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BHUTAN
Happiness is a place.
[image: Image result for bhutan]
(Tigers nest monastery)
This Review identifies Bhutan as a potential country to be promoted and marketed by a particular group of travel agents. The review outlines all information needed, Infographics, Market segment, type of traveller and stage of life cycle.
Bhutan as a holiday destination would be treated as a one-off trip to really experience the rich culture and history and to determine what it really means to be Bhutanese, basically as stated by Gilbert (1990) the total experience, an amalgam of different goods and services offered as an activity experience to the tourist (Gilbert 1990: 20). Post tourists (Feifer 1985), seeking authenticity, well managed, tailored experiences that allow them to become familiar and accustomed to their chosen destination. This is not your sun, sea and sand holiday rather a cultural tourism product for culturally motivated tourists. It emulates the four realms of experience (Gibson) where travellers can truly escape, being subject to a place that is pleasing to the senses and on a cosmetic level, be educated by a different culture and can be entertained by the various festivals in Bhutan.
Bhutan should be at the top of your list of travel destinations, for the affluent traveller seeking a cultural experience and on a quest for self-esteem and self-actualisation. Bhutan is a Buddhist kingdom, situated between India and China. It is a unique, Independent and vibrant land. Famed for trekking, Temples, monks and meditation and where national dress is mandatory amongst the locals. The Bhutanese people favour wellbeing and happiness over gross national product, Stating Gross happiness as opposed to gross national product, and promote it throughout with inspirational life quotes situated throughout the journey from the airport to the capital of Bhutan. 
[image: ]                  [image: ]
Bhutan national dress                                                                   Inspirational quote at one of Bhutan’s national parks   

Bhutan stakeholders
Key stakeholders that promote and regulate the industry, it’s region and allows it to thrive. Tourism development within Bhutan is to provide sustainable functionality, the organisation of the tourist service or product, the managing of available resources to produce high quality service and to observe and improve the partaking and fulfilment of leisure and tourism activities.
To provide job prosperity, increased revenue and a sense of place within society and to keep the heritage and history of Bhutan alive. Tourism has an impact on Bhutan, economically the industry has grown and has been a key source of income for Bhutan, the second largest revenue producer after hydropower, providing employment across Bhutan also, however it is important that the tourism industry and the services and products provided are sustainable for the environment and culture and traditions. It can have an extremely positive social effect, allowing the exchange of cultures and personal growth and satisfaction.
 
The main institutions involved in the tourism sector is;
Bhutan tourism council – Provides all tourism information for stakeholders and visitors.
Website; www.bhutantourismcouncil.co.uk
Tour operators – ABTO/ association of Bhutanese tour operators.
Website; www.abto.org.bt
Guides association of Bhutan (GAB) is a mutual benefit organisation. It holds a database of all guides stating their qualifications, contact details and experience. The association has a code of conduct which must be adhered to and they also offer workshops and training to enhance their skills and provide an optimum professionalism to all tourists. (Bhutanessence.com, 2019) 
Hotels and restaurants.

Safety and security
Overall image of Bhutan via 2017 Bhutan tourism report statistics. (Bhutan, 2017)
[image: ]
Bhutan is considered a safe destination to travel, with low crime rates and no recent history of terrorism attacks. Petty crimes are known, such as pick pocketing but on a generally low level and requires personal vigilance. As independent travel is not permitted, travellers must book through an authorised tour operator and tour guide this provides some security and guides will take visitors to established tourism destinations and will be with tour groups whilst travelling and accompany travellers on any treks that take place. Local law and custom should be taken seriously and should be respected and adhered to whilst in Bhutan. For sacred sites, an appropriate dress code should be in place. Homosexuality is banned in Bhutan and should be noted to the LGBT community before booking any tours to this destination as discretion is required. (gov.uk, 2019)

Topography
Bhutan is an extremely mountainous country of very high altitudes, making it the ideal place for trekking, ideal for the more active traveller.  Terrain is diverse and can vary in very short distances, elevation increases from North to South. Bhutan remains carbon neutral, and by law at least 60% of the country must remain forested for future generations and makes environmental conservation one of its fundamental principles.[image: https://lh5.googleusercontent.com/KuIA-Q4Ax2EilS9Phaf7eyyd1cJRqskXJ-E24KJ4x7ynuSWgb1c5xc6UZEdw-YhSoSA0YoAxyDAdRNCiU5SpLqbAqEQt1bwZ4u9-4k8scrh64XCLw6IqLDG6oABbihDMPr0hfnd1]


Tourism
Tourism is a fairly new concept to Bhutan, it is at the early stages of life cycle, being at the implementation stage (Butler), allowing it time allowance before reaching any kind of stagnation and therefore being a lucrative destination to market and promote. Only opening its borders to tourists from 1974, which it seen just 287 tourists in the initial year. The Bhutanese government recognised the need for tourism, as it offered benefits of increased employment, increased economic Growth. Tourism offered the ability to promote the unique culture and traditions of Bhutan to the rest of civilisation, however also being extremely conscientious in its control and managing inbound tourism through a minimum daily spend and focusing on low volume tourism with the intention of preserving the Bhutanese culture, traditions and natural environment. This may be due to noticing the detrimental effect tourism had on Nepal after mass tourism, however this works in their favour as Bhutan has control of the type of traveller it attracts and how tourism will be managed. You will not see any backpackers here, rather an organised itinerary for the culture core travellers seeking a preserved environment and deep-rooted traditions. It is a unique selling point and a lucrative destination to market due to the authenticity of the destination.
Details of Minimum daily spend
A minimum daily spend is in place for international tourists, 250 dollars per day in high season and 200 dollars per day in low season, though this may sound expensive this includes all food, accommodation, transport and official guide throughout the stay. This revenue is used for free medical care and education for Bhutanese nationals and allows a sustainable approach to tourism, which helps implement and sustain the Bhutanese ethos for preservation of culture and environmental responsibility.
[image: ]The figures state’s the increase of tourism from 2012 through to 2017. 2012 seen 100,000 tourists, this increased to 250,000 tourists in 2017.
Due to being at such an early age of the life cycle, tourism figures are expected to further increase at a healthy rate but sustainable rate due to the control the Bhutanese government and stakeholders have on tourism and how it is distributed. It will be a slow process to stagnation of mass tourism, if it ever reaches that point due to the monitoring of tourism visitors. However there has been an influx of regional tourism due to not needing the same visa requirements and minimum daily spend as international tourists, this should be monitored before reaching detrimental affects

[image: ]
(Bhutan, 2017)Revenue generated from tourism, including visa fee’s and sustainable development fee which contributes to low impact tourism and preservation of Bhutan’s natural habitat.





















Destination management

Thimphu is the capital of Bhutan, lots of crafts antiques and a weekend market. Thimphu valley is perfect to visit monasteries and hiking trails.

Heart of culture and home to sacred sites.




[image: ]Paro. Home to the international airport. National museum is located here.

The most beautiful Dzong in Bhutan.

Paro is the most popular destination to market, it generates the most visitors and is also home to the only international airport.
Thimphu is a region near to Paro and should be marketed due to the festival in Thimphu being the most visited festival of Bhutan and Thimphu is also the capital of Bhutan. Some destinations in Bhutan are not automatically accessible by tourists and special permits are required to certain areas.

[image: ]
[image: ]Most international travellers are travelling via air and are doing so mainly for leisure purposes. Circuit tourism is most likely generating the 4,565 international tourists travelling by land.

(Bhutan, 2017)

Visa requirements
A visa must be applied for before entering Bhutan and will only be allocated on arrival, it will be processed by a registered tour operator or foreign travel agent. Once full payment of holiday has been received prior to travel, the visa will then be processed by Bhutan tourism council. Special entry permits to access other areas of Bhutan can be obtained from Thimphu if needed and stated on itinerary.
Airports
There is only one international Airport which is Paro Airport, weather conditions can vary and flights only operate in daylight hours so some delays are to be expected. Travellers are advised to bring an essential needed in event of delays at the airport. There are three other airports that do domestic flights, and two airline companies Bhutan airlines and Druk Air.
Airports offering direct flights to Bhutan
· Bangkok
· Delhi
· Kolkata
· Kathmandu
· Mumbai
· Bagdogra
· Gaya
· Guwahati
· Dhaka
· Changi
 (Limited, D, 2019), (Bhutanairlines.bt 2019)
[image: ]The most poplar month to visit Bhutan is in May this is due to guidance of tour guides and due to the timings of festivals and also weather conditions.

(Bhutan, 2017)

Weather in Bhutan and natural disasters.
The weather can be diverse in Bhutan depending on area visiting but generally high season is March – May and September – November, the weather is most ideal but also when the tariff is highest. Landslides are common in Monsoon season/ low season (June to August). December to February the weather can be cold but fairly nice. Bhutan is also situated on an active seismic zone, so is susceptible to earthquakes, the last recorded earthquake was in 2011, and no fatal injuries were recorded but should still be taken note of in case of event.

Regional and international tourism market.
[image: ]Indian, Bangladeshi and Chinese tourists are the highest volume of tourists visiting Bhutan, this is due to the close proximity to Bhutan, and they account for regional tourism. American are the highest volume of international tourists visiting Bhutan.


Reasons for visit
· Festivals
· Treks
· Visit Monasteries
· Wildlife
· Scenery
· Flora and fauna
· Experience a homestay
· Gross national happiness
· Culture
· Spiritual/ Buddhist culture
[image: ]Most people visiting Bhutan, are doing so vastly for cultural reasons and festivals, followed by adventure such as trekking.

[image: ]

Festivals
[image: Image result for timpu tschecu festival]
Festivals are a cultural insight into Bhutan. Usually in honour of ancient or famous gurus, monks and local people will adorn bright coloured dress and masks and will perform dances and theatrical performances.
[image: ]35.2% of travellers are travelling to Bhutan for the Thimpu Tsechu festival (Talk about the festival)

[image: ][image: ]









Treks
[image: See the source image]
Bhutan being similar to Nepal in Topography and geographically in close proximity, is popular for trekking but also more preserved and protected from mass tourism as a country. Many treks take place in Bhutan, the Druk path trek being the most popular followed by the Bumdra trek and is a chance to escape modern life and meet local people in agricultural settings.
[image: ]The most popular treks.
(Bhutan, 2017)


Wildlife and floral/fauna
Due to preserved land and forestry, Bhutan is an ideal place to birdwatch or spot wildlife that has never been witnessed before by international tourists.


Type of traveller
You can gather a concept of the type of traveller visiting Bhutan, they are generally mature, affluent people, with a good educational background and work status, they are seeking a cultural experience that is different to their social norms, allocentric by definition of traveller typology (Plog), they most likely have most of their essential needs met and are seeking self-esteem and self-actualisation. Due to being educated at a high level and being mainly employed, self employed and retired in professional careers, they are more likely to have a higher disposable income. This would be a lucrative country to sell and promote. “The segment of the culture core tourist or specific cultural tourist, in particular, is very attractive to tourism markets, being associated with people with higher levels of income and education, who are middle aged and rarely travel with children, they also seem to be less dependent on tourism seasons and show more respect and sensitivity towards the customs and environment of a destination.” (Sigala and Leslie, n.d.)
[image: ]
(Image.slideserve.com, 2019)
[image: ][image: ]Females are the most common international traveller and should be noted and promoted to clients of this gender. There is a fairly substantial difference of almost 20% of arrivals by gender.
International tourists are most commonly between the ages of 46 to 65. This should be noted and promoted to clients of this age group.

[image: ]84.7% of travellers to Bhutan hold a Bachelor’s degree or higher, this shows some significance on the type of traveller. 42.9% of travellers are employed and reflects on the research noted.



Overall Bhutan is an ideal destination for a culture core traveller of any age, naturally attracting an older clientele with a high educational background and fairly high disposable income, sensitive and respectful of their present surroundings and on a quest to seek out a fairly “new” destination to the rest of civilisation. It is safe, and has strong morals and values at the core. Attracting anyone seeking a place still untouched by mass tourism and globalisation. Due to being a destination where a traveller can be fully immersed in culture it is suitable for the individual mass tourist, the explorer or even the drifter when experiencing a homestay and fully immersing themselves by staying with a local host family and the chance to live like a local, (Cohen, 1972). “In the more fugitive, trivial association of the word exotic, the charm of a foreign place arises from the simple idea of novelty and change. We may value foreign elements not only because they are new, but because they accord more faithfully with our identity and commitments than anything our homeland could provide” (de Botton, 2002: 78)
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General Image of Bhutan as a destination

The survey has revealed that close to nine out of every ten visitors (89.6%) have
expressed that Bhutan is a safe tourist destination. Only less than 3 percent of the
visitors have reported otherwise. About 893 percent of the visitors have expressed in a
similar manner that Bhutan has a unique destination image in the region that attracts
tourists.

Figure 2.51: Bhutan is a safe tourist Figure 252 Bhutan has 2 unique

Bhutan i 2. destination image in the region
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ZUlb. U e Total arrivass, Were were /1,41/ INternauonal arrivals and 163,25/ fegional
arsivals. The international arrivals recorded a growth of 14.1% and 24.9% for regional

artivals.
Figure 1.1: Tourists arrivals over the years
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Figure 1.1: Visitor Arrival trends comparison for last 5 years

12 Categories of visitor arrivals by purpose of visit and mode of transportation used
Majority of international arrivals to Bhutan has used air as their mode of transport to

enter and exit Bhutan while majority of regional arrivals used land. 85% of the total
visitors visited Bhutan for leisure / holiday purpose.




image7.png
‘Table 2.9.1: Details of tourism earning from the international arrivals
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‘Table 2.7: Dzongkhag wise arrivals by bed nights

Drongkhag Tourist Amivals  Bed Nighls 0 share of bed
nights
Paro 6152 140571 5
Thimphu 59164 106271 261
Punakha 51,831 73179 180
Bumthang 1321 298 71
WangduePhodsang 17,781 26333 65
Haa 525 6727 17
Trongsa 5956 6548 16
Chukha 3276 3,605 09
Gasa 93 373 09
Monggar 2086 34 08
Trashigang 1886 3,408 08
Samdrupfongkhar 1682 1840 05
Lhuentse 385 990 02
Zhemgang. 259 702 02
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‘Bhutan Tourism Monitor 2017

‘The figure shows that maximum arrivals have been recorded during the months of
April, May, June, September, October and December.

Figure 1.3: Visitor arrivals by month (%)
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1.4 Major Source Markets

India continues to be our main source market in terms of visitor arrivals. For the
international segment USA, UK, Germany, China, Japan, Singapore and Thailand
continues to be our consistent source markets. The Bhutan - Korea friendship offer
resulted in increased arrivals from South Korea propelling it into the top 10 source,
‘markets for Bhutan in 2017.Following table shows the source market for 2017;
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continues to be our consistent source markets. The Bhutan - Korea friendship offer
resulted in increased arrivals from South Korea propelling it into the top 10 source
‘markets for Bhutan in 2017.Following table shows the source market for 2017;

Major source markets including regional markets by nationality

Countries Total 9 shared
Indian 172,751 727
Bangladeshi 105536 44
American 9,220 39
Chinese 6421 27
South Korean 6,048 25
Singaporean 4129 17
Thai 4047 17
British 3246 14
13

‘Bhutan Tourism Monitor 2017

German 2970 13
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Figure 2.4.2: Tourist attractive force in Bhutan
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29 Arrivals by Activity

Figure 2.8: Percentage share of international arrivals by activity
of visit
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Figure 2.5: Pexcentage distribution of international visitors visiting
‘popular Festival
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Korjey Tsechu
Gombkora

Local community festival also forms part of the tourist itinerary and attractions. These
community festivals are developed and promoted to encourage community
participation in tourism activities, tourism attractions diversification to promote lean
tourism season and regional spread of visitation.




image17.png
* ok L.

« > 0O @ & httpsy//www.tourism.govbt/uploads/attachment files/tch_buHnivHE BTM3%202017.pdf

Bhutan Tourism Monitor 2017

Figure 2.5.1: Percentage of international visitors
visiting local community festival
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26 Trekkers by Route

‘Table 2.6: Number of tourists involved in popular trek routes and percentage shares

Treking, No. of trekkers Toshare
Bumdra Trek ES 079
Bumthang Cultural Trek. 159 365

75 17

Bumthane Owl Trek
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‘Table 2.6: Number of tourists involved in popular trek routes and percentage shares

Trekking % share
Bumdra Trek 079
Bumthang Cultural Trek 365
Bumthang Owl Trek 12
Chelela Trek 108
Dagala Thousand Lakes Trek 17
Dongla Trek 016
Druk Path Trek 2751
Gangjula Trek 007
GangkarPuensum 140
Gantey Trek 20
Jomolhari Trek B4
LayaGasa Trek 733
Lingmithang - Zhemgang Trek 002
Masagang Trek. m
Merak-Sakteng 230
NabjiKorphu Community Based Trek 076
NubtsonaPata Trek 087
Punakha Winter Trek o7
Royal Manas Trek. 051
Sagala Trek 154
Samtengang Trek 202
Sinchula Trek 200
Snowman Trek 340
Wild East Rodungla Trek 085
Dur hot spring trek 002
Jiligang Pine Trail 014
Total 100.00
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210  Arrivals by Gender and Age

Figure 2.9: Percentage of international leisure
arrivals by age distribution
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Figure 29.1: International arrivals by gender
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Figure 29.1: International arrivals by gender
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211  Tourism Earnings from International Leisure tourists (in USD Million)
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Figure 2.1.1 reveals that about 50.1 percent of them have Masters/Degree and above
followed by Bachelors degree (34.6%). Similarly, figure 3 reveals that around four out of
every ten (42.9%) arrivals are employed followed by 24.2 percent who are retired.

Figure 2.1.1: Highest level of Figure 2.1.2: Employment status.
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