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INTERVIEW

We have set the goal of tripling the
number of annual travelers from

China to Colombia by 2050

The main premise here is, even though is hard to tell when
will the pandemic be over, people already know where
they want to go and will travel abroad once international
travel becomes more flexible, and we are working to put
Colombia in the map of international travelers.

China is the main source of tourists from Asia to our
country. To that end, our promotion agency ProColom-
bia, participates in forums, exhibitions, and works hand

in hand with Chinese travel agencies to increase the
channels for advertising tourism packages made for
the Chinese Market. We are also constantly publishing
information about Colombia through platforms such as
WeChat and Kuaishou to show Chinese travelers what
Colombia can offer as a travel experience.

We have set the goal of tripling the number of annual
travelers from China to Colombia by 2030, as well as
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increasing the length of their stay and the awareness
and recognition of Colombia in China as a top destina-
tion to consider in Latin America. Part of the work we
are doing to achieve this increase of inbound tourists
is training our travel agencies personnel and guides to
cater to the Chinese traveler needs and incentivizing
their study of Mandarin to eliminate the language and
culture barriers.

Colombia, like China, is a megadiverse country. We
offer traveling alternatives along six different macro-re-
gions where you could experience a variety of nature
and outdoor plans and activities. For those who like to
mix it up, cities like Bogota, Cartagena or Medellin offer
unparalleled gastronomic experiences, haute couture
boutiques where you can appreciate Colombian fash-
ion design of clothes and accessories as well as pre-
cious gems and jewelry, and rich cultural and historic
places like the Gold Museum, Walled City of Cartagena
and the Coffee Triangle where anyone can learn about
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the culture and the heritage surrounding the growing of
the best coffee in the world.

We believe everyone coming to our country will have
an unforgettable experience. Colombia welcomes all of

you.

Undoubtedly, tourism is one of the most affected
sectors in this pandemic. International arrivals fell by
around 74% in 2020 due to the closure of borders and
preventive measures such as mandatory quarantines;
However, Colombia, like many other countries, is taking
this situation as an opportunity to reopen for tourism in
a more sustainable, resilient and inclusive way in 2021
and the coming years, where China is playing an im-
portant role in the production and export of vaccines to
restore travel confidence and reduce the spread of the
virus in and outside Colombia.

We have focused efforts on generating trust as it is a
key factor for travelers, implementing biosecurity mea-
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INTERVIEW

sures for international arrivals and departures in our
main airports. These measures are supported by the
World Tourism Organization and by the World Travel &
Tourism Council (WTTC) and, according to data provid-
ed by our travelling and tourism authorities, during the
month of June 2021 while the reactivation of interna-
tional flights was up by 19% in the world, in Colombia it
reached 55%, compared to 2019, thus seeing positive
results in the tourism reactivation strategies. Additional-
ly, between the last quarter of 2020 and the first quarter
of 2021 we experienced an increase of non-resident
visitors of 81%.

We are also working towards providing better connec-
tivity and improving conditions to enable more inbound
travelling. We reduced air fare tickets tax from 19% to
5% and by the end of 2020 we already recovered al-
most 50% of our weekly international flights and routes
with 20 airlines in 24 countries.

In addition, Colombia participates every year in Fl-
TUR, one of the most important fairs in the tourism
sector worldwide, where, as | mentioned previously,
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we focused our promotion efforts highlighting our six
macro-regions which are full of outdoor activities, ad-
justing to the new demand of having experiences in
open spaces. Some activities include sighting hump-
back whales and endemic birds, trekking in nature and
snow-capped mountains and paramos, diving in the
Sea of 7 colors and other attractions rich in culture and
nature.

We believe Colombia offers something for all types of
travelers and we are confident we can continue reacti-
vating the tourism sector in the coming months as the
vaccination rates increase around the world and pre-
ventive measures continue to be revised, updated and
adapted to market conditions until we are able to regain
the positive inbound dynamics we had in the pre-pan-
demic era.
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Manasa Tagicakibau
Ambassador of the Republic of Fiji to China
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Multiple measures to restore and

upgrade Fijis tourism industry

COVID-19 has impacted livelihoods and economies
across the world. Fiji too has been severely impacted
putting key industries like the Tourism Industry in an
unprecedented crisis and in need of support to help
mitigate the impacts of this pandemic. According to a
recent report published by UNCTAD, due to the pan-
demic, loss on tourism is more than $4 trillion to the
global GDP for 2020 and 2021. And this loss has rip-
pled across other sectors closely linked to tourism.

Tourism, which contributes to nearly 38-40% of Fiji’s
GDP, directly employs around 40,000 Fijians, and sup-
ports nearly 118 000 indirectly, both in the formal and
informal sectors — channeling spending into local sup-
ply chains including agriculture, building and construc-
tion, cultural industries and more. While large hotels act
as anchor investments in destinations, the majority of
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services are provided by the small- to medium-sized
hotels. In 2017 and 2018, the tourism industry was the
third-highest waged employer in Fiji. According to Fiji
Bureau of Statistics, nearly 900,000 tourists arrived
on Fiji shores representing an overall growth of 4.2%
for 2018-2019. In 2019, Fiji’s tourism revenue was just
over FJD 3 billion, comprising FJD 2,080 million in total
tourism earnings and FJD 958 million in provision of air
passenger services.

As early as late March 2020, the Fiji Hotels & Tourism
Association announced that 93% of its 279 members
had closed down due to the drastic decline in tourists. A
survey undertaken by the International Finance Corpo-
ration, in partnership with Fiji's Ministry of Commerce,
Trade, Tourism and Transport in July 2020 revealed that

50% of businesses surveyed are hibernating or fully




closed and 35% are active but with reduced staff. The

survey also indicated that if the situation did not change
by November 2020, 29% of the tourism businesses
and 11% of the non-tourism businesses surveyed (3,596
respondents) — together, over 500 businesses — an-
ticipated bankruptcy. Large businesses involved in the
tourism industry have also lost twice as much income
as large businesses in non-tourism sectors. At the re-
cent FEMM Meeting, Mr Tao Zhang, the International
Monetary Fund’s Deputy Managing Director stated on
13 July 2021 that tourism-reliant countries including Fiji,
Palau, Samoa, and Vanuatu will take longer to recov-
er and the region was looking at the recovery to take
longer — to get to the 2019 level of tourism for example

would mean these countries would be looking at 2023.

Launched in October 2020, the CARE FIJI COMMIT-
MENT PROGRAMME ensured that tourism businesses
adopted enhanced safety standards by upskilling oper-
ators in COVID-19 mitigation practices and protocols to
ensure travellers’ safety. To ensure safe but seamless
travel in the new normal, collective responsibility for
vaccination would ensure safety for both operators and
consumers throughout the pandemic. Noting that Fiji is
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an ideal tourism destination, the Care Fiji Commitment
Programme conveys and celebrates Fiji’'s amazing
progress in rolling out vaccinations.

The Government of Fiji also swiftly announced a stim-
ulus package worth FJD 1 billion on 27 March 2020,
together with FNPF. As a further response to meet the
pandemic crisis, special funding streams were commit-
ted by ADB, World Bank and financial assistance from

bilateral partners like China.

Despite the pandemic, recovery must be green, resil-
ient, inclusive and sustainable. The adoption of tech-
nology is no longer an option, but an imperative. Amid
slowing economic activity, COVID-19 has led to a surge
in e-commerce and accelerated digital transformation
globally. In Fiji's case, many companies have heeded
the call to evolve their business models and overcome
the disruptions caused by the pandemic. Since there
is an accelerated shift towards digitalisation and the
adoption of new technologies, Aid for Trade should
be strategically directed to micro, small and medium
enterprises (MSMESs) to address business-related
adjustment needs. This should include upskilling and
reskilling of MSME workers and entrepreneurs to en-
able them to compete and thrive in the post-pandemic
economy.

Collective responses and solidarity are crucial to win
the fight against the COVID-19 pandemic. Fiji has had
to work closely together and with her external partners,
including through the sharing of information and best
practices, to remain responsive and safeguard the

well-being of Fijians.

China is now one of Fiji’s key trading partners and is
the second largest source of foreign investment in Fiji.
In fact, it has become Fiji’'s most rapidly growing mar-
ket. China was one of Fiji’s largest export destinations
in 2019 which stood at 157%.

In the pre-COVID-19 period, the Chinese outbound
market was a potential source market to offset the de-
cline of visitor arrivals from traditional source markets
and this stance will not change in the post-COVID-19
period, once borders open.
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Various strategies are being adopted by Investment Fiji
and as part of its investment market strategy, the latter
will execute a ‘managing for value’ approach with exe-
cution of a prescriptive sales. A prescriptive approach
will also be implemented where the target will be ex-
porter who will be matched with potential Chinese buy-
ers. Promotional activities in China as per Investment
Fiji's promotional strategy will include targeted Trade
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and Investment Expos, investment missions in China
etc.

Capitalising on the Belt and Road Initiative which can
usher in important opportunities for bilateral coopera-
tion between the two countries, it is envisioned that Fiji
will continue to actively be part of the initiative in order
to unlock the potential cooperation under this frame-
work. Prior to COVID-19, the Fijian Government and
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local tourism industries had been working toward being
more “China ready”, ensuring that the Fijian tourism in-
dustry progressed towards creating an industry tailored
to the needs of the Chinese market for example incor-
porating Chinese cuisine in hotel menus and having

Chinese translators etc.

The launch of the Fiji - China Online Trade Show on
11 May 2021 indicates Fiji’'s commitment to further

enhance investment and trade between the two
countries. The platform provides the exporters with
the opportunity to showcase some of their products
and also gives potential investors the opportunity to
see investment projects that are currently available in
Fiji. Moreover, this initiative also provides exporters
the opportunity to engage virtually with key markets
but also explore new and emerging markets — a win-
win situation for all.

Opening of international borders is essential to eco-
nomic recovery due to the importance of Fiji’s tourism
sector. According to the World Travel and Tourism
Council, travel and tourism contributes to 26.3% of
total employment in Fiji. Discussions are underway in
the region for efforts to be directed in making interna-
tional travel a safe possibility with relevant ministerial
authorities stating that countries must build essential
foundations to digitalise travel-related measures, such
as testing, contact tracing and vaccination passports
to promote safe travel and prepare for the recovery of
tourism once conditions allow. This could promote mu-
tual recognition of COVID-19 test results and vaccines,
and help establish safe travel corridors between coun-
tries. The rapid return of our tourism industry is vital to
Fiji’s recovery as well as other countries in the Pacific
who are tourism-reliant.

In as far as updates concerning direct flights between
the two countries is concerned, communication be-
tween the relevant authorities: Civil Aviation Adminis-
tration of China (CAAC) and the Department of Civil
Aviation has also been ongoing with each party tabling
their respective positions, against the backdrop of the
current aviation climate.

Source of photos featuring attractions: Tourism Fiji
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