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Abstract

hMaster plans and strategies hawve been developed as a means of providing
palicy and planning direction in tourism planning and development, The value
of these plans has previously been assessed based on how effectively they are
implemented within a specified time and budget, especially at the subnational
level. Howewer, many master plans and strategies are not adequately
implermented resulting in a situation where many of them just "sit on the
shelf”. Lack of implementation is the result of several factors including lack of
political will, inadequate competencies on the part of those responsible for
implementation, scarce resources, poorly functioning administrative
structures and in some cases policies and strategies that are not seen as
responding to sub national issues and concerns,

In this article, the authors reflect on avarety of plans that they hawve worked on
in Southeast Asia to provide some future direction for maore effective
development and implementation of such plans. Based on this experience
there are a number of lessons learned identified and discussed in the article:
the need for strategic and data gathering and analysis; integrated stakeholder
management; incorporating change management and tactical planning inta
the decision-making process; increasing the capacity of supply chains; the
adoption of new destination governance models; and increasing the capacity
of those involved in tourism planning and development.

Keywords: tourism, tourism development, Implementation, stakeholder
managemeant, planning, tourism planning and development, Southeast Asia,

ASEAN
TOURISM PLANMNING IN 50OUTHEAST ASIA

The authors have been involved in tourism planning in the Southeast Asian
region for over 20vears. Walter Jamieson led the first Association of Southeast
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Asian Mations (ASEAN) Tourism Strategic Plan [ATSP 2011-2015] and the first
ASEAN Tourism Marketing Strategy (ATMS 2012-2015). Walter Jamieson and
Michelle Jamieson completed the ATMS 2017-2020, adopted by the 10
member economies in July 2017(the ATSP 2016-2025 was not developed by
the authors but another consultant), Walter was also the consultant on the
updating of the Greater Mekong Subregion (GMS) Tourism Sector Strategy
2016-2025.

The ASEAM countries, in the case of the GMS, have taken a lead in working
together to ensure that the region and the subregion benefit from the full
potential of tourism development. This activity represents a significant
initiative that requires regional cooperation and partnerships on a range of
tourism issues within the context of a larger set of regional policy and
cooperative engagements.

Figure 1 provides the sequence of regional plans and strategies discussed in
this article.
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Figure 1: Regional Plans and Strategies

The ASEAN Region

With a population of more than 600 million, the Southeast Asiam region
includes 10 countries - Brunei, Cambodia, Indonesia, Laos, Malaysia,
Myanmar, Singapore, Philippines, Thailand, and Viet Mam — which are all
members of ASEAN. Established 50vears ago, ASEAM was primarily a means to
assist political and security issues in the region. Within ASEAN there is a strong
focus on collaboration between all the member economies in order to achiewe
sustainable economic growth, and social and cultural progress in the region.
The functional areas of ASEAMN have a wide focus, with tourism recognized as
an important development area.

southeast Asian countries have varying levels of development and capacity,
meaning there are challenges to preparing strategies and policies that
effectively represent the region and are implementable, Between the top
economies as measured by GDP, such as Singapore, and the developing
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countries such as Myanmar and Cambodia, there are considerable differences
in capacity, These disparities influemnce the opportunities for the full
realization of a single ASEAM tourism destination. In spite of this reality,

important advances have been made in developing a wnified regional
destination.

ASEAN TOURISM CONTEXT

The rate of growth of tourism in Southeast Asia shows a steady increase and
potential for further development. According to the UNWTO World Tourism
Barometer [2017], Southeast Asia welcomed 113.2 million international
visitors in 20016, an increase of B.6% from 2015 As the influx of visitors
continues and the impacts of “overtourism” are now being felt in several parts
of the region, the countries recognize the need to ensure that their tourism
development is responsible and inclusive,

The total contribution of travel and tourism to GDP. as reported by the World
Travel & Tourism Council, was $301.1 billion in 2016. Tourism in Southeast Asia
in 2016 made a total contribution of 11.8% to GDP, which is forecast to rise
B5.9% in 2017 (WTTC, 2017). More than 30 million jobs contributed to travel
and towrism in the ASEAMN region in 2016 and this is expected to increase by
3.7% in 2017, to over 31 million (WTTEC, 2017). Travel and tourism are
projected to account for 15% of GDP by 2025, based on the ASEAN Tourism
Strategic Plan 20016-2025.

s part of ongoing efforts, ASEAN is working to fulfill the United Mations' 17
Sustainable Development Goals (50Gs). There is a strong commitment to
reducing poverty and narrowing the development gap within and between
countries, promoting sustainable development of micra, small and medium
enterprises, promoting sustainable tourism cooperation, and enhancing
cultural exchange and cooperation [ASEAM, 2016).

ASEANM Tourism Strategic Plans [ATSP)

Onie of the first stages in fully realizing the tourism potential of the region was
the development of the first comprehensive tourism strategic plan, the ASEAN
Towrism Strategic Plan (ATSP)] 2011-2015. The development of the plam
involved a highly participative process to ensure all 10 member economies
where engaged and represented, along with consultations with a variety of
public and private sector stakeholders. The plan set out a balanced set of
actions and activities guided by the wvision: "by 2015, ASEAN will provide an
increasing number of visitors to the region with authentic and diverse
products, enhanced connectivity, a safe and secure environment, increased
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guality of services, while at the same time ensuring an increased quality of life

and opportunities for residents through responsible and sustainable tourism
development by working effectively with a wide range of stakeholders "

The plan was organized around three sets of strategic directions:

=« The development of experiential and innovative regional products and
creative marketing and investment strategies;

# Increasing the guality of human resources, services and facilities in the
region; and

#» Enhancing and accelerating travel facilitation and ASEAN connectivity.

To continue the momentum from 2011-2015, the ATSP 2016-2025 was
developed, putting significant focus on the marketing and development of
pxperiences to increase traveler arrivals. The ATSP 21016-2025 presents a
vision for ASEAM tourism over the next decade:; "by 2025, ASEAN will be a
guality tourism destination offering a unique, diverse ASEAN experience, and
will be committed to responsible, sustainable, inclusive and balanced tourism
development, to contribute significantly to the socioeconomic well-being of
ASEAN people.”

The plan had two strategic directions that included a variety of strategic
actions: enhance the competitiveness of ASEAM as a single tourism destination
ard ensure that ASEAN tourism s sustainable and inclusive(mote: the ATSP
2016-2025 was not completed by the authors).

ASEAN Tourism Marketing Strategy [ATMS)

The themes proposed in the ATMS 2012-2015 were closely aligned and
followed the same development process as the ATSP 2011-2015,which were
adventure travel, semior long stay, business travel and experiential travel, As
part of the report ASEAN Short Term Marketing Strotegy for the Experientiol
ond Creative Markets (2013), food was identified as a theme and an area of
fercus.

The ATMS 2017-2020 built on the previous marketing strategy. Part of the
thallenge for positioning ASEAM is a lack of finandal and regional human
resources allocated to the overall marketing tasks. Based on this reality, the
ATMS takes a realistic approach, focusing on digital activities and utilizing
partnerships that allow for the successful implementation of marketing activities,
A5 major promotions are designed for the region, destinations continue to
develop their individusal tourism and marketing strategies, themwes and
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experences, creating a need for carefully balancing themes and directions.

Greater Mekong Subregion

Within the ASEAN region there is another grouping of countries that work
together, known as the Greater Mekong Subregion (GMS), which comprises
Cambodia, Yunnan Province and Guangxi Zhuang Autonomous Region in the
People's Republic of China [PRC], the Lao People's Democratic Republic (Lag
PDR), Myanmar, Thailand and Viet Mam, all connected by the Mekong River.
The GM3 works to develop the Greater Mekong Subregion as a single tourism
destination. The GMS recently adopted the Greater Mekong Subregion [GMS)
Towrism Sector Strategy 2016-2025[MTCOD, 2017}, The vision for the region is:
“Towrism in the Greater Mekong Subregion is integrated, prosperows,
equitable, and resilient, with effective partnerships and knowledge
management”. The strategy outlines five strategic directions that allow for a
*competitive, balanced and sustainable destination™: human resource
development; infrastructure improvement; traveler experience and service
enhancement; creative marketing and promotion; and travel facilitation. The
GRS, through the Mekong Tourism Coordinating Office (MTCO), s carrying out
a marketing strategy based on the Experience Mekong: Greater Mekong
Subregion Tourism Morketing Strotegy and Action Plon 2015-2020 (MTCO,
2015}

Strategic Reflections

Az would be expected given the largely similar geographic concerns of the twio
regional groupings, the owverall strategic directions and approaches share
similarities, especially the value placed on sustainable and inclusive
development. Both regions are experiencing considerable growth, with
tourism seen as a significant potential generator of economic and soclal
development. The ASEAM and GMS planning initiatives are concerned with
directing tourism to secondary destinations thereby assisting the distribution
of revenue from tourism activities, a challenge common to both regions.
Capacity issues are also common to both.

The significant imvestment in time and energy spent developing these various
strategiesis to be applauded. The challenge, as with many exercises dealing
with less-developed countries, is related to the ability of the regions, but more
importantly the subnational levels of tourism planning and development, to
implement the original plans and strategles

IMPLEMENTING REGIOMNAL PLANS AND STRATEGIES

In mcst countries it s the responsibility of subnational authorities [provinces,
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states, districts, cities etc.) to ensure that regional and national plans are
implemented. However, too often, regional and national plans are more
sophisticated and complex than the appropriate regulatory frameworks and
levels of capacity at the local level, resulting in the plans literally “sitting on the
shelf”. Problems with implementation are in fact due to the gap between the
capacities and skills of those responsible forimplementation and their political
masters, who may or may not share the appropriateness, urgency or relevance
of largerscale tourism plans.

In order to develop a context for the implementation of regional strategies and
plans, the authors have developed a conceptual mind map of integrated
responsible tourism destination planning and development, shown in Figure 2.
This conceptual mind map outlines a number of issues that need to be
considered in any systemic approach to policy and plan implementation at the
destination level. The issue of destination planning and development is a
major topic with a number of perspectives and definitions. As discussed later,
the concept is moving beyond the narrow definition of existing destination
marketing organizations. For a thorough discussion of destination
management please refer to Destination management: plans and
practitioners perspectives in New Zealand (Pearce, 2016).

o)

Data Gathering >
) and Analysis gl

Integrated Responsible Tourism
Destination Planning &
Development

A [ Economic |
L Development

Marketing, Branding &
Communications

*

6]

®

Experience
Development

)

Figure 2: Integrated Responsible Tourism Destination Management

Based on this conceptual framework, Table 1 outlines the activities and
concerns behind the various dimensions of the destination management
process, which is useful in understanding the range of responsibilities and
stakeholders and the need for anintegrated approach.
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Flanming Dimunsinns

Related Compelensivs

Capacity Huilding

Compelency-hazed leaming. degree programs, on<the-job
trainisg, exchasges, vocational, mlest managemen, raining,
em-poimg prodessional developement, Solmes leming,
cerificales, diplomas, montomng.

Cralnival & MNaparal Heneige
Blinagemen!

Herilags se sanapgenmenst, inlepretalion, sortelling,
camying capacies, Festivals aml evinls. Bngdble and

iniangible heritage. livimg cultures, visilor managemeni plans.

Diata Cimhensg & Amlysis, T

Avralyes, customer mlivalion., dala parhering. Tulures, KPE,
prototyping and testing. smlegic research

Ecomomic Developnsent

Esaalslishing cooperatives, imcentives, local and regionel
Turding schemes, povimy meduction, SME devilopisenl, tax
schemes.

Environmenial Protection & Conrral

Carying capacities, climate change, environmental controls,

st biildinge, greenang, resilience

Expersence Developmeni

Dwesiga: Cirowits, clusters, experience design, packages, routes,
eralls, venue management, design thisking

Mamagement: MICE, evenis, food & beverage, entertainment.
genenl shopping, local handicrafis, theme parks, culire,

Ealure, adveniure, marine,

Govemanoe

Agile decision makisg. destination managemant, MGOs,
parinerships, slakebalder manageneent, miegrmod whole

nimnl ches, elRwernimenl,

Marketing, Branding &

Comnmunications

Brand developmend, markel research, momdioring, promotson,
distributson, digital media, media relations, social media.

Folicy, Planming, Dexign

Carrying capacity. development cantral, land -use plannang.,
master planning. placemaking, public paricipation, resilience
plansang, 1seieal planning, urhan design, huildmg design,
signags, Wy limding, grecning, suppon For anmavation,

Service Design

U s MEer jOUMEY assessmenl, cushamer relalions
mnanagement, experience design, quality assurance and
contrul. service mwdits, standards development

Services

Privite: Avccomivcsdatsnn, parn transs, food and beveroge,
entirtaanment, Ginancial services, hialth services, mirmalion
and communacation technology, recreational facilities, sharing
COONKTY SETVICES.

Frolaliv Waner, cleginicsl, emerpency sermes, avinmmmental
manapemend, garbapge removal, disposal & recyeling.
Eecespitals, imternet provision. open space, disister planming,
fire, police, 10T, fublic rasit.

Social Dievebopmest

Empowerment and gender programs, commmuniby
developmeni, cooperatives, social epterprises, social

| AERRTET,

Table 1: Planning Dimensions and Related Competencies Required in the
Implementation of Regional Strategies at Destination Level

Given the complex nature of the implementation process, it the region is to move
towards more effective tourism development implementation there must be
recognition that an enabling emvironment and framewaork must be designed in
order to meet 3 seres of regional imperatives, illustrated in Figure 3,
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Figure 3: ASEAM Regional Imperatives

Figure 4 provides the authors' insight into the issues that are felt to be
essential im meeting the regional imperatives presented in Figure 4, Many of
these insights are designed to provide an enabling environment to ensure that
regional and natiomal plans are effectively putin place,

i y Dy elopemant of integrated

- sissphokder manapement
Sirategies for mode

Regiana) and

WEE R,

Figure 4: Essential Sub Mational Tourism |ssues

Strategic Data Gathering and Analysis

Many regional plans are developed with a comprehensive situation analysis
incorporating fact and evidence-based approaches, a sophisticated provision
of relevant statistics, trends and forces, and an understanding of the concerns
of stakeholders.

The implementation reqguires careful attention to both planned and
unimtended impacts as well as ongoing analysis and an understanding of
changing global trends and forces, However, some Southeast Asian countries
lack even the most basic capacities and structures to respond to the relative
level of sophistication of the regional planning processes, Data in many cases
is difficult to access and may in many cases be nonexistent. In some situations,
even the most basic of data sets such as international tourism arrivals may be
inadequately collected, making it difficult to provide an evidence-based
platform for decision-making. Given this reality, funding structures and
capacities are needed for the collection and analysis of finer grained data to
guide decision-making and implementation at subnational levels.
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Capacity building in ASEAM and GM5 must be seen as a long-term process that
reguires tourism authorities and other stakeholders to convince governments
to provide the necessary financial and human resources, and for the private
sector to cooperate in providing the necessary data. Even if the data gathering
and analysis capacities were in place, many of the officials responsible for
actual planning and development do not have the necessary knowledge or
capacity to use the data effectively. In both the short and long term,
international and local universities and research growps can play an important
role, working together to develop research and capacity building and data
gathering and analysis programs,

Development of Integrated Stakeholder Management Models

Too often at the local and state/provincial level simplistic, opportunistic and
politically motivated approaches to stakeholder management ocour. Many
authorities feel that it is sufficient 1o bring people around the table and hold a
few information sessions. While these types of process may be sufficient to
meet political imperatives, given the complexity of the tourism planning and
development process it is necessary that all stakeholders, including small and
medium-sized businesses, domestic and imternational wisitors, service
providers, government ministries, and the private, public and nonprofit
sectors responsible for delivering tourism experiences, have an equal place at
the table.

Existing public participation exercises, limited as they might be, are further
compromised by the silos that exist in many government departments, 'While
there may be general awareness of the need for stakeholders to work together,
politicians, and most importantly bureaucracies may be unwilling or unable to
consider integrated ways of approaching tourism planning and development.
Without this willingness to work productively together and the skills that this
requires, the potential of subnational tourism to meet national paolicies is
compromised.

Given the difficulty in achisving effective large-scale stakeholder engagement
and participation, there needs to be a willingness to consider different models
that would in fact bring together stakehalders of like interests and concerns as
part of a larger consultation on policy and planning developrment. The nature
of this process is presented in a simple conceptual approach, shown in Figure 5,
which illustrates how small groups of stakeholders either geographically or
base don interest can be incorporated into a larger process. These smaller
groups can deal with particular issues and situations augmented by interaction
among the stakeholders involeed, within a much larger process of planning,
development, preparation and implementation. These alternative models

miust be assessed and tested if the goals of widespread stakeholder
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participation and engagement are to be achieved.

Figure 5: Conceptual Stakeholder Approach

Incorporating Change Management and Tactical Planning Practices into
Decision-Making and Implementation

Itis recognized that in various public sector organizational structures there are
processes that require approvals and many stakeholder reviews, which slow
down the implementation process. However, given the fact that the tourism
environment dewelops at a much more rapid pace than previously,
organizational structures and processes need to be adapted to be more flexible
in arder to respond to changes in the environment and take advantage of
potential oppertunities that develop, Increasingly, change management must
be seen ot only as a function that allows large scale change to ocour within an
organization but rather as creating an internal environment that thrives on the
ability to adapt to global and local conditions.

Regional strategies often do not provide a policy and organizational framework
for implementing regional strategies, pelicies and directions, Inorder for there
to be successful implementation at the sub-national level there needs to be
capacity building and organizational cultures for those implementing the
strategy to develop tactical activities that support national and regional
directions. In many fields, the adoption of tactical planning is seen as one way
of dealing with the realities of capacity and decision-making structures.
Tactical planning, for the purposes of this disoussion, can be seen as short term,
small-scale interventions that inspire long-term change [Jamieson & Jamieson,
2016}, Some of the characteristics of a tactical approach are a deliberate,
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phased approach to instigating change, local ideas for local planning, and
short-term commitment with realistic expectations. Tactical planning offers a
lower rick opportunity for experimentation as short-term planning activities
can be more easily changed and usually adapted at alow cost.

The Adoption of New Destination Management Models

Many of the subnational organizations and structures responsible for
implementing regional plans are poorly positioned to implement complex and
interrelated policies and plans, Many of the organizations and authorities
responsible for implementation see their primary responsibility as marketing
and promaotion, with wider destination management concerms resting with
other stakeholders. These other stakeholders often do not have the necessary
knowledge, skill orinterest toimplemeant regional tourism strategies.

Destination Think!'s Chief Strategist, William Bakker, has suggested that
Destination Marketing Organizations [DMOs) have a stark choice to make as
they consider how to lead their destinations' success. “We can treat our
destinations as commodities and consume what we have as fast as we can at
the expense of our citizens and our enwironment, risking our long-term
viability. Or we can offer experiences that transform people by creating
memories for life, opening peaple's minds, or simply strengthening bonds with
loved ones., All while contributing to the quality of life for our citizens instead of
taking it away" [Archer, 2016},

In addition, erganizations with a primary marketing and promotion mandate
have seen their influence and roles changing with the importance of social
miedia in generating interest and travel to destinations. The realization of the
need for a wider mandate has resulted in subnational tourism planning and
development being best served by organizations that have an integrated
perspective, What is proposed is the concept of Destination, Development,
Management and Marketing Organizations [DDMMO). These DDMMOs are
seen as taking on wider mandates, possibly including the following initiatives:
social sustainability, placemaking and branding, livability and localism,
partnerships, new funding schemes, sharing economies, smart cities and crisis
management and recovery. Developing these types of organizations and
structures takes time, but must be seen as essential if Southeast Asian
destinations are to remain competitive.

For example, although destinations such as London are combine various
elements of their communication and marketing functions in order to more
effectively position their destinations as great places for tourism, investment,
living ete. The city has formed London & Partners, the official promotional
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company for London, which is a non-profit public/private partnership, funded
by the Mayor of London and a network of commercial partners. It supports
economic growth and job creation for London by attracting investment,
businesses, ewvents, wisitors and students, helping businesses o
internationalize and building London's reputation |London & Partners).

The Development of Innovative and Creative Tourism Experiences

It is generally accepted that the focus of tourism planning has moved from the
development of individual tourism products/attractions to engaged end-to-
end visitor experiences. This process has been evolving for some time, based
on the early work of several practitioners, particularly Pine and Gilmore's
11993 'experience economy”’ which recognizes that the consumer no longer
pays for a basic service, but a complete experience,

While in some instances, a visitor experience may naturally present itself, in
miost cases an experience needs to be curated, packaged and designed for a
destination visitor, This has led to an increasing understanding that experience
design must be incorporated into to the tourism, service and the experience
economy sectors.  Experience design includes the way experiences are
imagined, communicated and constructed by both producers and consumers,
and is very much an interdisciplinary activity involving a wide range of
stakeholders. However, very often those responsible for tourism development,
and in fact marketing and promotion, lack the necessary creative skills and
international orientation to begin to develop experiences that meet the needs
of an increasingly sophisticated and demanding customer group who are
loaking for authentic experiences and memaories. Experience designers need
to be skilled in research, social media, use of partnerships, design thinking,
maximizing visitor journeys and being aware of the potential of virtual reality.
& with many other aspects of the implementation process international
experts with this skill and knowledge set should be incorporated into the
experience development process.

Increasing the Capacity of Supply Chains

One goal of the ATSP 2016-2025 is to encourage tourism development im
second and third tier cities, Increasing the capacity of national and local supply
chains to meet the needs of ever-growing tourism |5 an avenue that should be
pursued, This can be achieved across many areas of economic and community
activity, with food having significant promise as an important development
tool. The authors explore the potential of food tourism in a forthcoming article
titled Developing Responsible Food Tourism Experiences in Southeast Asia,
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Supply chains are complex and require sophisticated approaches if tourism is
to increase the quality of life and well-being of local people, especially those
not directly invoheed in the delivery of the tourism experience. For example, in
food tourism there is a need to move beyond the farm to table concept to ane
that incorporates the entire production, processing and consumption process.
Inarder for tourism to impact wider sections of the population tourism supply
chains should be re engineered to meet development goals "by increasing
direct market access for.. encouraging tourism enterprises to introduce
supplier codes of conduct to ensure fair pricing and trade agreement, building
a supportive business environment for local suppliers, celebrating local food as
part of the tourism product, and facilitating trading relations between hotels,
restaurants and local suppliers” [UNWTO, 2015),

Additionally, the public and private sectors, working with the development
community, should suppoert small and medium-sized enterprises in both
praduction and consumption, encouraging the establishment of community-
based food and bewverage operations. This reguires technical assistance,
access to credit and support for marketing and promotion.

Increasing Private and Public Sector Tourism Planning and Development
Capacities

In Southeast Asia most key stakeholders at the subnational level do not have
formal tourism backgrounds and even fewer have planning backgrounds. This
capacity gap has to be bridged in order to effect change and meet a wide range
of societal goals and objectives [lamiesen & Jamieson 2016],

The regional plans and strategies discussed in this article incorporate strategic
actions, directions and activities necessary to upgrade the capacities of all
stakeholders. While these national and regional goals are comprehensive, in
many cases the necessary capacity and structure to actually implement
capacity building initiatives at the appropriate levels is limited by alack of
financial resources, poor political willingness, few qualified educators and
trainers and the lack of time and money of many low-income people to
undertake full-time education, even when it is available.

One positive ASEAN capacity building activity was the adoption of the Mutual
Recognition Arrangement on Tourism Professionals (MRA-TP) (ASEAN, 2013),
which was a significant milestone, as the member economies recognized the
need for capacity development on a regional basis to meet a range of tourism
objectives. The MRBA-TP established competencies amd detailed delivery
mechanisms for 32 job profiles including positions in hotel services, front
office, housekeeping, travel services and, importantly, food and beverage
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Services,

Howewer, many crucial public-sector issues and concerns need to be addressed
and strategies agreed to develop and deliver appropriate learning to those
invalved in the tourism palicy and implementation process. The challenge isto
first hawe regional, national and subnational stakeholders agree on a set of
competencies and knowledge for those involved in the tourism planning and
development process. Table 2 provides a possible list of tourism planning and
development competencies and knowledge based on the work of the authors
as well as colleagues from the School of Travel Industry Management at the
University of Hawaii. Based on an agreement of essential knowledge and
competency sets, there is a need for an assessment of the ability and
willingness of educational providers to develop the necessary learning
packages and delivery systems. At least in the short term, careful consideration
of existing planning, tourism, management and organizational programs
would allow for the development of an interdisciplinary program requiring two
new courses and learning packages. What would be required are introductory
and capstone courses to set the academic context for tourism planning and
development. This process of development would be best done at the regional
level with an exchange of course materials and experience. Without this type
of capacity element, it is unlikely that there would be the ability to strategically
implement regional and national plans. One possibility for the funding and
development of such an initiative could follow the same process as the MRA-
TF, in which major development funding from the Australian government
together with expertise from within the country were the catalyst for the
development of the capacity framework,

Conceptual, Industry and Global Understanding {Concepts, Economics, Glebal Systems,

Industry Development)

o Towirism Tisaved awd Hogpiratiy Indvtry Congeptn! Understanding: Strategic and conceptual
understanding of toensm, hospitality, destinations, travel, tour and franspoetation management, resord,
heupitality, hotel, real estate and fractional cwnership management, restaarant, food and beverage
Mmaagemen,

» (ilahal Undersranding, Towrion Economics, Svstems Thinking and Perspectives: Understandig
glohalism and international commitment and management impacts, systems, holistic thmking and
ecanomics related to resont and destimation management.

o Imaestry Development and Understamding: Working knowledge and expenience of the travel (resort
and destmation ) mdustry including either previous expenence andior fiehl'working experience
applying relevamt hackground withen a real world context,
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argani zations,

Cricical Analvsis {Critheal Thimking, Hiseareh Methods, Applisd Reseirch)

# Appited Rerearck Werods Essential rescanch technigues which may be of benefit in anabying the
resulis used in applied organiziional resort and desiimation management setings. The inlention is 1o
understand their use in tenms of methodology, accuracy, valsdity and relabilivg.

| & Oriivad Thiskieg, Rexearchy ama Analtysir Critical thinkmng, mescarch methesds and analyasis related 1o

the reson destination management industry. Research methods include identifying sources

ofinfomeaiion and assinvilating information, usisg quantiative tools to analyze, derve meaning, and
solve problemns amd the ohilsty 1o sdopt & larger perspective, o concepiualize and mtegraie ideas inbo

systems of thearies

Srategic Developsaent |Leadsrship, Change, Srategy, Pokoy, Planning, Sustainabdity, Responsibilivy,

DBecision Making|

» Sroregd Leagerghip and Orgondotianal Change: Ovganizational development and Babaviar,
leadership menagerment, visicrng and decision-making arsd maragemert of organizaticens, orisis srd
destinaticn change, problem soheing. conflct, facilfabon, corsensus building and negotiation skills
and tramwark/team-building sithin resort and destinaticn management.

@& Innovation, Technology ond Eefrepreveursiip: fmnovation, enfrepreneurship, oeativity, futures
thinking and dewelopmsent, innovation, entre prenaurship, creativity, infarmation and communication
techrakagy

& Falicy, Plonaning ond Sirotegis Devslopment; Policy and planning skills, project managemant skills,
resart plamning and development, destinatsan planning and developrsent, nafursl resounces and land-
ume planrang. impact sssessment and development, culboral impact and resources planining and
development, strategic management skilks, commaunity dewelopment, building partnerships and
pecdicy amd lasning Tor resart ared dastanation Managemel

# Sushminabiity and Aespansibiy: Sustairable develcoment and management, social resporsibility,
waluss ard enhical management, efviranmssal, sacial, cultursl and ecomamic irguests arel aralysis,
and diversity, culbural armd indigencas understanding snd sensitivity related to rescet and destination
Marage maer.

Table 2: Possible List of Tourism Planning and Developrment Competencies and
knowladge

Final Thoughts

While significant adwances have been made at the regional level and to a lesser
extent at national levels of tourism planning and development in Southeast
Asia, there are still significant gaps in the capacities of subnational
governments to implement these plans and ensure responsible developrment.
It will take time before the tourism authorities at the sub national level are in a
position to effectively and efficiently implement the strategies of the regional
plans. The authors hope that this discussion encourages a debate on the
development of the directions put forward in this article.
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