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MESSAGE
FROMTHE/MINISTERFOR TOURISM

The tourism sector, like many other sectors, was
devastated by the novel coronavirus pandemic, which led
to the closure of Jamaica's borders to international travel
in March 2020. This resulted in the shuttering of tourism
establishments, including hotels, villas, attractions,

shopping malls and ground transportation.

We therefore had to be creative in order to guarantee that
our industry survived, by developing world-class health
and safety protocols and establishing our ground-
breaking resilient corridors. Additionally, we have taken
calculated steps to ensure the tourism sector thrives in
the post-COVID-19 era. Key to this, is the development of
the strategic framework for re-imagining J a ma i
tourism, which is guided by the Blue Ocean Strategy. It
will allow us to meet our growth targets of five million
visitors, five billion dollars in earnings and five thousand

new rooms by 2025.

A Blue Ocean Strategy calls for the creation of business
models that depart from traditional models based on
competition and standardisation. It will see Jamaica's
Ministry of Tourism pursuing enhanced value creation,
through product differentiation and diversification, which
will allow our destination to open up new markets and

create new demand in a unique and uncontested space.

Over the long term, a vital component of the Blue Ocean
Strategy will be to strengthen the systems for tourism
zoning and theming, so that the unique characteristics of
each Destination Area will be preserved and enhanced to
support their own distinct brand appeal.



Re-imagining Jamaica's tourism will identify and establish innovative policies, systems,
protocols, and standards that assure our visitors a safer, secure, and seamless
experience, while building out a new national tourism model based on a diversified
portfolio of unique and authentic attractions and activities, which draw heavily on

Jamaica's natural and cultural assets.

The marketing and promotional challenges created by the pandemic have provided an
opportunity for recalibration and reengineering of strategies that were already in motion.
Indeed, COVID-19 presents an opportunity to 'Build Forward Stronger' through the
application of the Blue Ocean Strategy, so that we can: attract a diverse set of visitors
who want a uniquely Jamaican experience; leverage local linkages for the supplies and

tourism experiences; and build a future that is even more resilient, safe and sustainable.

Re-imagining our tourism sector to build forward stronger can only be achieved by
focusing on building strong local capacity with a relentless focus on quality. We must
stabilise the industry while creating an incubator for more inclusive enterprises and also

focus on building a strong enabling environment.

| am very proud of my team at the Ministry of Tourism for quickly developing this strategy,
which will lay the foundation for the emergence of a new, more inclusive form of tourism.
By applying the Blue Ocean Strategy to reset tourism, | am confident that the sector will,
within the first two to three years, return to its pre-COVID-19 performance with arrivals

and economic returns.

We will therefore continue to press forward with a spirit of hope for a brighter future, which

is prosperous for every Jamaican.

Hon. Edmund Bartlett, CD, MP

Minister of Tourism
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Jamaicanas several worltlass golf courses and good sportir
and entertainment venueslhe destinatiorhas often hosted
major international events. Sports and entertainment will be
Fy AYONBFaAy3Ite AYLERNIFYyG |
activities undethe new business model.



This plan outlines the strategic framework for tourism
for the next 10 years. The plan will be implemented in
three phases described as fBouncing Backq i R-e
i ma g i m@andMBuidding Forward Strongera Phases
one and two, which cover the fiscal years between 2021
and 2025, f al | within t he go
represent the short-and-medium-term of the plan.
Phase three, which covers the period between 2026
and 2030, represents the long term when Jamaica will
be transformed into the world's preferred warm-weather

destination.

The plan is complete with a comprehensive and
integrated suite of goals, outcomes, objectives,
strategies, and actions designed to quickly return
Jamaicads tour i s mpre-€@WD-10 1
performance and to implement a new business model
where competitive advantage is derived from

differentiation.

The plan has five goals as follows:

1. Make the tourism sector more resilient to future
shocks, whether they be human or natural in
origin;

2. Make the tourism environment sustainable
according to the triple bottom line;

3. Offer visitors an unmatched value proposition
based on innovative, diversified and
differentiated tourism products;

4. Return the tourism sector to a growth trajectory
by attracting a wider and more balanced range
of high-quality investments in accommodation,

attractions, and activities;.



5. Move local businesses up the tourism value chain to reduce leakages and
support more inclusive social and economic development. Translating this into
performance metrics, the Ministry sets the following targets for the MTF: five
million visitor arrivals annually, five billion dollars in earning annually, and five

thousand new rooms added to the stock by 2025.

The plan has four strategic components that are used to develop a Strategy Map to link

the Strategic Objectives to the Sector Goals.

1. Demand Measures. Demand relates to the needs, wants, and expectations of
visitors, especially those of Generation-COVID (GEN-C) tourists.

2. Supply Measures. Supply relates to the availability of suitable accommodation,
attractions, activities, amenities, access, and ancillary services.

3. Institutional and Governance Measures. Institutions and governance relate to
efficient and effective coordination, collaboration and cooperation among key
stakeholders that assures a resilient, sustainable, and competitive tourism sector.

4. Human Capital Measures. Human capital represents the economic value of the
s e c t cemployees’ set of knowledge, habits, competences, motivation,

enthusiasm and other personality attributes.

The plan is based on a robust methodology and carefully crafted three-part framework
which is set out in detail in chapter five and summarized below:

1. Tourism Risk and Crisis Management Framework. This component of the
framework supports bouncing back in years one and two of the plan;

2. The Blue Ocean Strategic Management Framework. This component of the
framework supports re-imagining the tourism sector in years three and four
according to a new business model based on differentiation, which will replace the
investment-driven, accommodation-focused model of the last two decades. The
new business model will require a comprehensive upgrading of the local tourism

value chain between 2026 and 2030, which represents the long term.
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Differentiation will set the destination apart and include a variety of accommodation types
at different price points, a wide range of attractions and activities based on local culture,
and expanded shopping that promotes locally produced products, especially art, craft,
fashion, cosmetics, confectionery, spices and beverages.Underpinning all of this will be
processes which provide visitors with a safe, secure and seamless experience and make
the destination more sustainable and resilient. This form of differentiation will produce

tourism experiences which cannot be replicated by other destinations.

3. Strategic Pillars. The third part of the strategic framework is a set of five strategic
pillars and thirty-eight sub-pillars which underpin the rest of the framework. The
Pillars represent a globally recognized set of priorities, which the Ministry of
Tourism uses for benchmarking and advancing the local travel and tourism sector.
These Pillars are cross-functional and cross-organizational in nature and represent
areas at which the destination must excel if it is to achieve its goals. In each MTF,
the Ministry identifies a critical set of sub-pillars which require specific intervention
based on the goals and objectives of the strategic business plan and the evolving

requirements of the travel and tourism market.
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2.0 INTRODUCTION

The Ministry of Tourism and its partners in the tourism sector collaborated to develop a
sector-wide strategic framework to cover the next four fiscal years of the medium-term
planning cycle, which runs from 2021 to 2025, as well as broader development needs of
the destination up to 2030. The strategic framework is complete with a comprehensive
and integrated suite of goals, outcomes, objectives, strategies, and actions aimed at
returning Jamai c a6 s t o uaits samctosyefcdelivering sustainable growth and

inclusive  socio-economic  development. The goals of the

framework are as follows:

A. Make the tourism sector
more resilient to future
shocks, whether they be

human or natural in origin.

Make the tourism
environment sustainable
according to the triple bottom
line.

C. Offer visitors an unmatched
value proposition based on
innovative, diversified and
differentiated tourism products.

. Move local businesses up the
tourism value chain to reduce
leakages and support more inclusive
social and economic development.
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The strategic framework will involve phasing in a series of innovative strategic initiatives
over the next decade to make Jamaica the world's preferred warm-weather destination.
In the short term, or years one and two, the initiatives will help the sector to bounce-back
to former levels of visitor arrivals, earnings, and employment; in the medium term, or
years three and four, the initiatives will reset the sector by restructuring the value chain,
strengthening institutions and governance, improving infrastructure, and developing new
products and services; and in the long term, or years five and beyond, the initiatives will
help the sector to build forward stronger with new and innovative offerings to visitors which
will increase earnings, retention, and the level of inclusive development. Translating this
into performance metrics, the Ministry sets the following targets for the MTF: five million
visitor arrivals annually, five billion dollars in earning annually, and five thousand new
rooms added to the stock by 2025. A more detailed breakdown of the targets can be found

in Appendix C of this document.
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NA key area of
concern within the
strategy involves
addressing the
concerns and needs
of Generation
COVID (GENC)
Tourists. Attracting
and serving GENC
tourists requires the
management of
travel restrictions,
the restoration of
traveler confidence,
and rehinking the
tourism sector for

the futureO

2.1 STRATEGIC COMPONENTS

To provide a comprehensive and integrative planning
and implementation framework, the planning process
has identified four critical areas of strategic focus
which ensure a balanced selection of objectives,
targets, and actions that will ensure achievement of

the outcomes and goals.

COMPONENTS OF THE STRATEGIC FRAME
Chw W! aTOURISMEJR 2021 to 2025

DEMAND SUPPLY
MEASURES MEASURES

INSTITUTIONAL HUMAN
AND GOVERNANCE CAPITAL

MEASURES MEASURES
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1. Demand Measures. Demand relates to the needs, wants, and expectations of visitors,
especially those of GEN-C tourists. In the short-to-medium-term, the Jamaica Cares
programme will be the primary platform for addressing these needs. It is a
comprehensive, mandatory programme to increase traveller protection from
the time they leave home until they return. Jamaica Cares includes a
comprehensive suite of measures that Jamaica has put in place to create a safe
destination for visitors and residents, including robust Tourism COVID-19 Health and
Safety Protocols, Resilient Corridors, rapid medical response in case of emergency, the
creation and implementation of a simple Travel Authorization process, and increased

testing capacity to ensure that Jamaica is ready for evolving international entry mandates.

2. Supply Measures. Supply relates to the availability of suitable accommodation,
attractions, activities, amenities, access, and ancillary services. TE F d.iskages Network
Programme, and the Mi n i slnvesyméns Facilitation Framework and Strategy will be
the primary platforms for upgrading and strengthening the local tourism value chain,
integrating that value chain into other value chains, and reducing leakages. TPDCo,
supported by TEF, will spearhead a significant upgrading of the tourism product with new
and innovative offerings building on our natural and cultural heritage. A key component
of this will be the expansion of new attractions and activities, and community and rural
tourism. Examples of the new approach include development of ten themed public
bathing beaches across Jamaica using a new, more sustainable business model; and the
creation of an underwater statue park in Ocho Rios. Another important part of the supply
side will be the continued thrust to diversify the type of accommodation on offer with the
addition of new rooms with different characteristics, at different price points, and greater
geographic dispersion. The diversification of accommodation is partially designed to
support initiatives to grow community and rural tourism, health and wellness tourism, and

retirement tourism.

3. Institutional and Governance Measures. Institutions and governance relate to
efficient and effective coordination, collaboration and cooperation among key
stakeholders that assures a resilient, sustainable, and competitive tourism sector. The

Destination Assurance Framework and Strategy and the regional Destination Assurance

TOURISM 2021 & BEYOND: i _ _ .
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Councils will be the primary platforms for ensuring that Destination Areas are efficiently
and effectively managed and that visitors have a safe, secure, and seamless experience.
TPDCo will lead this process with initiatives to address tourism harassment and raise the
levels of quality relating to service delivery, hygiene, health and safety, disaster risk
management, business continuity, and environmental management. Environmental
protection, to include better waste management, the replanting of sea grasses and
mangroves, the restoration of coral reefs preserves beaches and coastal marine life and
supports healthy and aesthetically pleasing destinations. Environmental protection will
also be linked to product development to ensure synergies as many environmental
protects can become tourist attractions in their own right and be of interest to those visitors

who want more than recreation and who value learning and the acquisition of knowledge.

4. Human Capital Measures. Human capital represents the economic value of
employees' set of knowledge, habits, competences, motivation, enthusiasm and other
personality attributes. The competitiveness of a tourism destination requires an effective
human capital management plan which will be developed by the Ministry and
implemented primarily by TEF, through the Jamaica Centre of Tourism Innovation (JCTI),
with the support of TPDCo. The JCTI will be the primary platform to build a quality tourism
workforce that can access attractive jobs which offer decent working conditions, social
protection, and upward social mobility. The Tourism Enhancement Fund will also develop
a world-class tourism incubator to train and develop a cadre of tourism innovators and

entrepreneurs. These six-to-twelve-month training and development programmes will

target innovators and entrepreneurs from acr oss the spectrum

Networks which include gastronomy, shopping, entertainment, sports, and knowledge.
The incubator will offer formal training, mentorship, coaching, networking with potential
investors, and support to move products from idea to market. Building a cadre of
innovators and entrepreneurs from across all these networks ensures a more balanced
and robust tourism value chain and the creation of more products and services to offer
visitors. Eventually, Jamaica will position itself to be a major provider of tourism training
to other countries whose tourism practitioners will be able to learn from the experiences

and successes of Jamaican tourism.
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J-a magis clanss ol h
premier destination for
unigue,authentic and
seamless tourism
experiences provided in a
safe and secure environmer

To accelerate the recovery (
the tourism sector, Jamaice
will userobust risk and
crisis management
strategies; to rémagine the
tourism sector we will use
the Blue Ocean and
Destination Assurance
Strategies to promote
resilience, stimulate
innovation, facilitate product
differentiation, and expand
opportunities for inclusive
development.

2.2 STRATEGIC FRAMEWORK

The development of the strategic plan will be guided by two
well-established strategic planning methodologies: a tourism
risk, crisis and recovery management framework adapted
from the Pacific Asia Tourism Association (PATA) to support
bouncing back in years one and two of the plan; and the Blue
Ocean strategic management framework adapted to support
re-imagining the tourism sector and upgrading the value chain
in years three and four of the plan and beyond. Jamaica will
theref ore be able to establish

warm-weather destination in years five to 10 of the plan.



These well-established frameworks with their suite of analytical tools, the requirement for

evidence-based decision-ma ki n g, and collection of best

tourism sector to a path of growth as well as guide Jamaica to create, through a new
business model based on differentiation, an uncontested market space, which no

competitor can replicate.

The strategic plan will identify and establish innovative policies, systems, protocols, and
standards that assure our visitors a safe, secure, and seamless experience while building
out a new national tourism model based on a broader offering of accommodation types,
and a diversified portfolio of unigue and authentic attractions and leisure activities which
draw heavily on Jamaica's natural and cultural assets. A detailed discussion of tourism
risk, crisis and recovery and the Blue Ocean Strategic Framework will take place in
Chapter 6.
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Jamal caos
growthover the past
two decadebas
been influenced by
the international
attractiveness of the
destination, built on
Brand Jamaica, as
well as the attractive
fiscal incentives

offered to certain
segments of the
tourism sector by thi
Government of
Jamaica.
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3.0 CONTEXT & SITUATIONAL ANALYSIS

Jamaicaods tourism secto
economic sectors in the country. In 2019 the tourism
sector directly <contrib
GDP, or J$206.8 billion, and employed 12.6% of
Jamaicaods | abour force.
achieved by attracting over 4 million visitors who
generated about US$3.7 billion in earnings for the
sector. Stopover visitors were almost 2.5 million of
the total number of visitors and they generated
US$3.5 billion in earnings from an average stay of
eight nights in Jamaica. The remaining visitors in
2019 were brought to Ja
ships visiting Montego Bay, Falmouth, Ocho Rios,

and Portland.

The tourism sector has grown significantly since
2000. In that year 1.1 million visitors came to
Jamaica, generating US$1 billion in earnings from
12,000 rooms and the cruise ports of Montego Bay
and Ocho Rios. Between 2000 and 2019 Jamaica
has added 20,000 rooms, opened a major cruise
terminal in Falmouth in 2011 and another in Port
Royal in early 2020, and expanded and upgraded
the two international airports as well as several
aerodromes. This growth has been influenced by the
international attractiveness of the destination to
visitors, built on Brand Jamaica, as well as the
attractive fiscal incentives offered by the
Government of Jamaica to investors in certain

segments of the tourism sector.

Jamai caods k seryice infrastnugtuse nmow

includes a stock of 33,000 rooms, three international

15



airports capable of handling over six million arrivals, five cruise terminals capable of
handling 10 ships, from boutique to the largest ocean liners, and three operational

domestic aerodromes.
3.1 DESTINATION STRENGTHS

The business model for J a ma i toariéns from 2000 to 2019 was developed to
encourage and facilitate investment to capture some of the steadily growing global
demand for travel and hospitality. From 2000 onwards travel and tourism were the fastest
growing and most resilient segments of the global economy with year-on-year growth
averaging 4.2%. J a ma i goasdnvere to increase the number of visitors and the amount
of income quickly and consistently; and the strategies employed to achieve this included
expanding the room stock, increasing access to the destination through airports and
cruise terminals, securing seats and berths coming to the destination, and promoting
Brand Jamaica through a world-class marketing programme. The strategies employed
between 2000 and 2019 were successful, and the goals identified were largely attained.
The basic factors o f Asun, sea, and sando and the ad
accommodation, international accessibility, and world-class marketing have become
some of the strengths of the destination. As part of the new tourism business model
Jamaica will seek to develop more advanced factors such as a world-class tourism
workforce, a larger pool of innovators and entrepreneurs, and SMART destinations more

suited to an increasingly knowledge-based economy.
3.2 DESTINATION WEAKNESSES

The destination, however, is not without its weaknesses. First, most of the growth in
accommodation took place in a narrow market segment: all-inclusive resorts, the majority
of which are foreign owned and now control about 80% of the room stock.
Accommodation thus takes up an increasing share of tourism6 sconomic activity.
Second, the resort model of tourism leads to standardization of the product across
multiple destinations, and this puts pressure to compete on price: international resort
chains have an incentive to deliver standard services to protect their brands, maintain
guality control, and lower operating costs. Third, the resorts are concentrated in or near

a few traditional resort towns: these regions face development pressures and the threat
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of over-tourism, while community and rural tourism across most of Jamaica and city
tourism in Kingston are underdeveloped. Fourth, the development of tourism
infrastructure and amenities has lagged behind investments in accommodation and
international access: roads are often congested, fresh water sources are under pressure,
coastal waters are increasingly polluted, and solid waste is not properly collected and
often clogs drains. Fifth, the destination has been criticized for its offering of attractions
and activities: there is a paucity of high-quality indigenous entertainment and nightlife;
attractions and activities do not sufficiently reflect the full breadth of the rich natural and
cultural heritage of Jamaica; and shopping networks do not sufficient showcase local art,
craft and other indigenous products.

The need to re-examine the accommodation growth model of tourism can be interpreted
from the graphs in Figures 1 and 2. These graphs for foreign exchange earnings and
visitor arrivals show linear relationships with consistent upward growth between 2009 and
2019; however, using logarithmic relationships the same graphs suggest that the long-
term rate of growth is levelling off. This means that the rate of growth is increasing at a
decreasing rate as would be expected from a maturing destination. A similar pattern of a
maturing destination can also be inferred from Figure 3 compares global trends against

local trends in relationship to visitor arrivals. Prior to 2015 the year-on-year growth in total

J amai c #aodasrivals exceeded the global average for growth; however, since 2015




the year-on-year growth in total arrivals fell short of the
global average. This was driven by negative trends in
cruise tourism, which were somewhat compensated for
by increases in stopover visitors. These trends suggest
that sustainable long-term growth in both visitor arrivals
and earnings cannot be taken for granted in an
increasingly crowded and competitive global tourism
market, and that the mere presence of accommodation
and cruise ports does not guarantee a consistent flow
of tourists. These trends suggest that 2021 is a good
tmetoreceval uate and rei magi
business model if we are to return to a sustainable

growth path after we emerge from the pandemic.
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