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Good for Business 
 Good for the Environment  

Good for the Poor 
 
 
 

The Responsible Travel Nepal Initiative  
 

 



The context 

• Tourism is one of the only viable source of in some of Nepal’s most remote 

and impoverished districts. 

 

• Tourism in Nepal is largely dependent on the country’s precious – but highly 

vulnerable – natural and cultural heritage resources. 

 

• Through the creation of employment and business opportunities, tourism can 

provide host communities with a powerful incentive to conserve, but if 

unsustainably planned and managed, it can accelerate resource degradation. 

 

• There are isolated examples of responsible business ‘best practice’ within 

Nepal’s tourism industry, but these remain the exception rather than the rule. 

 

• Geography and governance constraints mean that regulations are very difficult 

to effectively enforce. 
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The challenge 
 
 

 If Nepal’s tourism assets are to benefit future 

generations as well as our own – and if tourism is to 

fulfil its potential as a driver for sustainable and 

equitable development in Nepal – environmentally 

sustainable and socially responsible management best 

practices must be ‘mainstreamed’ throughout the 

industry 
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  The concept 
  

 

Harnessing market mechanisms to deliver win-

win solutions for business, poverty alleviation and 

the environment by promoting, incentivising and 

rewarding responsible business ‘best practice’ 

within Nepal’s tourism industry. 
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The project 

Title:  Marketing Assistance to Nepal for 

Sustainable Tourism Products  

 (MAST-Nepal) 

 

Partners: United Nations Environment Programme   

  

  Nepal Tourism Board 

 

 SNV Netherlands Development Organisation 
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The Process  

1. Motivate 

2. Train  

3. Support 

4. Reward 
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Motivating 

 Demonstrating that responsible tourism 

can be    an opportunity not a cost for 

businesses 

  Reducing costs 

  Providing a competitive advantage 

  Safeguarding future profitability 

  Improving company’s image with: 

•   Government 

•   Host communities 

•   Clients… 
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Training & capacity-building 

 Business development planning 

 

 Supply chain management 

• Creating opportunities for the poor and host communities 

 

 Natural resource and environmental management 

• Energy efficiency 

• Waste reduction and management 

• Employment practices 
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Rewarding 

 
Access to information (market data and analysis) 
 
Support for product development and marketing 
 
Access to target markets: 
  

 - Business – to – business 
  
 - Business – to - consumer 
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  The result 
  

2 years later: 

  

   Improved sustainability 

 

   Increased profitability 

 

   Highly motivated advocates for change  within the 

industry. 
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PLAY VIDEO 
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Conclusions: What can we do? 
 
 
1. Engage constructively with industry to understand 

context-specific challenges / obstacles to sustainability 
 

2. Provide practical tools and support:  
 make sustainability as easy as possible. 

 
1. Create an enabling environment which: 

 
• Help consumers easily identify companies which are 

implementing responsible tourism best practice. 
 

• Reward responsible companies by providing them with 
a clear competitive advantage 

 



 
  The bottom line 

 
 

‘responsible’ business  
must be profitable  

 
if it is to be embraced widely by the  

business community 
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