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MADAGASCAR


Executive Summary
After a thorough assessment of the existing conditions it becomes obvious that the tourism sector of Madagascar is still in its infancy. Nevertheless, the Republic of Madagascar has a good potential to develop into a competitive tourism destination in the Indian Ocean. Although fought back by political and economic difficulties in 2002, the tourism sector has seen an increase in tourist numbers. The country has the great possibility to offer a virgin destination in the overcrowded tourism market where in the past main development failures have been avoided. The outstanding natural beauty of Madagascar is the country’s future capital for tourism development and has to be carefully preserved. 
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The tourism masterplan for Madagscar identifies several opportunities to turn some currently unfavourable aspects (accessibility, infrastructure and accommodation) into future strengths. The main target for Madagascar is to develop tourism as the leading economic sector creating employment and income in the future, putting the benefits for the Malagasy population first. Their living standard and the level of education should be increased through tourism development. Given the overall economic situation of the country, Madagascar is not able to invest high amounts in tourism. Therefore short, medium and long-term priority actions will phase the development process. Tourism development should expand from existing spots to axes such as coast lines and from there to fully developed tourism areas. Targets are low impact/ high-expenditure tourism products with a high quality. Mass and low-budget packages tourism has to be avoided. The quality, competitiveness and sustainability of existing products and services needs to be further improved and a better price-performance-ratio offered. 
An ambitious tourism growth scenario as outlined in the tourism masterplan is highly recommended for Madagascar (Scenario 2). Implementing the proposed steps and actions, nearly 620,000 will have been attracted by the year 2014. This requires 800 new hotels, mainly three or four star hotels, and an extension of the flight capacity to 3,100 new airline seats p.a. with an average of eight to nine landings per day. This demands not only extensive efforts of the private sector but also massive improvements of the institutional framework, substantial expansion of human resources and improvement of the investment climate. Enthusiastic international investment and a strong growth are substantial (average yearly growth rate of 10 to 15%). Under the aforementioned conditions, it will result in an annual revenues of EUR 744-930 million p.a. plus yearly overnight taxes (vignette touristique) of EUR 4.0 million. Value-added tax (VAT) will bring an estimated EUR 111-140 million p.a. under the condition that the VAT for the tourism industry will be reduced to 15%.

Madagascar’s future tourism products 
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Madagascar attracts younger, open-minded adventurers, experienced middle age travellers and active pensioners. Besides France, the German-speaking countries as well as Italy present strong potential source markets. Mauritius, Reunion and Mayotte have been identified as markets for short break, weekend holidays or visiting friends and relatives. 
Madagascar has a high potential in the booming special interest market (roundtrips, culture & landscape and sports & soft adventure). High spending cruise ship tourism has increased over the last years in Madagascar. Maximising these earnings contributes actively to the local economy. Besides many advantages, cruise ship tourism can cause environmental damage if not properly dealt with. Ecotourism and flora and fauna tourism should not be promoted as mass tourism as otherwise Madagascar’s outstanding environment will be destroyed.
In the longer term, business tourism enhances Madagascar’s product diversity. This segment is able to create diverse job opportunities and additional sources of income. Besides special interest tourism, sun & beach tourism should be highly promoted as a new, equally important type of tourism for Madagascar in order to reach the desired tourist numbers. Domestic tourism (daytrip, short-term, beach tourism), another newly to develop type of tourism for Madagascar, opens up the possibility for the local population to participate in the ongoing tourism development. To foster domestic beach tourism so called “Family Holiday Villages (VVF)” need to be established. This concept is seen as social development approach as it will be managed by and generates income for the local population. Construction costs and furnishing is covered by the government with a payback time of six to seven years applying rental fees. Each village will create seven direct and 21 indirect jobs. 
Priority actions for tourism development
The establishment of country-wide infrastructure improvements is crucial for a successful tourism development. Good accessibility by land and air and a variety of high-quality accommodations are necessary to be available in the short-term. For some tourism products, tourism facilities need to be constructed or enlarged (e.g. water sports facilities, cruise ship harbours). Protection policies and guidelines for tourists, tour operators and ecolodges are to be established. 
In general, the main airports urgently need to be upgraded to comply with international standards. Each important town is to be provided with a bus terminal offering easy and reliable transport for the local population and tourists. A well-functioning taxi system is important for Madagascar’s tourism development. Improvement of town centre infrastructure, restoration of historic buildings, enhanced opening hours for shop owners and the establishment of cultural activities will animate tourists to spend time and money in the centres. National parks need to be provided with a good signage system and explanatory panels to raise awareness for Madagascar’s extraordinary nature among tourists and locals. 

The behaviour of the local population is crucial for tourism’s future success. Therefore the masterplan identifies several low-cost kick-off measures for the first six months of the implementation process to demonstrate tourism’s positive impact for the local population.  
Marketing and distribution activities
Efficient destination marketing and promotional activities are absolutely necessary to increase the awareness of potential tourists, tour operators and travel agents abroad. Marketing targets are defined in the masterplan from which the diversification of target groups until 2013 is of primer importance. Through marketing activities, sun & beach tourism should be boosted up to 40% to meet the targeted visitor numbers. Special interest tourism needs to be further enhanced (45%) while domestic (10%) and business tourism (5%) should be developed as upcoming future opportunities. Places with existing tourism infrastructure have to be marketed first. To raise awareness for the protection of natural resources and the creation of a positive country image among tourists and locals is equally important. It is strongly recommended to join forces with neighbouring countries for common marketing activities. For product marketing, the masterplan suggests specific marketing activities. The newly founded ‘Office National du Tourisme de Madagascar’ (ONTM) is the major marketing player and responsible for all concerned activities. An international PR-Agency should be contracted to intensify promotional activities and create attractive material. 
For Madagascar, an exclusive distribution strategy is suggested by working together with niche and selected up-market tour operators to avoid a mass-market approach. Madagascar should continue to take part in relevant international fairs. In general, the responsibilities between the Ministry of Tourism and the ONTM need to be clearly defined to achieve the best results. 
The institutional framework for tourism development 
In order to maximise benefits and minimise negative impacts for the country, the tourism sector has to be clearly organised and regulated by streamlining existing key institutions. In the future, the recently established ONTM acts as the National Tourism Board. It is recommended to establish a Tourism Investors’ Relation Office (TIROM) who will offer one-stop-shop solutions for potential tourism investors. Tasks for the Ministry of Tourism and the ONTM should be carried out continuously to balance tourism development in the future. 
The development of an efficient and suitable legal framework is crucial. The role of the Ministry of Tourism needs to be strengthened. Besides the already existing law regulations, a number of further regulations are important for sustainable tourism development in Madagascar (e.g. implementation of the hotel classification system, proper licensing of tourism companies and taxis, visa regulation for expatriate workers and tourists and the privatisation of state run companies). 
Human resources sector supporting tourism development 

Madagascar needs to establish a comprehensive, high quality system of tourism education and training. As tourism is an important instrument to tackle the underdevelopment in Madagascar, the masterplan foresees to increase the share of tourism related employment up to 30%. According to the ambitious growth scenario outlined in the masterplan, a total of 33,857 new tourism positions will be created until 2013 which includes 10,157 staff in tourism related sectors. Indirect employment in construction, transport, agriculture and retail will create 101,571 additional jobs. 

Especially important is the need for co-ordination and joint actions between public and private sector institutions in order to develop the human resources sector for tourism. This will be secured through a three-step, modular educational system similar to the successful system in Germany or Switzerland. In order to increase the pool of qualified labour as quickly as possible, five different apprenticeship programmes (hotel and restaurant professional, kitchen chef, travel agent and guide) for the qualification of junior professionals will be offered.
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These two year programmes consist of two equally and compulsory components, the practical training in a private sector enterprise and theoretical schooling in a professional tourism colleges (CPT). This requires professional tourism colleges in all major tourism centres. Training for the supervisory level takes place at the tourism management school. High school graduates or junior professionals from the apprenticeship programme can enrol here. Students choose one of the two main branches (hospitality or travel & operations sector). The main objective for the next step, the creation of the “Centre for Tourism Studies” at universities, is to establish a sound basis for the development of local tourism executive staff. People with senior level education (baccalaureate) will be trained during four years. This modular system provides education and career opportunities for all educational backgrounds, also for people already having experiences in tourism.
Investment in tourism
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It is evident that Madagascar does not meet international standards especially in the field of investor relations. As mentioned before, the Tourism Investors’ Relation Office (TIROM) should be established as an independent and competent office. It will assist foreign and local investors from the first project idea until the opening ceremony. TIROM needs to be legally set up within the GUIDE (and later in ONTM) and to be provided with responsibilities and power to fulfil coordinating and executive tasks. 
TIROM tasks include: support in the landownership process, creation of new companies, submission of planning permission and opening authorisation requests, assistance in the immigration process for foreign investors and recruitment local staff, information about existing financial tools and opportunities, networking among potential partners, up-to-date law information and updates of the road rehabilitation programme and investment related promotional activities. 

A set of incentives should be employed to attract investors, for example tax exemptions (e.g. custom duties, income tax, taxe professionnelle and impot foncier sur la propriété batie, real estate tax and capital tax, duties, charges and fees, VAT reductions for rooms and for food and beverage and other incentives such as free visa and work permit for necessary foreign staff, salary payable in foreign currency and the exemptions from social security insurance). Further incentives should be granted for projects which support the social and natural environment as they secure a future sustainable tourism development of Madagascar. For projects starting of an investment volume of minimum EUR 10 million, tailor-made incentive packages should be developed by TIROM (such as infrastructure supply). 

In order to ensure a balanced tourism development, the potential tourism regions are classified in three investment zones (A-C) with A (high tourism potential) and developed zones to C (remote areas). To encourage tourism investment all over the country, projects in less favourable areas will be provided with higher incentives in order to compensate investors for their additional expenses.

Conclusion

The masterplan gives a clear orientation on how to transform Madagascar into a competitive tourism destination of international recognition for its high quality tourism product. Taking into account the identified short-, medium- and long-term priority actions from the masterplan, tourism will be developed in a sustainable way by maximising the benefits for the local population. In the long-term an increased educational level and a higher living standard will arise. The base for a successful and long-term tourism development is provided by Madagascar’s outstanding natural and cultural beauty. Protecting this base is of utmost importance for the future. 
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