. (Source: Minister of Road, Transport and Tourism, Mr.

Tsen g e | Tsegmi dds speech at the Ministerial

Public-Private Partnership in the Development of Infrastructure, October 2007, Seul,

South Korea).

Table 5 Number of employees and seats, by type of restaurants, end of Decemb er
2007

2007. XII
IfpIE B ML 6 Number of | Number of
Restaurant reported
. employees seats
units
Restaurant 119 1589 7 736
Cafe 128 672 3986
Bar 122 586 5073
Canteen 196 667 5217
Total 565 3514 22 012

Source: Mongolian National Statistical Office
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Table 6: Hotels by rank, end of December 2007

2007. Xll 2007 kXII
Hotel rank Number of Number of | Number of My Moz
reported of stayed days of
: employees| rooms - -
units visitors visitors
Motel and 1 star
hotel 290 2824 3863 382 968 593 410
2 stars hotel 11 131 199 22 843 28 986
3 and more stars
hotel 17 1390 1091 131 084 168 048
Total 318 4 345 5153 536 895 790 444

Source: Mongolian National Statistical Office

5.2. DEVELOPMENT PLANS , MEASURES AND ACTIONS CARRIED OUT IN
THE TOURISM SECTOR

The Government of Mongolia has recognized tourism as a priority sector with a great

potential to contribute to socio -economic development of the country. The challenge

of promoting sustainable tourism in Mongolia lies in a twofold approach:

1  Firstly, it is crucially important for the country to protect and preserve its natural

resources and its unique culture.

1  Secondly, the state must increase incentives for tourism enterprises to create

income and other benefits for the society as a whole.

One of

of Tourism in Mongolia for the period of 1995 -2 0 0 5 0
both

f or

t he

Tourism, o6
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steps
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and

by
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development of tourism sector based on state planning and regulation.

Since 1998, great efforts have been made by the Mongolian government to plan and

coordinate tourism development in the country. In 1999 two tourism development
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plans were commissioned, the Tourism Ma ster Plan, developed by Japan
International Cooperation Agency (JICA) and the Strategic Tourism Development
Plan for Mongolia , provided by TACIS (Technical Assistance to the Commonwealth
of Independent States) to offer strategic action plan form implementi ng tourism
development for the period 2000 & 2005. (The implementation of "Development of
Tourism in Mongolia" Project during 1998 -1999 within the framework of the EU
supported TACIS program has resulted in initiation of restructuring efforts of the
sector. Moreover, it facilitated the formation of a legal framework for the

development of tourism industry in Mongolia ).

Additionally, the development vision and strategies of the tourism sector up to the
year 2015 were formulated, and the specific priority p rograms and projects were
identified based on the "Master Plan on National Tourism Development in
Mongolia”, which was developed with assistance of Japanese International

Cooperation Agency (JICA)).

*The Government initiated a broader range of measures and promised to provide a
sufficient support to promote tourism industry in Mongolia. Therefore, the
Government Action Plan for 2004-2008 and Basic Guidelines for Socieeconomic
Development have included a specific set of measures to promote tourism and to
implement the Tourism Law. However, only some of the actions proposed have been
implemented, yet. For example, the Government reduced VAT on tourism -related
services to 10 percent and concentrated on developing a favourable business
environment for the tour ism sector. It also made an effort to facilitate the
development of winter tourism. Furthermore, the Government set new standards for
4 star hotels and tourist camps and the quality and safety of the domestic air network
have been i mprovedRoaldhée porMijldcetnndoumt i nued su

with an increase of around 20% in paved and improved roads.

With the financial assistance from USAID, the Economic Policy Reform and
Competitiveness Project (EPRC) is also implementing activities in the Mongolian
tourism sector. The 16.8 million USD project is running from 2003 to 2008 and aims at

accelerating economic growth by increasing the competitiveness of Mongolian
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industries. EPRC was involved in a visitor survey in 2005 and initiated the first

Mongoli an Tourist Information Centre in Ulaanbaatar.

Besides the above mentioned tourism development strategy papers, the Government
of Mongolia has been involved in other important strategic tourism planning
initiatives: The Development of Ecotourism in the Prot ected Areas of Gobi
Gurvansaikhan, Gorkhi Terelj and Khan Khentii (GTZ, 19970 1998),International
Tourism Survey 2002, 2005 (USAID), Ecotourism Workshop -Documentation (2002),
The Role and Prospects of the Tourism Industry in Export and Trade of Mongolia
(GTZ, 2006) and The Strategic Tourism Development Plan 2006 2010 (GTZ)

The government is preparing the Tourism Development Strategy 2008-2012 that is

actually in preparation ph ase No information is available at the moment.

In recent years, the government has launched actions to provide support to the
promotion of tourism industry in Mongolia. Promoting tourism has become a focal
point of the national strategy for overall development of the country. In the last

decade the government has launched a number of initiatives and events like the

oONomadsod6 Day Festivalo(1l7th and 18th Septemb

as oDi scover Mongolia Yearo6o in 2004 and

Statehood in 2006.

The Tourism Law of Mongolia was enacted on May 5, 2000 for the first time since
transition to the market -oriented economy. Its purpose is to regulate all relationships
occurring between the state, private citizens and economic entities engaged in
tourism business. The law outlines definition for touri sm, responsibilities and
obligations of the state, tourism organizations, structure, as well as rights and
responsibilities of state administration, oversight activities for tourism sector,

arrangements for the development of tourism -related infrastructure and penalties in
case of violation of this law. Besides, there are several other laws containing
regulations regarding tourism such as the Law on Environmental Protection which
established a fund for fees collected from pollution fines, hunting and touris m
permits and donations. Unless otherwise specified these revenues accrue to the local

authorities.
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5.3. PRINCIPLE STAKEHOLDERS AND THEIR INVOLVMENT IN TOURISM
DEVELOPMENT

The principle stakeholders of Mongolian tourism sector are tour operators, guides,
drivers, accommodation providers, leisure and recreational service providers,
transportation companies, governmental and non-governmental institutions (NGOs)

and of course local people engaged in tourism, who get in contact with tourists.

The Ministry o f Road, Transport and Tourism is in charge of policy formulation and

coordination of the following sectors, namely roads, transport, railway, marine and

civil aviation, postal service and tourism. The Ministry has 6 departments including

the Department of Tourism, which is currently responsible for formulation and

coordination of tourism policy and strategy, formulation and updating of sector

standards and regulations, marketing and promotion, development of tourism
infrastructure, human resource and touris m products. The government has recently

been invol ved I n speci al ocountry promoti o
ONomadso6 Day Festivalo(1l7th and 18th Septemb
as oDiscover Mongolia Yearé irmgofMor@alianand t h
Statehood in 2006.

Besides the national level, some tourism related issues are also handled on the
regional, i.e. Aimag level. For instance, local authorities are responsible for issuing
permits for the construction of new hotels or ger camps and are in charge of

organizing regional events, like exhibitions and fairs .

The Ministry of Nature and Environment is responsible for preservation and
management of natural environment. They provide Ger Camp permissions in

National Parks and hand out hunting licences.

The Mongolian Tourism Association (MTA) is the main private sector umbrella
organization and represents about 80 of the larger Mongolian tour operator s. MTA
was established in 1992 as a non governmental organisation. In partnership with

government agencies MTA aims to promote Mongolia as a culturally, historically
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and environmentally unique destination of international tourism. In addition, MTA
is trying to increase the quality of tourism facilities and services through networking

of its members and cooperation with government agencies.

The Mongolian Tourism Association is members hip based, member serving, non-
governmental organization consisting of economic entities, companies and
organization that operate primarily in the tourism sect or and offers services involved
in this area. Besides the tour operators theassoci ati onods me mber s
domestic airlines, major hotels in Mongolia, three fashion salons, insurance

companies, ger camps and traditional performers.

MTA gives support to its members, mainly organisational support for participation
on international tourism fairs and gives them support in training activites 0
organisation of short-term training courses for people engaged in tourism industry
(all levels). Each year, theMTA is giving support to its members for the participation
at JATA (Japan Association of Travel Agents) exhibition in Tokyo and at the Kofta

fair ( Korean World Travel Fair) in Seoul.

MTA i s al so hel ping i ts me mber s I tivitlet our i st
designing appropriate questionnaires that tourist organisations submit to the
tourists. T h e survey named oOMongolia through t oL
understand the satisfaction level and real needs of tourists, as a basis for future

tourist services improvements and for tourism policy planning activities.

Results should be spread also among tourism companies involved, to allow them to

take immediate actions for the improvement of their services and products.

MTA works close to its members (pri vate companies) and the government, trying to
bring private sector suggestions to the tourism policy and decision making level.
MTA members of the Board of Directors are all representatives of important private

tourism companies.
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MTA has recently made great efforts also in field of tourism marketing strategy

planning to be submitted to the government.

In addition, MTA is providing basic travel and tourism information to tourists that
are visiting Mongolia and direct access to major tour operators web site is possible
directly f or m BdsicAobrst infoeniatiors is gravided through Tourism

Information Centres, & the international Chinggis Khaan airport and at the central

Post Oof fice. Every Year, the MTA ordégani se

exhibition to promote the tourism operators and initiatives. This event represents the

mo st i mportant 0 me et i ntgurispmadtanst (tbur dperatorsMgen go | i a

camp managers, hotels, etc) where they make collaboration agreements for the

coming tourism season.

MTA in straight collaboration with the government and private companies has

recently been involved in important initiatives, likethe Nomadds wi ntder

2009 (initiative of MTA and the Government), that is a good example of a new
product that can significantly increase the number of tourist arrivals to Mongolia in
February and March and reduce short tourism season effects. The 14 days
programme includes five important Mongolian events, where tourists have the
opportunity to get invo Ived in the festivities of local communities : Mongolian Lunar
New Year, Eagle Festival, Ice Festival, International Skating Marathon and Camel

Festival.

The Mongolian National Chamber of Commerce and Industry (MNCCI) also
operates as promoter of national tourism opportunities. The Tourism Development
Council of MNCCI operates as a Obridgebo
providing support to private companies, engaged in tourism sector; training courses,
organisational and promotional support for parti cipation to international tourism
fairs. For introducing Mongolia as an interesting tourism destination and promoting
the different tourism opportunities of the country, the chamber made arrangements

regarding the participation of local companies in the i nternational tourism fairs and
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exhibitions in Utricht (Netherlands), London (Great Britain) and Irkutsk (Russian

Federation).

The MNCCI also launched two programs 0 the Silk Road and the Tea Road tourism

program & both directed to the identification of n ew tourism routines and
establishment of a tourist network is being proposed. In 2008, another important
project was | aunched: t he OECO SHOPSHO pr o
collaboration with the Bio, Eco Product Development Council . The project aims ©

connect the manufacturing of Mongolian national products to tourism industry in

order to enhance the production and the promotion of national products and at the

same time to offer to tourists, what they really want; typical Mongolian products.

The Mon golian National Tourism Organisation  was established in June, 200Avith
the main aim of enhancing the marketing of Mongolia as a destination. The MNTO
strives to raise the profile of Mongolian tourism in international markets, to build a
single brand and image of Mongolia and promote all aspects of tourism . Eleven
NGOs, seven private companies, and three individuals are the founders of the
MNTO. With members and partners from all tiers of the Mongolian tourism industry
including the Government of Mongolia , the MNTO cooperates with international
destination marketing organizations, conducts research and provides tourist industry
information, promotes tourism products and services of Mongolia, also on

international markets.

The Community based tourism networ k of Mongolia; the CBTN is a non profit and
non governmental organisation (NGO) that aims to make tourism contribute to rural
communities, without disrupting their culture or environment. The goal of CBTN is
to contribute to the development of nature conservation, tourism and sustainable

livelihoods in the Mongolian countryside.

The Tourism department within the Municipality of Ulaanbaatar carries out the

tourism development planning and implementation actions for the capital city.
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Tourism representative in the Aimag ; The tourism representative in the Aimag
implements the tourism policy at the Aimag level, it is mainly a part dtime job and

fulfilled by one staff.

Mongolian Adventure Travel Association
The Mongolian Adventure Travel Association represent s the interests of Mongolian
adventure travel tour operators to strengthen their capability and provide legal

assistance to them.

Mongolian Tour Operator Association
The recently founded Mongolian Tour Operator Association represents the interests
of Mongolian tour operators to strengthen their capability and provide legal

assistance to them.

Mongolian Hotel Association
The Mongolian Hotel Association represents the interests of the hotel sector mainly

concentrated in Ulaanbaatar.

Mongolian Ger Camp A ssociation
The Mongolian Ger Camp Association represents the interests of the Ger camps and
provides instructions how to manage Ger Camps, how to improve services and is

involved in environmental friendly activities.
Mongolian Tourist Guides Association
The Mongolian Tourist Guides Association represents the interests of Tour Guides

and focuses on the professionalism of Tour Guides through training activities.

Tourist Information Centre
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The Tourist Information Centre is taking the necessary steps to build a modern
visitor information system that can help travellers to Mongolia, or people even

thinking about coming in Mongolia, find their way.

5.4.ATTRACTIONS AND TOURIST DESTINATIONS OF MONGOLIA

Mongolia is an interesting, unique, educational and safe destination for international
tourists, which offers natural beauty, nomadic lifestyle and traditional festivals. The

attractions and tourist activities in Mongolia are strictly related to the natural
environment, history and cultural heritage . Mongolia is a vast, diverse country with
much of interest to offer to the visitors. Mongolia has diverse and very distinctive
flora and fauna, including some rare species of animals like the Argali Sheep,

Przewalski Horse, Asiatic wild ass, wild Bactrian camels, snow leopard and ibex.

Mongoliads biological resources are very

naturalists from all over the world. There are more then 580 sorts of flora registered,
160 are foodstuffs and 300 are medicinalherbs that give great possibilities to flora

study tourism.

There are over 130 hot and cold springs, that are not fully exploited and which give

possibilities to further develop health and sanatorium tourism (spa).

The Gobi desert is well known for dinosaur fossils and some of these skeletons are on

di splay in Ul aanbaatarodés Natur al Hi story

is mainly related to Chinggis Khaan, the warrior -statesman, who united various
tribes of Mongolian people in the 13t century, creating a strong nation that
controlled much of Asia. International visitors are also very interested in
experiencing the nomadic style of life and, based on livestock raising and living in
traditional gers. The major national celebrations in Mongolia are Naadam (annua |
summer festival which displays three most traditional games: horse racing, wrestling
and archery) and the Tsagaan sar, the Lunar New Year, which marks the end of

winter and the beginning of the spring.

Mongoliads very | ow populpaciyiob tourist ecegtiont y

Furthermore, its attractions are spread out all over the country making it difficult to
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reach them, especially since roads and transportation services are quite
uncomfortable. On the other hand, exactly these conditions make th e country so

charming and many tourists come to enjoy nature and experience the traditional

countryside lifestyle which has changed comparatively little over the centuries.

This target group wants to explore untouched nature, get to know nomadic culture

and have a taste of adventure when touring th

To keep this kind of visitors interested , Mongolia must carefully preserve its
natural and cultural heritage and maintain the adventure, culture and eco -tourism

destination character.

PRINCIPLE TOURISM ATTRACTIONS AND DESTINATIONS

ULAANBAATAR

Ulaanbaatar, the capital city, is the political, cultural and commercial centre of
Mongolia. It is located in the Tuul river valley, and surrounded by the Bayanzurkh,

Bogd, Chingeltei and Songino mountains. It is by far Mongolia's largest city, and has
a huge influence on the administrative, economic and legislative affairs of the

country.

The Capital city today produces 40 percent of the Gross Domestic Product and it
contains over a third of the country's population. Ulaanbaatar (UB) is the gateway to
Mongolia and consequently the hotel capacity is concentrated in the capital city with
around 50 hotels and a bed capacity of about 3.500. About 2.500 of these beds are
found to be suitable to international travellers - the remaining bed capacity is used by

domestic travellers.

The centre of the city is dominated by Sukhbaatar Square, which is surrounded by
the Parliament House, Opera & Ballet Theatre, City Council, Stock Exchange and a
number of other impressive buildings. The Opera, State Circus, Drama Theatre and

Ballet Theatre, as well as numerous museums, universities and government
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buildings are all located in Ulaanbaatar. There are roughly one hundred state and
private universities and inst itutes, giving the capital a bit of a 'student city' feel. It's

also called as a ‘city of youth'.

It has a number of interesting museums which are worth visiting.

The largest is the Natural History Museum, which has an excellent palaeontological
section. One of the highlights is the impressive display of giant dinosaur skeletons.
Some of the other recommended museums include the National History Museum,

the Military Museum and the Zanabazar Fine Arts Museum.

A number of Buddhist monasteries are also located in Ulaanbaatar, the best of which
is Gandan Monastery, which is still functioning. The State Opera and Ballet Theatre

and State Drama Theatre are good places to see some cultural performances.

Also worth checking out are the collection of 11th -century Sanskrit manuscripts

"Ganjuur" "Danjuur”, housed in the Ulaanbaatar State Public Library.

From UB, it is easy todrive to nearby countryside attractions such as Terelj National
Park, Manzushir Monastery, Khustai National Park and some other tourist reso rts

and camps.

The city becomes a main base for travellers who are to see Mongolia's annual,
national festival Naadam held in July. In UB there are many travel agencies and tour
operators who can provide city tours, off -the city trips, as well as all kind s of

transfers, bookings, guiding services etc.

TOURIST CAMPS

There are a number of tourist camps, where you can sleep in a ger, go horseriding
and witness something that resembles a traditional Mongolian country lifestyle.

In most cases, there are als@estaurants, bars, toilets and showers.
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The nearest to Ulaanbaatar is Terelj, which is located about 75 kilometres (50 miles)
outside of the capital. Open all year, Terelj is a spectacular valley park. Some of the
highlights of a trip to Terelj include t he Gorkhi Mountains, Turtle Rock and the Terelj
River. Tour companies will normally offer a range of different options for visiting the

tourist camps, including variations on the duration and available activities.

CENTRAL MONGOLIA

Central Mongolia has the classic Mongolian landscape, and it is the heartland of the
nation. It includes portions of the Gobi Desert, and The Khentii and Khangai

Mountain Ranges. There are a lot of things to see,including ancient monasteries,
gorgeous lakes and several nationalparks, as well as the capital city. Most of the
region is steppe, with forests and semi desert, and there are several dramatic, extinct
volcanoes, as well as many rivers. Near the capital city, Ulaanbaatar, there are several
national parks, such as Gorkhi Terelj, where there are extraordinary formations of
huge rocks and many tourist ger camps, as well as the ruins of Manzshir Monastery

in Bogdkhan, a Strictly Protected Area proclaimed off limits to hunting and logging

by Chinggis Khaan in the 13th century.

At Khustain Nuruu National Park, you can witness the rare species of wild horse,
Takhi - commonly known as Przewalski's Horse. Reintroduced into the wild in 1994

by a Dutch project, the population is now thriving.

Driving to the west for around 5 hou rs, you come across Elsen Tasarkhai Sand
Dunes, which is the northernmost point of the Mongolian Gobi Desert and Khogno
Khan Natural Reserve. All of them are good places to go hiking, riding and to enjoy

nature.
Within a 6 hour drive from the capital is Karakorum, which was the ancient capital of

the Great Mongolian Empire in 13th century, and you can also visit the inspiring

Erdenezuu Temple, founded in the 16th century by descendants of Chinggis Khan.
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In Arkhangai Province, there are many interesting tourist attractions, such as the
Khorgo extinct volcano, Terkhyn Tsagaan Nuur Lake, Taikhar Chuluu Rock and

Tsenkher Hot Spa etc.

GOBI DESERT & SOUTHERN MONGOLIA

The southern region of the country is dominated by the Gobi Desert, covering a third
of the country's whole territory. Most of the Gobi consists of stony, scrubby, open

land: sandy dunes only cover about 3% of the Gobi.

The Gobi is one of the world's most unusual deserts, with its dramatic cliffs and
valleys, rolling sand dunes, and "forests" of small but hardy saxual shrubs. Decent
rains only fall every two or three years, therefore it can be well over 40C during the

summer. Storms of dust and sand are fearsome in spring.

The Khongoryn Els are some of the largest and most spectacular sand dunesn

Mongolia and camel riding and hiking activities are the best activities for tourists.

Gobi is home to gazelle, khulan (wild ass), Bactrian two humped camels, takhi
(Mongolian wild horse), rare saiga antelope, and the world's only desert bear - the
Gobi bear, of which there are only 50 left in the wild, and hence very sparsely

populated.

There is no shortage of evidence thatdinosaurs once roamed the region. Fossilfinds

have revealed that the Gobi basin was once part of a large inland sea.

The so-called "Flaming Cliffs", site of some of the most important paleontological

discoveries of this century, is in the Mongolian Gobi Desert.

It was here, in 1923, that thefirst nest of dinosaur eggs was discovered in the world.

Paleontologists from the world over continue to uncover fossils at this rich site.
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A few kilometres from Dalanzadgad Town, you are able to hike through the steep
rocky canyons of the surprisingly g reen Yolyn Am Valley, carved by an ancient river

whose remnant streams create ice formations that sometimes persist as late as July.

Yolyn Am is home to vulture -like lammergeiers and the whole area is inhabited by

Argali mountain sheep, ibex, yaks and Al tai snow-cocks.

KHUVSGUL LAKE & NORTHERN MONGOLIA

Mongolia's northern region borders the Siberian forests of Russia, and it is one of the
most beautiful areas of the country with the densely forested mountains covered by
Siberian pine trees. The steppes ¢em with elk, reindeer and bears, and the rivers and
lakes are brimming with fish. The meadows are blanketed with wildflowers in

spring, and the air is filled with the voices of migrating birds.

Khuvsgul and the southern part of the region are lands of t all taiga forest, crystal-
clear lakes, icy streams and lush grass. The Khuvsgul region is popular for its
outdoor activities, ranging from hiking, birding, and fishing to horse riding,

kayaking and canoeing.

Khuvsgul is the only region where you can visi t the Tsaatan tribe - traditional
reindeer herders who live in tepeessimilar to those once used by Native Americans

on the Great Plains.

The best fishing is to the south, where the Ider, Bugsei, Selenge, Delger Moron and
Chuluut rivers converge. Shamanism has been redeveloping in the region since the

collapse of Soviet Union.

EASTERN MONGOLIA

Except for the Khentiin Nuruu Mountain Range, and some forests surrounding it,

eastern Mongolia is pure steppe plain. There is some stunning scenery, and it is ore
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of the world's last great undisturbed grasslands. The most famous and plainest
steppe in the country is the far eastern part named Menengyn Tal (tal means
'steppe’). The area is almost uninhabited by people, but home to some of the largest

herds of gazelle left on earth.

In some areas, in the remotest part of Eastern Mongolia, are the bases of a multi

million dollar environment -protection project.

The project is researching everything from fires to field mice in an attempt to protect
oneoftheworld's | ast undi sturbed grassl ands, named

of Mongol Daguur, Dornod Mongolyn Tal Steppe and Nomrog Region.

The remotest region of Eastern Mongolia, which is the historical Mongol heartland,
and specifically the Galshar in the south of the region, is famed as the source of
Mongolia's fastest horses and the Dariganga minority, famous for its silversmith

works and jewellery crafts.

WESTERN MONGOLIA

Western Mongolia is dominated by the Mongol Altai Nuruu, Mongolia's highest
mountain range. There are several challenging peaks for mountain climbers. The area
is the source of several rivers, which eventually flow into the Arctic and Pacific

oceans.

There are remote alpine lakes with fish in icy fresh rivers, ancient stone balbals,
Siberian larch forests and valleys strewn with wildflowers amidst the snow -covered

peaks of the Altai Mountains.

Western Mongolia offers spectacular scenery and excellent opportunities for horse
riding and trekking. Hundreds of water -birds crowd the shores of Lake Uvs,
Mongolia's largest lake by surface area, during the spring and fall, and the

surrounding area is home to an abundance of wildlife.
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Western Mongolia is a region with the unique culture of the Kazakhs, Mongolia's

largest ethnic, Muslim minority . Their pastoral nomadic lifestyle is similar to that of

t he Khal k Mongol i ans, Thesenomags spaak Kamkhta t ent or
derivative of the Turkic language and they understand Turkic language. There are

many ancient stone monuments dating to the Turkic period in the region. Kazakh

wall rugs, with their rich embroidery, are some of the best handicrafts for tourists.

Many Kazakhs still hunt with skilfully trained eagles in the winter months. In the
beginning of October each year, The Golden Eagle Festival is held in Bayan Olgii
Province, and Kazakh eagle trainers contest with each other by testing the skills and

bravery of their trained eagles.

During the summer, Altai Mountain Range becomes a good travel destination, and

travellers have the opportunity to see these magnificent birds during their travels.

COUNTRYSIDE

The real highlight of Mongolia is the countryside and the numerous activities
available. These include such cultural opportunities as staying overnight in gers, and
visiting no madic herdsmen. Active nature tours encompass things such as hiking,
trekking, horse and camel riding, yak caravans, rafting, biking, mountain climbing,

birdwatching and fishing etc.

Source:Mongolia Destination Guide , 2008
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6. SOCIO-ECONOMIC AND ENVIRON MENTAL IMPACT OF
TOURIS M IN MONGOLIA

Globalisation, which involves accelerated interactions and integration among
countries and people, due to less costly, more frequent and faster transport,
improved access to information technologies and freer movement of capital, goods
and people, has created great potentialities for the expansion of tourism, which is
playing an important role in the socio -economic development and poverty reduction

in developing countries.

In many developing countries, tourism has become one of the principle sources of
foreign exchange earnings and it is playing a vital role in raising the standard of
living and lifting people above the poverty line. For Mongolia, which is a
landlocked developing country, tourism represents an opportunit y to spread
development also to the poor and remote regions, that may not have benefited
from other types of economic development.

The high level Intergovernmental Meeting on Sustainable Tourism Development was
held in Bali (Indonesia), from 7 to 9 December, 2005 adopted Bali Declaration on
Sustainable Tourism Development, including the Plan of Action and Regional Action
Programme for the period 2006 d 2012. The effective implementation of the Plan will
contribute to the achievement of the Millennium Development Goals, especially

those related to the poverty reduction and environmental conservation.

The Plan proposes various actions to strengthen the capabilities in sustainable
tourism development of countries involved. The main guidelines defined by the P lan
represent the basis for the future tourism policy and development strategies also for

Mongolia.

We firmly believe that tourism, based on the principles of sustainable development,
represents for Mongolia an important means to effectively manage Mongoli a 6 s
enormous environmental and cultural heritage, creating new employment
possibilities, contributing to economic growth, promoting social development and

poverty reduction and the achievement of the Millennium Development Goals.
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Table 7:Contribution of tourism to achieving the Millennium Development Goals

GOAL

CONTRIBUTION OF TOURISM

Poverty reduction

a)

b)

d)

Tourism stimulates economic growth both at
the national and local levels and promotes the
growth of the agricultural, industrial and
service sectors;

Tourism provides a wide range of employment
opportunities easily accessible by the poor.
Tourism business and tourism purchase goods
and services directly from the poor or
enterprises employing the poor. This creates
opportunities for micro, small and med ium-
sized enterprises in which the poor can
participate;

International and domestic tourism spreads
development to poor regions and remote rural
areas of a country that may not have benefited
from other types of economic development;

The development of tourism infrastructure can
benefit the livelihood of the poor through
improvement in tourism -linked service sectors,
including transport and communications, water
supply, energy and health services.

Education

The construction of roads and tracks to remote
areas for tourists also improves access for
school-age children and for teachers;

Tourism can help local resource mobilization,

part of which can be spent on improvement of

education facilities.

Promote gender quality
and empower women

The tourism industry employs a high
proportion of women and creates micro -
enterprise opportunities for them. It promotes
womends mobility and
for social networking.
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Health and health services

a) The construction of roads and tracks to remote
areas for tourists also improve access to health
services;

b) Revenues accruing to national and local
governments through taxes on the tourism
industry can be wused to improve health
services and nutrition for local people

Ensure environmental
sustain ability

Tourism can generate financial resources for
conservation of the natural environment ;

Tourism raises awareness about environmental
conservation and promotes waste management,
recycling and biodiversity conservation;

Uncontrolled tourism may gener ate negative
externalities as a result of pollution, congestion
and depletion of natural resources (negative
effect).

Global partnership for
development

a) Tourism contributes to the socio-economic
development of least developed countries,
landlocked countries and island developing
countries through foreign exchange earnings
and the creation of job opportunities;

b) Tourism stimulates the development of the
transport infrastructure, which facilitates the
access to and from the least developed
countries, landlocked countries and island
developing countries;

c) Tourism stimulates internal and external trade
and strengthens supply chains;

d) Tourism promotes the integration of isolated
economies with regional and global flows of
trade and investment;

e) Tourism reduces the burden of government
budgets through implementation of public -
private initiatives;
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f) Tourism creates work for youth;

g) Tourism provides opportunities for bilateral,
multilateral and subregional cooperation
among countries;

h) Information technologies play an important
role in integration of tourism enterprises into
global tourism markets.

Source: United Nations ESCAP, Transport and Tourism Division, Transport Policy

and Tourism Section

6.1.ENVIRONMENTAL MANAGEMENT OF TOURISM

Premise

For Mongolia, the Sustainable Natural Resource Management meansachieving a

balance between environmental protection and economic development, considering

the fragility of Mongol i ads environment and high dep:

on nature and natural resources.

Rapid growth of tourism and increased numbers of tourists can have a combination
of positive and negative impacts on the environment, the society and the culture of
the country. As tourism grows and expands to more and more locations, the negative
impact can affect the long-term of sustainability of tourism (uncontrolled tourism
may generate negative externalities). Considering the above mentioned threats it is
necessary to:

- integrate the environmental considerations into the planning, management and
promotion of tourism in order to enforce conservation of natural environment
and to preserve the biodiversity

- environmental impacts of tourism should be moni tored and assessed

continuously (with participation of all stakeholders)
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- tourism private sector and other related stakeholders should be encouraged to
support the conservation of biodiversity and addressed towards sustainable use
of energy and water resources

- tools should be established for channelling of government and privat e sector
revenues from tourism to protection and preservation of natural and cultural
heritage

- it is necessary to raise the awareness of general public and international tourists
about the importance of conserving environment and cultural heritage of the
country

- promotional programmes that promote sustainable cultural and ecotourism

should be established and implemented at all levels.

Mongolia possesses a wide range of flora and fauna that can be rarely found

elsewhere in the world. Increasing levels of population and migration, and a rising

number of livestock are affecting stability of the ecosystems. Moreover, unregulated

hunting has led to extinction of a number of species of wild a nimals. In response, the
Government has increased the size of the protected land area to 13,3 per cent of the
countryds tot al territory, and undertook a c

cent.

The most pressing environmental problems in Mongolia  that can seriously hinder
the tourism development possibilities, especially ecotourism expansion

opportunities, are briefly described in the section below.
Land/pasture degradation, air pollution, low energy efficiency, deforestation, and
decreasing biodiversity currently present the most pressing environmental problems

of Mongolia.

According to the Ministry of Nature and Environment , 78 per cent ofpastureland is

degraded and further 20 percent has tendency towards degradation. Causes of

degradation vary: overgrazing in areas close to markets and water points due to the
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failure to manage and maintain deep-water wells; mining operations, especially gold
mining, coupled with the lack of land rehabilitation; infestations with insects. There

is a high risk that degraded lands could lead to desertification.

Air pollution is an increasing serious problem, especially in Ulaanbaatar and several

other urban centres. Main sources of air pollution in Ulaanbaatar are, first, inefficient
stoves of Ger communities surrounding the city, second, motor vehicles, and third,
thermo-power plants. Ger communities are not connected to central or district
heating systems (they most burn wood, coal and waste and this leads to natural
resource consumption and pollution). Numb er of motor vehicles in Ulaanbaatar city
is steadily increasing. UB had about 40.000 vehicles in 2000 and the number rose to
68.000 in 2003. Mongolia has one of the highest carbon dioxide emissions rates per

capita in Asia.

Deforestation is a serious problem in Mongolia. The total territory of the country has

decreased from 11 per cent to 8,2 per cent. The reasons for deforestation include
excessive logging coupled with insufficient replanting, frequent forest fires and

pressures from inappropriate human use.

In the areas where environmental concerns are most pressing, the core challenges are
defined as follows (MDG Mongolia, National report issues, Goal 7 (Ensure
environmental Sustainability) );

U Developing appropriate institutions for pastureland manageme nt.

U Reducing emission from motor vehicles. Improving urban air quality will
require finding ways to improve the quality control over emissions from
existing vehicles and enhanced traffic flow regulation.

U Converting to fuel -efficient heating systems and high-insulated building
materials and changing incentive structures to promote conservation.

U Protecting fragile ecosystems and wildlife. Improving pastureland and
livestock management, Mongolia also will need to improve controls on illegal

hunting and the export of rare and endangered species.
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U Improving forest management.

Another relevant problem is the access to safe drinking water and water resources

management.

Level to access to drinking water is closely associated with both geographical
location and economic status. Two-third of rural dwellers uses water from
unprotected wells, rivers, rain or snow. Further, in urban areas, only a quarter of the
poor have access to piped water from central sources compared to a half of the non
poor. Access to safedrinking water is a serious problem in Ger districts in urban

areas.

Over the last years, there has been a reduction of ground water levels and drying up
of some traditional water resources. The causes are likely related to inefficient water
supply, excessive use of water by gold mining entities, climate change and

desertification.

Water quality also requires attention. Domestic sewage, industrial wastes,
agricultural run -off, and untreated solid and dry waste are polluting surface and
groundwater. Groundwater in the Gobi region and eastern steppes is highly

mineralised, which is a constant source of health problems in these areas.

Improving access to safe drinking water will involve addressing the following key
challenges (MDG Mongolia, National re port issues, Goal 7 (Ensure environmental
Sustainability) );

U Facilitating safe water access to poor in urban and rural areas.

U Resolving ownership/management issues concerning deep water wells in

rural areas.
U Rehabilitating water treatment facilities.
U Changing behavioural patterns concerning water use (uneconomic water

usage, lack of effective water conservation, absence of water source protection
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mechanisms and the use of groundwater sources for livestock and human

consumption).

Currently the population i s almost equally split between areas with traditional
dwel lings or Gers, and 0c onyvV edispaiitiesrinaatcéss h o u s i n
to basic amenities including heating, water supply and sanitation between these

two types of housing.

Typically, Gers do not have central heating or indoor bathroom facilities. Around

one quarter of urban gers do not have facilities for waste disposal.
The relationship between poverty and housing type is especially pronounced in
urban areas. Gers comprige around a quarter of total urban housing and are often

areas of concentrated poverty.

The Population and Housing Census 2000 revealed that almost 18.000 households do

not have any housing of their own, but share it with other households.
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Core challenges in this area are as follows (MDG Mongolia, National report issues,

Goal 7 (Ensure environmental Sustainability) );

U Improving living conditions and reducing poverty in Ger communities.

U Increasing public investment in sanitation and heating infrastructur e
(extending services to communities without basic sanitation and heating
facilities).

U Addressing issues of homelessness (providing shelter for those in extreme
need is a pressing imperative).

U Facilitating increased public and private investment in housin g.

6.22UNDP ROLE I N ACHI EVI NG MONGOLI A6S DEVELOPM

UNDP is committed to help Mongolia to achieve national MDGs (MILLEN NIUM
DEVELOPMENT GOALS) through capacity development, knowledge sharing,
forging partnerships and policy dialogue. UNDP is conc entrated on reducing main
development problems of the country that hinder the general development of

Mongolia and are strictly connected also with the development of tourism sector.

At the United Nations Millennium Summit in September 2000, the 189 member states
put odevel opment o firmly at t he hear't
Millennium Declaration that espoused the Millennium Development Goals (MDGS).
The MDGs focus on eight key areas and set clear targets for developing global
partnerships to reduce poverty, hunger, disease, illiteracy, child and maternal
mortality, environmental degradation, and gender inequality by 2015. In 2005, the
Parliament of Mongolia adopted the MDGs through a resolution and added a
country-speci fi c MDG9 t mtic Gdverrmnce and Strengthen Human
Rightso

In meeting its national MDGs, Mongolia faces unique challenges that require

context:speci fic initiatives reflecting the

49

of

di st



social, economic, environmental and governmen tal landscape. UNDP focuses its

efforts in the following three principal areas.

Democratic Governance and Human rights o UNDP provides its support t o the
countryds ongoing democratic consolidation t

of men and women at all levels of governance.

Human Developme nt and Poverty Reduction & It involves a range of initiatives

aimed at promoting integration of poverty reduction and human development into
macroeconomic policies and strategies, strengthening capacity of local communities,

bridging the growing gap betwe en t he rich and poor, and i n
trade potenti al t o h e |l-dpperglency ard oviden ohe exsting hi g h

narrow economic base.

Sustainable Natural Resource Management @ It covers achieving a balance between
environmental protection and economic development, given the fragility of
Mongoliads environment and high dependence o

natural resources.

In Mongolia there are UNDP projects that have already been closed and several
ongoing projects, focused on above mentioned development priorities. The
implementation of UNDP projects, especially in Human development and poverty

reduction and in Natur al resource management areas are of vital importance for a

sustainable development of tourism sector in Mongolia.
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7.ANALYSIS OF TOURISM SECTOR IN MONGOLIA

7.1.STRENGTHS OF MONGOLIAN TOURISM

(1) Wide open spaces with a very limited = . :a: ‘

population density; the country is rich on
natural heritage and special biological
diversity reaching from the flora and fauna
of Siberia into the deserts and arid steppes

of Central Asia.

‘ (2) Rich  historical and cultural
heritage with links going back

through centuries to the cultural

and historical past of Central Asia

and Europe.

LN

(3) Nomadic lifestyle and ger camps are of great interest for international
visitors - especially, most western tourists are attracted by the background
meaning of Mongolian nomad life, their da ily activities and authentic
narrative and story of herders. Almost half the population is nomads on
horseback. No other country has such a living connection to its historical past
and it may be called "Living Archaeology." The Mongols were on horseback
and lived in gers at the time when the Great Wall of China was built, some

2000 years ago.
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(4) Untapped tourism development potential of Mongolia

(5) Tourists feel safe in Mongolia
(6) Tourists do not feel a cultural barrier ; personal links and mutu al

understanding are easily developed, the Mongols are very hospitable

7.2.0BSTACLES TO TOURISM DEVELOPMENT

Mongolia suffers from many obstacles to tourism development, many of them stem
from Mongoliads isolated | oc attavebinfrastructire mat e,
conditions. For an average tourist this means a destination that is expensive toreach

and hard to get around upon arrival.
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For tourism companies, the short season makes it hard to ®ve enough income to
reinvest in growth. Some positive steps that have encouraged tourism include
relatively little restrictive regulation of private tourism businesses and a supportive

visa policy (abolishing license in tourism business since 2002 and issuing visa in
international border points to citize ns of the country where has not got Mongolian
embassy and counsellor section), in addition Mongolian government reduced VAT

on inbound tourism to 10 per cent.

1.) Strong seasonality of tourism streams ( short tourism season);the tourism season
lasts from April to October, with its top between late of May and the middle of

September

2.) Sensitive and fragile environment;

U Ecological problems caused by overgrazing of land by cattle, over-exploitation

of plants and animals, soil erosion, extensive mining activities and pollution of

water

U Pastureland degradation (overgrazing, mining operations, lack of land

rehabilitation, infestations with insects)

U Air pollution in Ulaanbaatar and other urban centres (increasing number of

motor vehicles in big cities, especially in UB, outdated technology in
government operated thermo-power generating plants, inefficient stoves of
Ger communities surrounding the cities)

U Deforestation (excessive logging coupled with insufficient replanting, frequent

forest fires and pressuresfrom inappropriate human use)

U Access to safe drinking water and water resources management

U Lack of adequate systems for treatment of waste water from ger camps and

around great lakes

3.) The development of tourism in Mongolia depends on political and econ omical

development of the country. Frequent government changes have negatively affected
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the tourism development and the implementation of tourism master plans and

strategies.

4.) Inadequate infrastructure and internal access
U Bad transportation facilities and services
U Difficult intern ational access (Ulaanbaataris till now the main international

gateway to Mongolia )

5.) Low quality of tourism products , services and facilities ,

U Services in hotels and tour camps do not fully meet the western quality
standards; inefficient qualification degree of international standards, grading
system for accommodations corresponds to national (and not international)
standards.

U Inadequate standards for hygiene and sanitation

U Little leisure activities and entertainment possib ilities, apart from basic offer

U The pricing structure of tour packages and services is not fully clear to foreign

visitors (dual pricing system, especially in ger camps)

6.) Shortage of trained staff and training facilities and programmes
U Shortage of trained staff at all levels
U Necessity of retrain of existing staff

U Lack of training facilities and programs

In implementing any tourism development plan and marketing strategy, the quality
and experience of the staff is of great importance and represents a cucial success

factor.
7.) Lack of marketing and promotion

U Insufficient tourism market segmentation and tourism product diversification

U Positioning of Mongolia as a tourism destination in not clear
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Weak cooperation and insufficient financial resources for country promotion
and destination branding

Marketing policy and strategy is not clearly identified

Appropriate adve rtising of main attractions and destination are limited

Inefficient marketing activities and initiatives at all levels

8.) Inadequate institutional arrangements

i
i

i

lack of fiscal incentives
lack of foreign investments in the sector
lack of cooperation between tourism private sector companies and the

governmental organisations

9.) Regulatory framework is not efficient enough

10) Lack of product diversification in relation to evening activities, cultural

performances, sports events and interpretation of historic monuments

11) Lack of awareness among the political decision makers of the importance and

potentials of tourism ; although tourism h as been recognised by the Government as a

high priority sector, the interviewed stakeholders think that much more importance

and support is given to other industry sectors, especially the mining sector .

13) Weakness of local economy and business environ ment

U Under financed sector ; obtain bank loans and financial support is difficul t,

also because of high seasonality (a investor will thus have to obtain a
return on his investment based on a business period of about 100 days)

No financing schemes for easi er access to capitalare designed for tourist
operators® activities and projects
Very low investment level of new investment; because of the lack of

financing founds new operators start new business at very low investment
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level

U The economy of the domestic market is very weak and insufficient to
provide a strong local base for international standard tourism
establishments (tourism related activities and services are insufficient and
inefficient)

U Craft and souvenir production does not meet the demand

14) Lack of professionalism;
U High seasonality: difficulties of finding skilled staff in high season
U High staff turnover and low level of staff dedication

U Lack of tradition in tourism services and culture
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8. CONCLUSIONS AND RECCOMENDATIONS

In Mongolia, tourism should be supported and promoted as a means to ensure
sustainable economic development and positive social effects, preserving and

protecting the environment and heritage.

According to World Tourism Organisation, s ustainable tourism development
requires the informed participation of all relevant stakeholders, as well as strong

political leadership to ensure wide participation and consensus building.

Achieving sustainable tourism is a continuous process and it requires constant
monitoring of impacts, i ntroducing the necessary preventive and/or corrective
measures.

Sustainable tourism should also maintain a high level of tourist satisfaction and
ensure a meaningful experience to the tourists, raising their awareness about

sustainability issues and promoting sustainable tourism practices among them.

Mongoliads economic devel opment i's subject
distance and isolation and tourism can overcome some of the development

constraints caused by these two factors. Tourism alsohasthe advantage that isolation

in itself can form an attraction and has the power to support economic and social
development outside of the present economic centres of the country (wide spaces of
Mongoliads countryside with t hay, towists seekf nat u
remote, unspoiled places and in this context tourism can bring social and economic
development to locations where no other economic activities take place (like

Khovsgul area).

In this study we will underline the socio -economic and environmental aspects of
tourism development in Mongolia by giving recommendations on main related

issues.
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8.1. GENERAL RECOMMENDATIONS

U improve national tourism statistics and undertake studies on socio -economic
impact of tourism (Government should be able to assesthe socioc-economic
impact of tourism. The formulation of national tourism development policies
should not be hindered by lack of data) - Statistical resources are still limited,

although the Yearbook of Tourism Statistics and the visitor survey exis ts.

U public programmes and media activities should be undertaken to enhance

awareness about the role of tourism

U prepare tourism master plans, including tourism development and marketing
strategy (i ntegrated within countrydevelopnemtr al |
objectives). The expansion of tourism must be guided according to a coherent
development policy in order to be successful economically and sustainable,

without creating environmental and social problems.

U monitor and assess the impact of tourism (establishing inter-ministerial
committees that include also representatives of the tourism industry to monitor

the implementation of tourism plans and strategies)

U public -private partnership should be strengthened in tourism development
planning, tourism promotion, infrastructure development, product development,
community based tourism initiatives, human resources development; joint efforts
and active participation of government, non -government institutions and the
private sector to achieve the mission to make Mongolia a world known tourism

destination, should be strengthened.

U Mongolia needs larger amounts of foreign funds and direct investments to

develop tourism sector and implement important tourism projects.
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foster and support the micro, small and m edium -sized enterprises (to ensure

locally based opportunities for engagement in tourism)

facilitate tourism -related micro, small and medium - sized enterprises with easier
access to capital, also through micro financing and marketing schemes, funding
streams must be determined to support the development. It is necessary to
support access to credit and also allocate more budget funds for tourism

development.

enhance Community based tourism approaches and bring the initiatives into the

national policy and regulations

to foster the Community based tourism in Mongolia, the government should
encourage co-operation between local communities and the tourism industry
improve credit access for local communities, support the establishment of
networking initiativ  es (like Nomadic Urtuu Network) and support the work of
organisations (like Community based tourism network) that provide training and

assistance to local communities, engaged in tourism.

special emphasis sould be given on conservation of authentic tradi tional
n o ma autde, including genuine Mongolian dishes and foodstuffs in tourism
offer. Tourists want to be part of Mongolian nature, people and culture while
staying there, especially in the countryside. No artificial production of cultural

customs will be accepted.
encourage private entities in remote areas to develop tourism initiatives also for
the benefit of local communities. It is important to increase the employment

possibilities in rural areas also through co-operation with tourism industry

promote local resources, arts and crafts to increase the income level
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improve the quality, capacity and skills of human resources ; training of
government tourism officials, lecturers (trainers) in tourism education, employees
in tourism industry and adviso ry services and also improve the skills of poor
people engaged in tourism through training and upgrading the skills related to

tourism services. Country should first asses current and future training
requirements in tourism sector (undertaking surveys) and establish national
tourism training plan (maybe establishing a national tourism training committee,
involving representatives of the government, training institutes and the tourism

industry)

government should foster tourism networks and clusters as part of the bottom-

up approach of tourism development.

information and communication technologies can contribute significantly to
touri sm expans.i cdvancet ICA infiastructuie ynd aenvices are

needed and capabilities to utilize ICT need to be strengthened

facilitation of travel and development of transport and other tourism drelated

infrastructure is urgently needed

identification of transport infrastructure (including physical infrastructure -
better roads and more flights) and services improvements for joint benefit of
tourists, travellers and local communities . It is necessary to provide financial
resources to create reliable transportation options that can cover the tourism
market needs. In case of new infrastructure development, negative effects on
environment should be minimised, maintaining as much as possible, the

wonderful natural physical environment of Mongolia.

Marketing and Communication Strategy has to be clearly designed |,

professionally implemented and monitored
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U more active promotion of tourism possibilities in Mongolia, especially on
international mar ket s, shoul dimpooge thto n e .
performance of existing and to identify new international marketing channels.
The government should ensure the long term fundi ng for marketing initiatives
and give greater support to private companies in designing and implementing
their marketing activities (providing training and financial support for marketing

initiatives) that should reflect the National Marketing strategy obj ectives.

U destination marketing policy should be designed and adopted at all levels
(including identity creation and branding) . There is urgent need to shape and
promote a clear image of the country; to be effective, national branding for
tourism requires private companies, NGOs and the government to contribute to
the development of a national tourism identity. Significant financial funds will
be required , directly from the government, d onor agencies or other sources andit

is important that this financial requirement is understood, planned and provided.

U tourism market segmentation and positioning of Mongolia as a tourism
destination should be improved . Mongolia has a greatvariety of tourist products
and destinations that already attract international visi tors, but has not clearly
identified and understood the needs of the principle segments of tourists that are
most likely to purchase the tourist products. Geographic, demographic and
socio-economic principles of segmentation have to be considered and combined.
And of course, products, accommodation facilities and services must be
improved in order to perfectly meet the required standards and to satisfy the

real needs of principle segments of visitors.

8.2. RECCOMENDATIONS FOR THE (LOW -COST) IMPROVEMENT O F THE
MONGOLIAN TOURISM SECTOR IN THE =~ SHORT TERM PERIOD

SKILLS IMPROVEMENT
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Tourism sector in Mongolia is strongly characterized by lack of skilled staff at
different levels, affected also by high seasonality of Mongolian tourism sector.
Lack of knowledge and skills is a problem, that goes throughout the whole
tourism sector, from the management level, to the operational staff. Of course, the
problem is most felt on operational level, where direct contacts with tourists

clearly demonstrate the professional level of employed staff.

Training opportunities in Mongolian tourism sector are limited also by lack of
professional training institutions with training programmes prepared on the basis

of existing training needs.

SKILLS THAT HAVE TO BE URGENTLY IMPR OVED
U At operational level :

- the knowledge of foreign languages, at least English, is urgently to be
improved (waiters, receptionists, drivers, shop assistants, etc.). The staff
cannot satisfy touristsd needs if there
them.

- Accommodation skills (housekeeping, cleaning, ordinary maintenance,
etc.)

- Hotel and restaurant front office management

- Aspects of serving food and drinks

- Sanitation and cleaning skills; understanding of international standards is
required

- Customer service and communication skills

U At management level needs for improvement of following skills have been
identified:
- basic concepts in international tourism
- destination management,

- accommodation management,
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- international standards regarding accommodation facilities, services,
hygiene and sanitation,

- marketing and promotion (tools, channels for international promotion)

U Team working : knowledge regarding cooperative teamwork has to be

introduced to all levels in tourism sector. Benefits of the teamwork concep t;
(people working together cooperatively as a team in order to accomplish the

same objectives)should be taught and really accepted by trainees;

U Training of trainers and on the job training

Besides classic theoretic training approach, practical demongration workshops have
to be organised in order to give the possibility to the trainees to better understand,

experience and practice.

NETWORKING AND IMPROVEMENT OF COLLABORATION OF MAIN
STAKEHOLDERS IN TOURISM SECTOR

Networking, cooperation and partne rship in tourism industry is the response to the
changing environment of the tourism industry. Tourism companies and institutions

are nowadays required to implement drastic management changes: they should
adopt a systemic approach and become actively involved in formal and informal
networks in order to increase efficiency, product and service quality, to gain a

sustainable edge and face the competitive context of international tourism.

Insufficient collaboration between companies engaged in tourism sector (tour
operators, travel companies, hotels, etc.) in Mongolia was clearly identified. Tourism
companies should better understand benefits from establishing more formal and
structured collaboration (not only sporadic collaboration, based on present needs,

lik e exchanging drivers or guides for a certain tour).

For tourism companies it is necessary to understand that creating networks, they can
improve their business performance and competitiveness, market position, joint

promotion options can be developed (less marketing costs for a single operator),
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training possibilities could be improved, information and experience exchange is
easier, dialogue and cooperation with other stakeholders in tourism sector is

facilitated and new tourism products d evelopment would also become easier.

Networks in tourism could be more successful with close collaboration of
supporting institutions, mai nly NGO&teat engag
are able to support the establishment and the functioning of such networks in many

different manners.

A good example of networking in tourism sector in Mongolia is a Tourist Camp
Net work oONomadic Urtuud, a network of fiftee

improve quality of their products and services.

Possibilities for networking col laboration forms should be studied also between
other stakeholders engaged in tourism sector (tour operators, transportation
companies, accommodation providers, people engaged in tourism sector - nomadic
families, souvenir producers, etc.), which can establish horizontal and/or vertical

networking forms.

A need to benchmark and learn from best practices from regions and countries

concerned with tourism and sustainable development is absolutely needed.
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INEFFICIENT MARKETING ACTIVITIES AND LACK OF COOPERATION IN
OCOUNTRY I DENTITY BUI LDI NG6 AND TOURI SM DES

Today, every country has to compete with other countries and regions for visitors,
customers, for investments, for attention and for respect. In order to compete
effectively, every country needs to be known for something: its landscapes, culture,

people, values, products or a combination of these.

Tourism is an important component of identity  -building, representing one way in
which a country can promote a particular self -image to the wider international

community.

In today's highly competitive market, many destinations - countries are adopting
branding techniques similar to those used for products in an effort to differentiate
their identities and to emphasize the uniqueness of their country as a tourism

destination.

In Mongolia, there is urgent need to shape and promote a clear image of the
country ; to be effective, national branding for tourism requires private companies,
NGOs and the government to collaborate in national tourism identity building. In
case of Mongolia, such an identity exits, embodied abroad by untouched nature and

centuries old nomadic culture.

Having a brand strategy means knowing exactly what the qualities and the unique
advantages are, knowing how to use them, how to show the world that you have
them and knowing how they add up to a whole that is distinctive, attractive and

truthful.

Brand strategy isn't about showing everything is fine when it isn't, and it certainly
isn't about switching off the supply of aid: but it is about helping tourists, investors

and consumers learn about the good things, to broaden and deepen their
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understanding of the country. It's about telling the story about the uniqueness and
the opportunities that the country has got, and givi ng it a chance to prosper in the

global marketplace.

Mongolia is progressing, certainly faster than its reputation can keep up with
Mongolia does not have time to wait until the world finally realises how much
progress in tourism was made and what Mongol ia is today able to offer.
Destination branding has the power to change a perception and the way of
thinking to Mongolia as a tourism destination, including observing the difference

between this country and other countries to be chosen as a destination.

Of course, to create a destination image and establish a destination brand,
significant financial funds will be required , directly from the government, donor
agencies or other sources. Anyway, it is important that this financial requirement

is understood, p lanned and provided.

A common, overall brand identity will represent the cornerstone of a new
Marketing and Communication Strategy which has to be clearly designed ,
professionally implemented and monitored by the national destination marketing

body. Such an organisation should be established or identified among existing
government and/or non -government agencies and organisation. The cooperation

and involvement of private sector should be also considered.

A country brand (one presentation, one logo) should be developed in a way to
allow the development of sub -brands for main destinations that represent a
competitive advantage of Mongolia and to develop brands for special events and
yearly themes. Today, many brands in Mongolian tourism exist, but there is no
agreement about the one country brand, that would be adopted in a common,

national tourism marketing approach.
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ANNEX 1

PROGRAMME OF EXPERTSO VI SIT TO MONGOLI

TIME ACTIVITY PLACE

September3rd, 2008

Mr. Nergui , -President of Touris m
Development council of MNCCI
President of New Juulchin World Tours
Co.,Ltd

D. Narantsetseg 0 director of Sales and New Juulchin World Tour
15:0017:30
marketing, New Juulchin World Tours Co., Co.,Ltd

Ltd.

Ganzorig Bat -Ochir, director Nomadic
Urtuu Llc , Introduction of Nuudelchdiin

Urtuu network

September 4h, 2008

Mr. Erdenebat, Vice president, Mongolian _
10:00- 11:00 MTA office
Tourism Association

11:30- 14.00 Round table with tourism companies MNCCI

Uyanga Dashdavaa 0 President of Juulchin

Tourism Corpo ration

Tuul Erdenegarid & Managing director of

Natur Tours Mongolia Co., Ltd.

M. Navchaa & Marketing director of

Tsolmon travel Co., Ltd.

Ms. Lutaa Enkhnasan, deputy director of o
Ministry of Road,
14:30:16:00 Tourism Department, Ministry o f Road, _
_ Transport and tourism
Transport and tour ism
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September 5th, 2008

9.000 10.00

G. Dembereldorj - Mongolian Association
for Conservation of Nature and MNCCI

environment

10.00612.30

Round table with tourism companies MNCCI

Dashdavaa Tuul o general director of

Explore Travel Co., Ltd.

Narmandakh Gombo & managing director

of Shuren Travel Services, Ltd .

Chimgee & general director of Mongol Altai

Tour Co., Ltd.

D. Delgermaa & executive director of Genco

Tour

14:30617.00

Meeting with Mrs. Mag van Oyunchimeg ,
Vice chairperson, MNCCI MNCCI

Resume of all the meetings

September 6th, 2008

U Visit to the Museum of Natural
History , Ulaanbaatar

U Visit to the National Museum of
Mongolia, Ulaanbaatar (visit guided
by Mr. Dembereldorj (MACNE)

U Visit to the Gandantegchenling

Monastery, Ulaanbaatar

September 7th, 2008

Morning

Transfer to Dalanzadgad /South Gobi/

Evening

Arrival in Dalanzadgad /South Gobi/

Dalanzadgad
Mr. Damba DARGAKHUU 6 Working

dinner with the president of Chamber of
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Commerce and Industry in South Gobi

province, MACNE official

September 8h, 2008

9:30012.00

Meetings with tour companies

introduction with the tourism development

in Gobi area at Dalanzadgad city; Mr. D.
Darghakhuu (MACNE), Tovshin Shanhat
LLC, Shonkhor Gobi, 6 Gobi Tour 6

camp

South Gobi Dalanzadgad

Travel to Yoliin Am destination

(Zuunsaikhan Uul).

Staying at ger camp and meeting with the
management of the camp & T. Tseenyambuu,

director of New Tovshin tourist company

Yolin Am

September 9, 2008

Leave Yoliin Am for Bayanzag -Ongiin Khiid
/tourism destinations/ staying at ger camp
and meeting of the management of the ger

camp

Bayanzag-Ongiin Khiid

September 100, 2008

Leave Ongiin Khiid for Baga Gazriin Chuluu
/tourism destinations/ staying at ger camp

and meeting the management of the camp

Baga Gazriin Chuluu

September 11, 2008

Morning

Leave Baga Gazriin Chuluu for UB

Afternoon

Arrival in UB

September 120, 2008

6:00

Departure to Italy

Ulaanbaatar
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ANNEX 2

F——
Service and
Documentalion Cenlre
p for International

Economic Cooperation

==

PROJECT: »EUROPEAN 1T ASIAN INTEGRATION IN
SUSTAINABLE TOURISM MANAGEMENT (ASIAN-TOUR)«

MONGOLIAN TOUR OPERATORS QUESTIONNAIRE

1. IDENTIFICATION DATA

a) Name of the company:
b) Location, Aimag :
c) E-mail:
d) Web site:
e) Contact person:
f) Position within the company:
g) Number of employees:
h) Turnover in 2007 (please, mark the answer!)
A) up to 100.000 USD B) from 100.000 to 500.000 USD

C) from 500.000. to 1.000.000 USD D) above 1.000.000 USD

1) Ownership of the company(please, mark the answers!):

A) private B) public C) foreign capital participation in %
j) Your clients structure (in %) national %
international %
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