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INTRODUCTION 
Tourism is one of the world’s leading industries making a key contribution to general 

Gross Domestic Product (GDP) of world’s economy, particularly in the emerging 

countries such as Vietnam and Cambodia. According to the World Travel and Tourism 

Council, contribution of Travel and Tourism to the Gross Domestic Product in 2009 is 

expected to be around 10.1% or US$155.1 billions and it also creates 23,230,000 jobs 

or a contribution of 8.5% to the world’s economy total employment. These figures 

show how important this “non-smoke” industry is for world’s economy. 

How about Vietnam tourism and Cambodia tourism? In fact, tourism in Vietnam and in 

Cambodia is relatively young and small compared to its neighbouring countries like 

Thailand, Malaysia or Singapore. And it can not be compared with the tourism 

development and its contribution to economy in developed countries like France, the 

United States, Spain or Italy despite of its cultural, historical and natural advantages. 

Tourism development and its contributions to Vietnam’s and Cambodia’s economy are 

still modest and have not reached its true potential. 

Located on the western part of the Indochina peninsula, Vietnam and Cambodia are 

long time close neighbouring countries with the same border and similar wet rice 

cultivating culture. These two countries of the Greater Mekong Sub-region share the 

common benefit from Mekong River and they both suffered severely from the 

Indochinese war, during the French colonial period. The continuous wars and the 

“mistake policies” in developing economy slowed down the development process and 

limited the tourism development and international trade exchange of these countries. 

The US trade embargo against Vietnam during 1975-1994 and the national system of 

budget subsidies from 1975-1986 caused Vietnam’s economy and tourism to collapse. 

In the mean time, the civil war under Khmer Rouge control during 1975-1989 and its 

central command economic policies led to the collapse and isolation of Cambodia’s 

economy and tourism. However, everything is changing. This is the time for Vietnam 

and Cambodia to rise up and affirm their development, their positioning in region and 

worldwide. 

Born, growing up in Vietnam and working in the tourism sector, I understand 

profoundly the advantages, disadvantages and constraints hindering the development 

of Vietnam’s and Cambodia’s tourism. I always ponder over the practical solutions to 

develop tourism in these countries durably and steadily. I am aware that it is easy to 

criticize or speak but difficult to make it come true. It seems very difficult to change 

the policies and develop in the poor or emerging countries; Vietnam and Cambodia are 

in this case. The main problem in the development process of these two countries is 
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focused on “quantity”; the “quality” is sometimes forgotten. Leaders of these two 

countries often let the grass grow under their feet. It lacks strategic views for the 

future. For instance, there were some projects that government has just approved and 

later regretted when they were completed because of their shortcomings. For instance, 

a nearly $US100.000.000 work, Rach Mieu Bridge opening in January 2009, the first 

cable bridge in the Mekong River Delta made by Vietnamese, linking the Mekong Delta 

to the other provinces in South of Vietnam, that allows movement of a large volume of 

vehicles and cargo, without the need of ferries, has only 2 lanes in total. The Mekong 

Delta has a great potential to develop the Vietnam’s economy and tourism. However, 

with only 2 lanes, Rach Mieu Bridge, one of key bridges of a large region, is very 

narrow and traffic jam on this Bridge since its opening has become a serious problem. 

The local citizens have to use ferries as they used to do. What a sweet bitter joy! 

Looking at the stories about the positive changes, success and recent achievements in 

Vietnam and Cambodia, I am pleased but also very anxious about the unstable tourism 

development of these two countries. Many restraints remain to the strategies and 

policies to develop tourism. There are still many projects presenting risks to the local 

people for instance. It still remains “more harm than good”.  

Within the limit of this short work, this paper aims at providing an overview of the 

Vietnam’s and Cambodia’s tourism industry with a focus on the global financial crisis 

impacts and their flexible strategies to maintain the tourism development and adapt 

with the difficulties of the global recession in the tourism industry. As a Management 

Trainee at the Sofitel Angkor Phokeethra Golf & Spa Resort in Siem Reap – Cambodia, 

I would like to introduce Sofitel Angkor Phokeethra Resort and how it has adapted to 

the current challenges as well.  

This paper includes four sections.  

First, I will present the effects of the crisis on the tourism industry in Vietnam and in 

Cambodia. Second, I will provide the actions implemented by the governments to face 

the crisis in these two countries with the case study of Sofitel Angkor Phokeethra Golf 

and Spa Resort. A benchmarking analysis of the main regional competitors of Vietnam 

and Cambodia will be presented in the third part. Last, recommendations on how to 

overcome the crises and how to provide for the future developments of tourism in 

Vietnam and Cambodia are provided in the fourth part. The Sofitel Angkor Phokeethra 

Golf & Spa Resort will be presented throughout this work as a case study.  

Despite the difficulties due to natural disasters, man-made disasters, serious pandemic 

diseases and the global financial crisis, tourism in South East Asia still has a promising 

future, particularly in Vietnam and in Cambodia. 
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VIETNAM AND CAMBODIA MAP  
IN THE GREATER MEKONG SUBREGION 

 

 

Figure 1: Vietnam and Cambodia in the Greater Mekong Sub-region map 
Source: Adapted from http://www.exploremekong.org/site/destinations/explore-mekong-map/ and  
Tourism Liberalization and National Strategies on Tourism in Cambodia and Lao PDR 
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I. Impacts of the financial crisis on the tourism industry in Vietnam and Cambodia: 

In fact, Vietnam’s tourism was established early, on 9th July 1960 but it has really suffered 

losses during its 49-year establishment and development by wars, by US trade embargo, by 

national system of budget subsidies, by economic crises, by man-made and natural disasters or 

serious pandemics inside and outside the country. During war time, there were almost no 

tourists into Vietnam. After the war, Vietnam’s tourism also collapsed due to the US trade 

embargo and the national system of budget subsidies. However, the economic renovation, 

widely known as “Doi Moi”, from centrally planned economy of budget subsidies to free-trade-

oriented economy in 1986 and the restoration of diplomatic relations with the USA in 1994 had 

profound effects upon the rapid development in Vietnam. Currently, Vietnam’s tourism has 

been facing the new and profound challenges of the global financial crisis and the outbreak of 

influenza A, swine flu (H1N1) spreading in Asia and worldwide. According to the monthly report 

of Vietnam National Administration of Tourism, international tourist arrivals to Vietnam in the 

first six months of 2009 reached 1,893,605 arrivals, 19.1% lower than those of the same 

period in 2008 and visitors from the key foreign tourists to Vietnam decreased dramatically. For 

instance, the Japanese or Korean visitors to Vietnam were down by 70%. Many tours to 

Vietnam from Japan, France, UK or USA were cancelled. According to Mr. Nguyen Van Lang, 

Vice president of Exotissimo Travel, specialist of inbound tourism in Vietnam, said that his 

company’s clients decreased by 30% in last two months of 2008. Looking at these recent 

tourist statistic figures, we understand the challenges that Vietnam tourism is currently facing.  

Cambodia has the same history in its recovery and development process since its independence 

from France on 9th November 1953. During 1975 to 1989, decades of civil war under the Khmer 

Rouge Control, there were almost no tourists into Cambodia. And the situation did not improved 

after the defeat of Khmer Rouge Regime because of the political crises from 1989 to 1999. 

Cambodia’s tourism has been developed much later than in Vietnam, since 2003 where it was 

marked by the success of the national election and a true peace was re-established with a 

constitutional monarchy under the King Norodom Sihamoni and Prime Minister Hun Sen. Since 

then, the Cambodia tourism development has greatly contributed to Cambodia’s economy. It is 

considered as a vital tool for Cambodia social and economical development. Despite many 

difficulties, Cambodia tourism has reached many remarkable achievements. Receiving 118,183 

international tourists in 1993, it made less than 1/5 of total international tourist arrivals to 

Vietnam in the same time. There were 701,014 international tourist arrivals to Cambodia in 

2003 while the ones to Vietnam were 2,428,735. However, from 2003 to 2008, Cambodia’s 

tourism and economy developed “dizzily” with an increase of 303% of international tourist 

arrivals or 2,125,465 foreign tourists to Cambodia in 2008. More than ever, the crisis has 

deeply influenced Cambodia’s tourism and economy; the number of international tourists 

visiting Cambodia dropped from 644,205 in the first quarter of 2008 to 622,288 in the same 

period of 2009. Visitors from key foreign tourist providers to Cambodia decreased sharply. For 

instance Japanese, Korean or American visitors to Cambodia are down up to 70%. Without 

guests, some high standard hotels in Siem Reap, the most tourist attractive destination of 

Cambodia, have to close with thousands local people losing their job. 
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1.1. Vietnam Tourism Overview: 

a) General information: 

- Area: 331,211.6 km2 (*) 

- Coastline: 3,260 km (*) 

- Country length: 1,650 km (*) 

- Population: 86,116,000 habitants in 2008 (**) 

- National capital: Hanoi 

- Largest city: Ho Chi Minh City 

- Currency: dong (VND) 

- GDP (nominal): $89.04 billion - per capita: $1,024 (**) 

- Inflation rate: 19.89% - GDP growth rate: 6.23% (**) 

- Independence from France on 2nd September 1945 

- Independence from USA on 30th April 1975 

- Government: Socialist Republic (unique party) 

- Climate: Vietnam is in the tropical and monsoon region. 

- Topography: Three quarters of Vietnam's territory 

consist of mountains and hills (*) 

- Administrative Units: Vietnam is divided into 63 
provinces and cities.  

(*)  Source: Vietnam Tourism at www.vietnamtourism.com  and 
Vietnam country summary at www.census.gov 

 

 (**) Source: These figures are estimated in 2008 in 
        Vietnam News, available at 
        http://english.vietnamnet.vn/biz/2009/01/821774/ 

Figure 2: Vietnam map
 Source: The U.S. Department of State 

at http://www.state.gov 

Geographically, Vietnam and Cambodia are located on the western part of the Indochina 

peninsula, one of the most important cross-roads for maritime transport between Pacific Ocean 

and India Ocean. Particularly, Vietnam has around 3,260km of coastline, one of Vietnam’s 

comparative advantages for economic and tourist development. Thanks to this favourable 

location, Vietnam, actually one of the most attractive tourist destinations, has many positive 

natural elements to favour its regional and worldwide tourism development.   

Seriously devastated by the past continuous wars, Vietnam has since been recovering, 

constructing and developing its infrastructure, economy, educational system, health care, 

tourism and so on. The wars made Vietnam’s economy collapse. However, after the war’s end 

on 30th April 1975, Vietnam’s economy did not improve. The US trade embargo against Vietnam 

and the national system of budget subsidies also caused Vietnam’s economy to collapse once 

again. They slowed down the development process and limited the Vietnam tourism 

development and international trade exchange. In 1986, Vietnam’s government approved an 

economic renovation, calling “Doi Moi”, from the centrally planned economy of budget subsidies 

to the free-trade-oriented economy. In 1994, the US trade embargo towards Vietnam was lifted 

by President Clinton and the diplomatic relations between Vietnam and USA were therefore 

restored. Vietnam entered into ASEAN (The Association of Southeast Asian Nations) on 28th July 

1995 and WTO (World Trade Organization) on 11th January 2007. These were the premises for 

Vietnam’s prompt economic and tourism development. 
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b) Vietnam tourism overview: 

Naturally speaking, during the wars, there were almost no tourists and the international tourist 

arrivals to Vietnam were just for their duties, business trips or visiting their family, their relatives. 

After the wars, Vietnam economy was not improved because of the national system of budget 

subsidies. Vietnam’s government had monopolised everything such as social, political, economy 

and so on, including tourism. Thus, during period of the US trade embargo on Vietnam and 

national system of budget subsidies, Vietnam’s tourism achieved very “modest” records.   

In 1987, twelve years after the war and one year after the “Doi Moi” renovation, Vietnam 

received just around 90,000 international tourist arrivals and most of them came to Vietnam for 

their business, their duties in political, economical, educational exchange agreements or non-

government organisations’ duties, international relief committees and the overseas Vietnamese 

who came back to Vietnam to see their family or their relatives. Concerning hotel capacity, 

there were totally around 18,000 hotel rooms and most of them met the local standards. There 

were very few international standard hotels and resorts as there are right now. There was 

nearly nothing in terms of leisure activities and entertainments. During this period, Vietnam’s 

GDP growth rate achieved 3.9 percent while the inflation rate was around 500 percent. 

However, in 1990, just four years after the renovation, international visitors to Vietnam reached 

250,000 arrivals. In 1995, nine years after renovation and one year after the normalisation of 

Vietnam-US relations, Vietnam had recorded the remarkable achievements, particularly in 

economic and tourism development. Inflation reduced sharply, from over 500 percent in 1986 

to 12.7 percent in 1995, the GDP rate reached 9.5 percent and the international tourist arrivals 

to Vietnam reached 1,351,296 persons. It was a very impressive figure compared with 92,500 

international visitors in 1988 or 250,000 foreign visitors to Vietnam in 1990. The international 

tourist arrivals to Vietnam increased steadily from 1998 to 2008. However, the SARS SARS 

(Severe Acute Respiratory Syndrome) pandemic in Asia caused the decrease of international 

visitors to Vietnam in 2003 which is illustrated by a trough in the following graphic. 
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Figure 3: Graphic of international tourist arrivals to Vietnam from 1998 - 2008 

179,83% 
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Vietnam received 4,171,564 international visitors in 2007, a year-on-year increase of 16.41%, 

according to the Vietnam National Administration of Tourism (VNAT). Business travel grew by 

13.7% compared to the same period in 2006. In 2008, although the global recession has 

started at the end of the second quarter of 2008, Vietnam still attracted 4,253,740 international 

tourist arrivals, a year-on-year increase of 2%. The largest tourist sources of Vietnam's tourism 

are from China, the United States, South Korea, Japan, Taiwan, Australia, Thailand and France. 

Key international tourists to Vietnam in 2008

0
100,000
200,000
300,000
400,000
500,000
600,000
700,000

In
te

rn
at

io
na

l t
ou

ri
st

s

Tourist arrivals 650,055 449,237 417,198 392,999 303,527 234,760 183,142 182,048 158,405 144,478

China South 
Korea

U.S.A. Japan Taiw an Australia Thailand France Singapore Cambodia

 
Figure 4: Graphic of key international tourist markets to Vietnam in 2008 

In terms of hotel capacity and tourism facilities, it increased from around 18,000 hotel rooms in 

1988 to nearly 50,000 ones in 1995 of which 26,000 rooms were classified as international 

standard and this number had doubled five years later, in 2000. There were many international 

hotel chains and foreign investments coming and investing in Vietnam because of its rapid 

development and interesting economic environment. There were no international luxury 

standard hotels in the late 1980’s but it developed like a “rain-storm” in the late 1990’s. Some 

luxury well-known worldwide hotel chains such as Hyatt, Starwood, Hilton, Mariott (USA), Omni 

(Hong Kong), Six Senses (Maldives) or Accor (France) with the luxury brands, Sofitel and Grand 

Mercure have appeared more and more. From 1988 to 1995, there was almost $US 2 billions 

invested in over 100 hotel projects in Vietnam. The international standard rooms in Vietnam 

increase steadily since then. Recently, Accor international hotel group has decided to build 10 

new high-class hotels from 2008 to 2010 that will increase the number of Accor hotels in 

Vietnam to 20. During only one decade presence, Accor has established itself as the largest and 

most dynamic international hotel group in Vietnam.  

  1992 1993 1994 1995 1996 2000 2002 2010 

Number of rooms 13,055 16,845 21,051 26,000 31,200 55,760 72,504 135,200

Growth rate (%) n.a. 29% 25% 23.5% 20% 15.6% 10.6% 9.3% 

Table 1: International standard rooms in Vietnam 1992 - 2010 
Source: http://www.vietnamtourism.com/e_pages/news/index.asp?loai=2&uid=5035 

In term of turnover, Vietnam tourism brought about VND 56 trillions (or $US3.5 billions) in 

turnover in 2007 and is also viewed as an effective way for the country to promote its image to 
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the world. According to the World Travel and Tourism Council, Vietnam’s tourism sector is 

expected to be the sixth highest growth rate country worldwide during 2007 – 2016.  

Vietnam’s tourism developed dramatically and gave a great contribution to Vietnam economic 

achievements since the “open door policy” (renovation) was applied in 1986 and the 

normalisation of US-Vietnam relations were restored in 1994.  

c) Vietnam – an attractive destination: 

Vietnam has a lot of natural, cultural, historical, social and political advantages to develop 

tourism such as the long beautiful beaches (over 3,260km of coastline) along the country from 

the north to the south with thousands of impressive islands offshore, 4,000-year abundant 

history, very rich and diversified culture, political stability and so on. 

As one of the safest destinations in Asia with a 

stable political, Vietnam can boost tourism 

more easily than other countries which often 

face political crises. Home of many well-known 

beautiful bays recognized as the world’s most 

beautiful bays like Ha Long bay, Nha Trang or 

Van Phong bays and many more, Vietnam can 

develop sea or MICE tourism which is never 

out-of-date.  
Figure 5: Ha Long Bay - world famous for its 
spectacular scenery of grottoes and caves, 
recognized as World Heritage Site in 1994 by UNESCO  

Becoming a popular destination for international tourists, Vietnam is a fascinating country with 

its stunning natural landscapes, traditional charm, diversified cultures, very hospitable and 

friendly people. With its immense rivers, endless rice fields, wild highlands, white sand beaches, 

picturesque bays and vibrant historical cities, Vietnam has much to offer visitors. Vietnam's four 

thousand year old history has left also its impressive mark on the country and its people. 

In late 2004, while the other neighbouring countries of South Asia like Indonesia, Thailand and 

Sri Lanka suffered the historical tsunami occurring in the Indian Ocean, one of the deadliest 

natural disasters in recorded history, which killed nearly 300,000 people in different countries, 

Vietnam was still safe and sound. Additionally, some countries in the region were seriously 

affected by terrorist attacks like Bali, in Indonesia in 2002 or Mumbai, in India in 2008 or by 

political turmoil like in Thailand in late 2008, Vietnam is still in a very safe situation. There has 

not been any political turmoil, or serious natural disaster or man-made disaster in Vietnam 

since its independence on 30th April 1975 then. According to Mr. Kiyota Kamio, All Nippon 

Airway (ANA) General Manager, Vietnam is the safest destination for international tourists in 

general and for Japanese in particular. 

In 2007, Vietnam was among the top 20 most favourite destinations worldwide through a 

survey of 30,000 annual readers’ opinion of Condé Nast Traveller Magazine based on ten 

different categories such as “abundance of culture”, “variety of attractions”, “range of 

accommodation”, “friendly environment” and so on. Ranking 18th among the top 20 selected 

travel destination, it was the first time that Vietnam entered this list which might helpful for its 

promotion programs. 
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Recently, Vietnam has three world natural heritage sites (Ha Long Bay, My Son Sanctuary sites 

and Phong Nha – Ke Bang National Park) and two world historical and two cultural heritages 

(Old Imperial Capital of Hue and Hoi An Ancient Town, the cultural space of Gong in the 

Vietnam Central Highlands and the Royal Refined Music of Hue). Vietnam owns also the world 

protected forests for biosphere by UNESCO such as U Minh forests which favour Vietnam eco-

tourism development. Stretching out over 371,506 hectares, U Minh Forest, the largest 

mangrove forest in the world outside of the Amazon basin, is a special swamp of the Mekong 

Delta in the south of Vietnam which includes Upper U Minh Forest in Kien Giang province and 

Lower U Minh Forest in Ca Mau province. Over 3,600 hectares of cajeput forest and more than 

6,000 hectares of peat, Lower U Minh Forest, one of biggest peat reserves in Vietnam and 

worldwide, is the habitat for hundreds of fauna and flora species and several of them are listed 

in the International Union for the Conservation of Nature and Natural Resources’ Red List and 

Vietnam Red Book. With eight world biosphere reserve zones recognized by UNESCO, Vietnam 

is the top country in Southeast Asia in term of world biosphere reserves. This is another natural 

advantage of Vietnam to boost eco-tourism development which could not be found in the other 

countries of the Greater Mekong Sub-Region.  

In recent years, despite of all the evident impacts of pandemics or economic recessions on 

tourism industry, Vietnam’s tourism has still developed steadily. The Vietnam National 

Administration of Tourism (VNAT) is targeting 6 million international arrivals, 26 million 

domestic visitors with the tourism revenues of US$4.5 billion in 2010. 

1.2. Cambodia Tourism Overview: 

a) General information: 

- Area:  181,035 km2 (*) 

- Coastline: 435 km (*) 

- Population: 14,494,293 habitants in 2008, ranking 

at 66th, including 90% Khmer, 5% Vietnamese, 1% 

Chinese and 4% others (*) 

- National capital: Phnom Penh 

- Largest city: Phnom Penh 

- Currency: Riel (KHR)  

- GDP (nominal): $9.04 billion - per capita: $624 (**) 

- Inflation rate: 19.69% - GDP growth rate: 6.8% (**) 

- Independence from France on 9th November 1953 

- Government: multiparty democracy under a 

constitutional monarchy  

- Climate: tropical monsoon weather 

- Administrative Units: Cambodia is divided into 24 

provinces and cities. 

 

(*)   Source: Cambodia Tourism, available at 
www.tourismcambodia.com 

(**) Source: The World Face Book 

Figure 6: Cambodge 

  Source: The World Face Book at 
https://www.cia.gov/library/publications/the-
world-factbook/geos/cb.html 
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Situated in the Southeast Asia, Cambodia is bordered by Vietnam on the East and Southeast, 

by Lao People’s Democratic and Thailand on the North and West and by the Gulf of Thailand on 

the South. Thanks to its good location, Cambodia has a natural accessibility advantage; it is 

easy to reach the country by boat, road and air.  

Contrary to the Vietnam’s maritime advantage, the Cambodia’s advantage to develop tourism 

and economy is road. Nearby Bangkok, the Thailand’s capital and Ho Chi Minh City, the 

Vietnamese economic capital, it favours Cambodia to develop tourism by road. According to 

Cambodia annual tourist statistic report, in 2008, there were around 33 percent of total 

international tourist arrivals in Cambodia by road and this number increased nearly 40 percent 

in the first quarter of 2009. The international tourists going to Cambodia by road increase more 

and more thanks to the improvement of roads, means of transportation and visa process on the 

border check-points. 

Entering in the Association of South East Asian Nations (ASEAN) on 30th April 1999 and becoming a 

member of World Trade Organisation (WTO) on 13th October 2004 (3 years earlier than Vietnam), 

Cambodia still remains one of the less developed countries in the region. However, in these recent 

years, Cambodia has attained a lot of unbelievable achievements. From a civil-war-devastated 

country, Cambodia has become one of “must visit” destinations in Asia. From “number zero” in terms 

of economic growth rate in the years 1980’s or 1990’s, the Cambodia’s economy has recorded 

remarkable figures and has relatively high economic growth rate in these recent years.  

According to the United Nation Statistic Division, the Cambodia’s economy recorded many great 

achievements comparing with the high negative growth rate during 1970’s or unstable records 

in the years 1980’s. Since 1990’s then, step by step, Cambodia’s economy has raised and 

grown steadily. The real average GDP growth rate achieved relatively over 8 percent during the 

1994-2004 period. And from 2004-2007, the Cambodia’s economy grew “crazily” with an 

average growth rate more than 10 percent annually while the inflation rate relatively remained 

low comparing with Vietnam, around 5 percent. However, the global recession has deeply 

affected on the Cambodia’s economy. The Cambodia GDP growth rate in 2008 was around 6.5 

percent, down from 10.2 percent in 2007, Phnom Penh Post reported. 

Cambodia GDP growth rate 1975 - 2008
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Figure 7: Cambodia GDP growth rate from 1975-2008, drawn with the database from United Nation Statistic 
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In the Master Plan implemented in 2002, that Cambodian government gave priority to develop 

the six key sectors: agriculture, infrastructure, electrical power, labour intensive and export 

oriented industries, tourism and human resource development. The Cambodia’s government 

has attached special importance to the three key sub sectors: garment, tourism and 

construction which have currently driven the Cambodia’s economic growth rate and greatly 

contributed to reducing poverty process in Cambodia. For instance, the gross domestic product 

(GDP) from Cambodia’s garment industry in 2008 reached $US 2.9 billion and from tourism was 

$US1.4 billion. However, decades of civil wars made Cambodia’s economy collapse and despite 

the recent visible economic achievements, Cambodia’s economy remains heavily dependent on 

the international assistances. 

Historically speaking, Cambodia has a very rich and powerful past under the Hindu state of 

Funan and the Kingdom of Angkor but often suffered from continuous wars. Controlled by 

French colonial from 1863-1953 and by Japanese fascism during 1945, Cambodia gained 

independence from France on 9th November 1953 and the Kingdom of Cambodia was re-

established under the King Sihanouk. In 1970, the Civil war begun and the country’s name 

changed to The Khmer Republic. From 1970-1975, this country was not only affected and 

destroyed by bombs and attacks from American Forces but also had to stand the extermination 

and destruction from the Khmer Rouge. From 1975-1979, Cambodia became Democratic 

Kampuchea under the control of Khmer Rouge Regime. This was the worst period in Cambodian 

history with a 1/3 of Cambodian population (more than 2 millions people) were killed by 

executions, overwork, starvation or diseases. Under the Khmer Rouge policies, a mass killing 

was practiced and anything considered western was destroyed. All the intelligentsia such as 

professors, doctors, engineers, lawyers, and teachers and so on were killed. That’s why the 

Cambodian population is young; and the non-educated and non-qualified workforce remains 

currently one of the most serious problems in Cambodia.  

In 1993, the success of first National election of over 4 million Cambodian voters made a great 

landmark in Cambodian social and history which opened a new era for this country. With the 

Vietnamese Army’s assistance, Khmer Rouge regime was driven back and peace was 

established. A new constitution was approved on 24 September 1993. It established a 

multiparty liberal democracy in the framework of a constitutional monarchy. The former Prince 

Sihanouk was still King, Prince Ranariddh became the First Prime Minister and Hun Sen became 

the Second Prime Minister, respectively in the Royal Cambodian Government. However, from 

1993-2003, the remaining Khmer Rouge fighters and disagreements between the four parties in 

Cambodia caused political turmoil, and violence continued remaining a big problem in this 

country. Since 2003 then, under Hun Sen’s leadership, political stability has been created with 

an attractive environment for national and international investment and Cambodia’s economy 

has steadily grown with remarkable achievements.  

In 1989, the Cambodian economy was transformed from centrally planned to market-oriented 

under the reform policy of the State of Cambodia. Since then, the Cambodia economy has 

rapidly grown. However, despite the recent progresses and unbelievable achievements, 

Cambodia is still in the top list of world poorest countries. Per capital income and education 
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levels remain lower than the other neighboring countries’. The Cambodian social and economy 

are still in corruption. Lack of financial system, law and legal protections framework hinders 

Cambodian economic and tourism development opportunities and competitiveness. According to 

Mr. Urooj Malik, Country Director of Asian Development Bank, Cambodia’s strengths are good 

resources, tourism potential, willingness to learn, reform-minded government, strategic location, 

growth prospects, and major investment potential; however, it still remains many things to do 

if Cambodia wants to develop its economy such as public administration reform, financial 

management, lowered transaction costs, and an improved financial system.  

Living condition, schools and healthcare centers are currently very poor in Cambodia. More than 

80 percent of Cambodian population lives in rural areas and about 75 percent of the population 

is working in agriculture. The country greatly lacks enormously hospitals, clinics, healthcare 

centers, and schools and so on. The percentage of population living under the poor level and 

illiterate is relatively very high and life expectancy (around 60) is much lower than the 

neighboring countries’. Poor material living condition, poverty, joblessness and illiterate have 

currently caused many social problems in Cambodia such as prostitution, pillage, social 

harassment, etc.  The difference between rich and poor people or between urban and rural 

areas still remains a big social problem in Cambodia as well. It seems that the poor people are 

left out from the contributions of economic and tourism development. 
b) Cambodia Tourism Overview: 

Being one of the six countries of the Greater 

Mekong Sub-region with a strategic location 

in the Indochina peninsula, Cambodia has 

many natural and cultural advantages to 

favour the tourism development. Inheriting 

a world heritage of magnificent and 

legendary Temples of Angkor Empire built 

since 9th century, Cambodia has become a 

“must visit destination” in Asia & worldwide.  Figure 8: Angkor Wat Temple in Siem Reap - Cambodia 

With 435 km coastline in the South of the country and extensive mangrove forests, some of 

which are still undisturbed, Cambodia has an advantage to develop eco-tourism & sea tourism. 

The same as Vietnam, there were evidently almost no tourists to Cambodia during the war 

periods. Since peace and political stability were re-established in Cambodia in 1998, tourism 

has become the second main resources of Cambodia’s total revenue and accounts for 15 

percent of the national GDP, just after garment contribution. Tourism has provided a lot of 

direct and indirect benefits to local people. It employs thousands of people and contributes a 

great part to the government revenue and to reduce the poverty in the country. 

International tourist arrivals in Cambodia increase sharply during these recent years. According 

to Cambodia tourism statistics, there were 286,524 international tourist arrivals in Cambodia in 

1998 while this number was triple in 2003 (701,014 foreign visitors) and it reached 2,125,465 

international tourist arrivals in Cambodia in 2008. Looking at the figure 9, it is clear that the 

international tourist arrivals in Cambodia increase in average by 23.9 percent per year and after 
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ten years, the number of foreign tourists in Cambodia in 2008 increased 641.81 percent 

compared with the one in 1998. The SARS epidemic in Asia in late 2003 caused the 

international tourist arrivals in Cambodia to decline 10.87 percent comparing with 2002. 
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Figure 9: International tourist arrivals in Cambodia from 1998-2008 

Limited international open sky policies and lack of infrastructure have restrained the Cambodian 

tourism development. Most of international tourists have to pass through Thailand or Vietnam 

before coming to Cambodia. This is one of the biggest disadvantages of Cambodia tourism. 

According to Mr. Thong Khon, Cambodia Tourism Minister, more than a third of international 

tourists coming to Cambodia travel through Thailand and another third pass through Vietnam 

and the rest come through Laos or the other countries. Thus, Cambodia’s tourism development 

is deeply dependent on the social, economy and political stability of its neighbouring countries, 

especially Thailand and Vietnam. For instance, the political turmoil in Thailand caused to close 

Thai International Airport during a while in late 2008 and strongly impacted on the number of 

international tourist arrivals in Cambodia from Thai gateway in 2008.  

In 2007, there were 2,015,128 international tourist arrivals in Cambodia, an increase of 18.53 

percent comparing with the precedent year. In spite of the global recession, Cambodia received 

2,125,465 international visitors in 2008, a year-on-year increase of 5.48%. This was the lowest 

increase rate since 2004 but it was much more positive than the neighbouring countries, 

according to the 2008 Cambodia Tourism report.  

The major sources of Cambodia’s tourism come from Vietnam, South Korea, Japan, The United 

States, China, Taiwan, Australia, France and United Kingdom. South Korea and Japan were the 

first tourist providers to Cambodia during these years. However, with the economic crisis’ 

effects in late 2008, the Korean, Japanese and Western tourists to Cambodia have sharply 

decreased. And since the Cambodia-Vietnam free visa agreement applied in 1st April 2009 and 

the road between these two countries was improved, Vietnam has become the first tourist 

source of Cambodia’s tourism. Looking at the figure 10 below, it is showed that Cambodia 

641,81% 
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International tourist arrivals in Cambodia in 
2008 classified by purpose of travel

Leisure, 
1,808,303, 

86%

Others, 
158,386

7%

Business, 
158,776

7%

received much more visitors from Asian countries, over 65 percent totally, than those from the 

European countries or the other regions. 

Key international tourist arrivals to Cambodia in 2007 & 2008
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Figure 10: International tourist arrivals in Cambodia from 1998-2008 

Most tourists go to Cambodia for leisure. For 

instance, in 2008, there were 1,808,303 

foreign tourists to Cambodia for leisure or 86 

percent of total international tourist arrivals 

in Cambodia. The Cambodia’s tourism has 

tried to promote MICE tourism but with its 

lack of accessibility and tourist 

infrastructure, it seems that it remains many 

restraints to develop MICE tourism in 

Cambodia; however, eco-tourism could be a 

strength of Cambodia tourism Figure 11: International tourist arrivals in Cambodia 
in 2008, classified by purpose of travel  

 

In terms of transport means, road plays an 

important role in Cambodia tourism 

development. According to Cambodia annual 

tourism report, in 2008, there were 59 

percent of international tourist arrivals in 

Cambodia by air and 32 percent by road. 

There was only very modest part (3 percent) 

of foreign tourists coming to Cambodia by 

boat although Cambodia has 435 km of 

coastline and the Mekong River flows through 

the country but Cambodia has not exploited 

this advantage in developing cruise tourism. 
 

International tourist arrivals in Cambodia in 2008 
classified by transportation means
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Figure 12: International tourist arrivals in Cambodia in 

2008, classified by transportation mean 
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With a strong support from the international community, full peace and political stability was 

re-established in Cambodia in 1989 but it is still recovering from its war image and damages. 

With the Official Development Assistance (ODA), Cambodia is step by step constructing 

infrastructure, social works, financial and tourist facilities and so on.  

Since Civil war was driven back, Cambodia’s tourism has rapidly developed and become the 

second largest contributor to the Cambodia’s GDP. In 2008, the total number of Cambodian 

domestic tourists was 6.7 million, total international tourist arrivals was 2,125,465 guest and 

total revenue from tourism was $US 1.595 billion, 17.6 percent of total GDP, Mr. Thong Khon, 

Cambodia Minister of Tourism told the Phnom Penh Post on Thursday 16th July 2009. The 

foreign tourists spent around $118 per day per person with an average length of stay 6.65 days 

in 2008. Despite the global recession impacts, the international tourists in Cambodia in 2008 

increased 5.48% and the hotel occupancy rate was 62.68%, the highest rate than ever.  

Beside the location and natural advantages, Cambodia is endowed with rich, variable and 

attractive tourism resources in archaeological, historical and cultural heritages. For long term 

strategies, the Cambodian government has set as a priority to develop tourism as a key sector 

of economy not only because of its great benefits but also help to promote a new image of a 

peaceful, friendly and welcoming destination. 

 Cambodian tourism highlights 

Visitor arrivals 
Year 

number (%) change 

Average length 

of stay (days) 

Hotels 

occupancy (%) 

Tourism receipts 

(million US$) 

1993      118,183 N/A N/A N/A   N/A 

1994      176,617 49.44% N/A  N/A   N/A 

1995      219,680 24.38% 8.00 37.00   100 

1996      260,489 18.58% 7.50 40.00   118 

1997      218,843 -15.99% 6.40 30.00   103 

1998      289,524 32.30% 5.20 40.00   166 

1999      367,743 27.02% 5.50 44.00   190 

2000      466,365 26.82% 5.50 45.00   228 

2001      604,919 29.71% 5.50 48.00   304 

2002      786,524 30.02% 5.80 50.00   379 

2003      701,014 -10.87% 5.50 50.00   347 

2004    1,055,202 50.53% 6.30 52.00   578 

2005    1,421,615 34.72% 6.30 52.00   832 

2006    1,700,041 19.59% 6.50 54.79 1.049 

2007    2,015,128 18.53% 6.50 54.79 1.400 

2008    2,125,465 5.48% 6.65 62.68 1.595 

Table 2: Table of Cambodian Tourism highlights 1993 - 2008 
Source: Tourism Statistic Report 2008, available at 

http://www.tourismcambodia.com/ftp/Cambodia_Tourism_Statistics_2008.pdf 

Despite its richness and diversity of natural, historical and cultural heritages, monuments, 

Cambodia’s tourism is still unknown and behind within the world’s tourism. Lack of infrastructure, 
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tourism facilities and qualified labour force is the key restraints preventing Cambodian tourism 

development.  

c) Cambodia – a natural, cultural and legendary destination: 

Experiencing the ups and downs periods, Cambodia still preserves the rich original Khmer 

culture. With the diversity of its unique culture and various offers of natural, historical and 

legendary attraction, Cambodia is known as a high potential tourist destination. The Angkor 

Temple complex, the World Heritage of Humanity is most attractive tourist place. 

 Main tourist attractions in Cambodia include: 

 Phnom Penh, 290-kilometre-square city with a population of approximate 2 million is the 

capital of the Kingdom of Cambodia. It is the center of administration, commerce, communication, 

culture, economy, education, industry, policy, and tourism. Besides the business attractions, there 

are also tourist sites such as Royal Palace, National Museum, Wat Phnom, Independent Monument, 

Mekong River and Killing Field. 

 Siem Reap, the most attractive tourist place with the site of Angkor Temples is one of the 

most important archaeological sites in South-East Asia with thousands of Temples built during 9th - 

11th century, becoming the UNESCO World Heritage Sites since 1992.  

 Tonle Sap is the largest freshwater lake in South East Asia and an ecological hot spot which 

became the UNESCO biosphere zone since 1997. The amazing lake and Mekong River systems are 

really unique. It’s well-known and original because the flow changes direction twice a year and the 

lake’s surface is dramatically changed due to the seasons. It is also the habitat for hundreds of fauna 

and fishes. 

 Cambodian Royal Ballet became the UNESCO World Cultural Heritage since 2003. 

 Preah Vihear is famous with the sites of Preah Vihear Temples, an UNESCO World Heritage 

since 2008.  

 Sihanouk Ville, the premier Cambodian beach city, is well-known for its wildlife and 

undisturbed coastline. With white sand beaches in a tropical zone and warm Gulf of Thailand waters, 

Sihanouk Ville provides a great unwinding tourist area. This is a potential tourist destination of 

Cambodia where tourists can enjoy some undisturbed beach, fresh seafood or snorkelling, diving and 

other sea activities. There are more and more public and private investments developing tourism in 

this city. 

 Battampang, a new destination, is the second largest city and leading rice and agricultural 

producing province of Cambodia. Historically speaking, Battampang was a sensible political zone 

which was scrambled between Thailand and Cambodia and it was also the Khmer Rouge 

revolutionary base. Nowadays, it is a new Cambodian tourist attraction with the French colonial 

architectures, Ancient Temples or Khmer lifestyle and cultural. 

 Stung Treng and Kratie are home of the very rare Freshwater Irrawaddy Dolphins from 

Mekong River. It is a great potential eco-tourism zone of Cambodia. 

 Kampong Thom is located in the Central of Cambodia which combines Siem Reap province 

and Phnom Penh capital. It is known by the legend of two giant snackes which appeared in every 

Buddhist festivals. Nowadays, this city is mentioned as a jump-off position between Phnom Penh - 

Cambodian capital and Siem Reap - the Cambodian most attractive tourist area. 
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 Rattanakiri and Mobdulkiri are home of unique natural beauty and wealth of natural 

resources in Cambodia. It is known for its ancient forests, forested mountains, imposing waterfalls or 

the lush green rolling hills, lakes, rivers. This is the place for eco-tourism and for the discovery of the 

colourful ethnics of Cambodia. 

 Khmer culture and cuisine: Deeply influenced by India and China since the 1st century 

A.D., the Cambodia’s Culture is very rich and original. Throughout the Cambodia’s long-standing 

history, the Cambodia or Khmer culture was influenced and inspired by Indian religions, Buddhism 

and Hinduism which is presented in the Khmer daily life and civilisation, belief, tradition, architect, 

arts, literature, music, dances and so on. Going through many ups and downs in life, Cambodian still 

preserve the national culture of unique Khmer characters. Influenced by Indian, Chinese and 

Vietnamese cuisine, Khmer cuisine is similar to the one of the neighbouring countries in Southeast 

Asia; however, it is known by the Khmer touch which provides a unique taste and favour. 

1.3. Impacts of the financial crisis on Vietnam’s and Cambodia’s tourism: 

It’s clear that the global economic recession in 2008 has deeply touched the world’s economy. The 

damages of this crisis are incalculable and until the first half year of 2009, it is estimated around 

US$30.000 millions has been lost, according to the world economists’ announcement on July 2009. 

According to the International Monetary Fund’s forecast, the World economy’s growth in 2009 will 

fall to its lowest annual rate since World War II with an overall global growth 0.5 percent. In 

opposite to the recession in 1997 which affected deeply on the emerging and Southeast Asian 

countries, the global economic crisis in 2008 has severely damaged the advanced economies and 

developed countries, especially United States, United Kingdom, Japan and other “giant” economies 

worldwide. According to World Economic Outlook, the average economic growth rates of all advanced 

economies will drop dramatically into minus 2 percent in general. The damages will be more serious 

in the new industrialised Asian economies such as South Korea, Singapore, Hong Kong and Taiwan 

and it is estimated that the average economic growth rate of these countries in 2009 will be around 

minus 3.9 percent, the worst records ever. The developing countries have been touched less 

severely and it is forecasted that the real GDP growth in developing East Asia in 2009 will be around 

5.3 percent, dropping from 8% in 2008.  

According to the World Tourism Organisation, the international tourism demand has decreased since 

the second semester of 2008 when the global economic crisis started in the United States and it will 

continue sharply dropping in 2009. The international tourism will decline from 2 to 3 percent in 2009, 

World Tourism Organisation announced on 12th May 2009 in Madrid.  

As the economic crisis strongly inpacted on the developed countries, most of destinations all around 

the world have suffered a remarkable decrease in demand in the major tourist markets such as 

United Kingdom, United States, Germany, Japan, South Korea, France, Spain, Italy and so on. For 

instance, tourism industry usually contributes around 11 percent to Spain’s economy; however, in 

the first six months of 2009, the international tourist arrivals in Spain dropped 11.4 percent due to 

the economic slowdown. The hotel occupancy in Italy was down 7.1 percent between January to July 

of 2009 mainly due to the economic downturn and swine flu. So far, the tourism and economy in 

Europe, North America, North East Asia, South Asia and Middle East are amongst the most affected 

regions by the crisis. From January to April 2009, the international tourism arrivals declined 8 

percent compared with those of 2008 with Europe, second worst hit, down 10 percent and the Middle 



Aix-Marseille II University – Master of International Tourism Management 
 

20 

East, the worst hit, was dramatically down by 18 percent. Actually, the World’s tourism is affected 

not only by the global economic slowdown but also by the natural disasters (storms, earthquakes or 

climate change), or man-made disasters (wars, terrorist attacks or political crisis) & especially by the 

serious influenza A/H1N1.  

Historically speaking, tourism will considerably increase after the crises but it seems that it is not the 

case this time because this economic crisis is really global and its damages are truly incalculable. In 

addition, disasters, climate change or political turmoil in many countries and the serious pandemics 

will strongly affect on the world tourism recovering process.  

a) Impacts of the economic crisis on Vietnam tourism: 

The current economic downturn has strongly affected almost every country around the world and 

Vietnam’s economy and tourism are no exception. The Vietnam’s GDP growth rate in 2008 achieved 

6.23%, dropping from 8.5% in 2007. And the Vietnam economic picture remains dark in the first 

half year of 2009. The 2009 first quarter GDP reached 3.1%, a decrease of 41% of total GDP 

compared with the 2008 first quarter GDP. It improved a little bit in the second quarter by 4.5%, 

equalling 79% 2008 second quarter GDP. Generally, the Vietnam’s GDP first semester increased by 

3.9% compared with the same period of 2008. The export turnovers in the first half of 2009 were 

US$ 2,737 millions, a decrease of 25.7% compared with the same 2008 period. These are the lowest 

records for Vietnam’s economy in the recent years; however, it is one of the few countries with a 

positive record this year in terms of economic growth rate.  

The Vietnam’s tourism is severely affected by the economic downturn and its prospect is more 

overcast because of the influenza A/H1N1. While the other industries of the Vietnam’s economy are 

recovering and have positive signals, the Vietnam’s tourism industry is still suffering from the 

influenza A/H1N1 spreading all over the world. With the global economic crisis and the epidemic 

swine flu, the international tourist arrivals in Vietnam dropped sharply, particularly the foreign 

tourists to Vietnam from the key tourist markets, such as Japanese, Korean, British, French or 

American, declined dramatically 60 or 70 percent in May and June 2009, according to Vietnam 

tourism report. 

International tourist arrivals to Vietnam by quarter 2007-
06/2009
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Figure 13: International tourist arrivals in Vietnam by quarter from 2007- June 2009 

Looking at the figure 13, the number of international tourist arrivals in Vietnam in the first six 

months of 2009 reached 1,893,605 persons, declining 17.3% compared with the same period of 
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2008 with 2,289,287 arrivals. The number of foreign visitors coming to Vietnam from almost 

every country over the world decreased compared to last year period. Over the past years, the 

Asian nations (like South Korea, Japan, China, Singapore, Malaysia, Taiwan, Thailand) play a 

very important role for Vietnam’s economy and tourism and the number of tourists to Vietnam 

from these countries steadily increased. However, the tourists from these countries have 

significantly decreased since 2008 last quarter. For example, the Thai tourists to Vietnam in the 

first half of 2009 reached 89,765 visitors decreasing 27%, from 122,415 persons in the first 

half of 2008, the Taiwan tourists fell by 16.5% and the Koreans are down 17,1%. 

Tourist arrivals in Vietnam from the key markets in first half 
2008 and 2009
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Figure 14: International tourist arrivals in Vietnam by market within the first quarter of 2008-2009 

The economic downturn has not only affected on the number of international tourist arrivals in 

Vietnam but also the tourist expenditure. Most of the tourists travelled with a tight budget or 

try to tighten their expenses during their trip. According to the trades-people of Ben Thanh 

Market and Saigon trade center, the biggest Vietnam’s tourist area and trade center, said that 

the tourist consumption has decreased dramatically since the last months of 2008. Their 

revenue has decreased up to 50 percent compared with the last years. The sale of some 

Vietnam famous handcraft products is not progressing as well as last year. Some shops had to 

close due to revenue decline. 

The economic recession has strongly impacted on the hotel occupancy, particular the upscale 

hotels’. The financial difficulties have changed travellers’ attitude and habits. Tourists prefer the 

middle-scale and economic hotels to reduce their travel expenditures. Many 5-star hotels’ 

revenue faces a sharp reduction while the 3-star hotels could cover their costs. According to CB 

Richard Ellis Vietnam’s survey, the 5-star hotels occupancy in the third quarter 2008 only 

reached 59%, a decrease of 19% compared to the same 2007 period and the average room 

occupancy rate of the luxury hotel in Vietnam in 2008 was around 50%. It was the lowest rate 

since 2003 when the SARS epidemic explosion in Asia. To attract the tourists, many 5-star 

hotels in Vietnam have reduced the room rate, even by 40 or 50 percent when compared to the 

luxury room rate of the same 2007 period. According to Vietnam Tourism News, the hoteliers in 

Ho Chi Minh City, the Vietnam tourist and economic capital, said foreign visitors to Ho Chi Minh 

City were down 20 to 30% and the occupancy rates in luxury hotels in Ho Chi Minh City were 

only around 20 to 50%, the lowest rate since 1997. 
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There will be around 300.000 to 400.000 Vietnamese people losing their job because of the 

impacts of the economic downturn, Nguyen Thi Kim Ngan, Vietnamese Minister of Labor, 

Invalids and Social Affairs, told to Reuters on Friday 20th March 2009.  

b) Current effects of the economic crisis on Cambodia tourism: 

Different to Vietnam, tourism is a very important sub-sector of Cambodian economy. This is the 

second largest source of Cambodia economic growth which has contributed 10 percent to 

Cambodia’s GDP and presents more than 15 percent of Cambodia’s total employment, 

according to the Cambodia Ministry of Economy and Finance report. These figures show that 

tourism is very important and affects directly Cambodia’s economy. 

The 2008 crisis impacted more deeply on the big economies and developed countries than the 

small emerging countries. As a small developing country, Cambodia is less seriously affected 

than other countries in region such as Thailand, Singapore, Vietnam or Malaysia.  

According to the annual Cambodian tourism report, the average growth rate of international 

tourist arrivals in Cambodia increased steadily, around 20 percent per year; however, in 2008, 

Cambodia received 2,125,465 international visitors, an increase of 5.48%, the lowest growth 

since 2003. Although the tourist arrivals in Cambodia in 2008 are higher than those of 2007 it 

was much lower as expected. 

International tourist arrivals in Cambodia by Quarter 2007-06/2009
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Figure 15: International tourist arrivals in Vietnam by quarter from 2007- June 2009 

The international tourist arrivals to Cambodia in 2009first quarter declined 3.4% compared to 

the same 2008period and it decreased only 1.1% in the first half of 2009. Regarding the 

Cambodia tourism statistic and the graph 15, the number of international tourist arrivals in 

Cambodia in the 2009 second quarter is higher than the one of the same 2008 period. This 

showed the positive signal for recession recovery in Cambodia.  

Although the global economic crisis did not touched Cambodia’s economy and tourism as 

profoundly as the big developed countries, its impact is highly noticeable because tourism is 

very important to Cambodia’s economy. According to the Ministry of Tourism statistics, in 2008, 

the tourist arrivals in Siem Reap, the most visited tourist site in Cambodia, declined 5.5% and 
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this number still jumped down to 16% in the 2009 first quarter, including a 12.2% decline for 

air arrivals. The Cambodia’s main tourist markets, such as Korea, Japanese, United Kingdom 

and etc., decreased sharply. The hotels’ occupancy rate has fallen 25% compared to the same 

2008 period. Several three or four star hotels have definitely closed their doors, and the mid-

range hotels have been multiplying promotional offers for months. For instance, some Luxury or 

prestigious hotels had to temporarily close in Siem Reap city – Cambodia most attractive tourist 

area - and a lot of people working for tourism industry lost their job or must take holiday 

without pay. According to Mr. Luu Meng, union president of the Cambodian Tourism and Service 

Workers Federation, tourism in Cambodia in 2009 will reach the worst record since its 

independence. According to Mr. Ho Vandy, co-chairman of the government-private sector 

tourism working group, the economic crisis has strongly impacted on the Cambodia’s economy 

and tourism. If the tourism sector is not working, it will cause trouble for the other economic 

sectors because tourism leads the other commercial economic sectors and the tourism in 

Cambodia is never as bad as this before, Mr. Ho Vandy said on Cambodian Daily on 21 May 2009.  

The crisis also impacted on the tourists’ consumption attitude. Tourists spent less and tried to 

tighten their budget. The Europeans tourists were down 14 percent during the four first months 

of 2009 according to the Minister of Tourism. The drop of Western tourists’ arrivals has a direct 

impact on tourism generated incomes. In 2008, foreigners spent 1.6 billion dollars in the 

country but with the impacts of global economic crisis, the Cambodia Ministry of Economy and 

Finance expects a drop in tourism growth of 7 to 8 percent in 2009. 

According to Van Sou Ieng, GMAC (Garment Manufacturers Association of Cambodia) president, 

Cambodia is more severely affected by the crisis than other Asian countries like Indonesia, 

Vietnam or China because the industry sector in Cambodia is less competitive and there are no 

supports from domestic tourism as the other countries in region.  

According to the Cambodia Tourism Forum held in Phnom Penh 11 February 2009, the impacts 

of global economic crisis on Cambodia’s tourism are: 

- The number of international tourists decreases dramatically 

- People reduce or cancel their booking, their holiday 

- Tourists choose to travel short haul rather than long haul 

- Tourists spend much less than before 

- Cambodia International tourist growth is only 5.5 % in 2008. This is the lowest growth in 

Cambodia tourism history which has usually been 20%-50 % since 1993. 

- Local people lost their job and it makes increase the social problems 

- Poverty rate increases 

- The private investments in tourism industry have decreased  

- Revenue from tourism & other tourist commercial activities & transportation decreased sharply 

1.4. Impacts of the crisis on business of Sofitel Angkor Phokeethra Resort: 

Before highlighting the impacts of global economic recession on the business of Sofitel Angkor 

Phokeethra Golf and Spa Resort, I want to present a hotel’s overview and its current positioning.  
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a) Sofitel Angkor Phokeethra Golf & Spa Resort presentation 

Opening on 1st October 2000, Sofitel 

Angkor Phokeethra Golf and Spa Resort 

was the first International Luxury Hotel 

offering an 18-hole golf course in Siem 

Reap province, Cambodia. Ideal location 

to the unique historical site of Angkor, 

Sofitel Angkor Phokeethra Golf and Spa 

Resort has 238 rooms offering all the 

international luxury standard services. Figure 16: Sofitel Angkor Phokeethra Golf & Spa Resort’s façade 

 Hotel location: Located in the heart of Siem Reap town and the nearest hotel to Angkor 

Wat Temples, Sofitel Angkor Phokeethra is ideally located closely to the legendary Temples of 

Angkor. It is just only 10 kilometres away to the Siem Reap International Airport, 5 kilometres 

from the Angkor Wat Temples and 15 kilometres from the Tonle Sap Lake, 2 kilometres from 

the major urban centre, Old Market, French Colonial quarter and Royal Residence.  

- Bordered by Vietnam, Laos and Thailand, it is easy to reach Cambodia and Siem Reap by the 

following transportation means: boat, road or air. Furthermore, Cambodia has only 2 

international airports and one of them is located in Siem Reap town. This is an access 

advantage in favour of Siem Reap tourism development and Sofitel Angkor Hotel business.   

 Hotel rooms’ categories: Sofitel Angkor Phokeethra Golf and Spa Resort has a total of 

238 rooms with 5 categories as follow: 

 Superior rooms: There are 144 Superior rooms: 51 Single, 87 Twin and 6 Triple. 

 Luxury rooms: There are 71 Luxury rooms: 36 Single, 26 Twin and 9 Triple. 

 Sofitel Suites: There are 15 Sofitel suites: 14 Single and 01 Twin. 

 Prestige Suite: There are 8 Prestige suites: 7 Single and 01 Twin. 

 Opera Suite: There is 1 Opera suite, former Presidential Suite, offering a spacious area 

of 140m2 with an impressive decoration of Khmer elements and French colonial style.  

 Hotel’s facilities and outlets:  

 Dining and Entertainment Outlets: With all day dining and room services, 

Sofitel Angkor Phokeethra Golf and Spa Resort has 7 Dining and Entertainment Outlets offering 

most of the worldwide finest cuisine like daily international buffet, traditional Japanese cuisine, 

French gastronomy, Italian food or wine tasting; they are:  

 The Citadel restaurant, offering daily Western and Asian buffet 

 Leaf on the Stone restaurant, offering traditional Japanese Teppanyaki 

 Royal Court Restaurant (Open from October to March) 

 Mouhot’s Dream restaurant, offering French gastronomy  

 Waferer, English-style pub offering snacks, salads, pastas and pizzas  

 Explorer’s Tales, relaxing bar with live-piano music  

 Serpent – PoolSide bar offering snacks and colourful cocktails  
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 Meeting Facilities: With an area of 200 m2 separated into two rooms (Naga & 

Rainbow) and a separate boardroom which are well equipped by high quality audiovisual 

technology, Sofitel Angkor Phokeethra Golf and Spa Resort, one of the best choices for the 

small and average group meetings in Siem Reap, Cambodia, provides the luxury standard of 

services and meeting facilities. The meeting packages are tailored to individual requirements.  

- The banquet and meeting rooms are illustrated as follow:  

Meeting       

areas 
 

Board-room 

 

Theatre 

 

U-shape 

 

Classroom 

 

Banquet 

 

Dimensions 

Naga & Rainbow 60 120 60 80 150 200 sq/m 

Naga  30 55 25 35 70 100 sq/m 

Rainbow 30 55 25 35 70 100 sq/m 

Board room 12 10 8 8 N/A 28 sq/m 

- Sofitel Angkor Phokeethra will soon open a new spacious Ballroom with a capacity of 450 

participants in 2010. It will be the largest and most comfortable meeting place in Siem Reap. 

 Sports and Leisure: Set in a landscaped tropical lush green gardens and close to the 

famous Temples of Angkor, Sofitel Angkor Phokeethra Golf and Spa Resort provides the most 

beautiful and spacious Swimming Pool and the first world class 18-hole golf course in Siem 

Reap.  It is mentioned that Angkor Spa at Sofitel Angkor Phokeethra is one of the most 

luxurious standard spa with the Thai and Khmer professional staffs.  

- The hotel’s sports and leisure facilities include: 

 Phokeethra country club  
 Billiards/Snooker 
 Fitness centre 
 Bicycle hire facilities 

 Discothèque/nightclub 
 Outdoor unheated pool 
 Jacuzzi 
 Spa, Massage & Sauna 

 Hotel services: Sofitel Angkor Phokeethra provides luxury standards services 

including: 

 Airport Shuttle bus & Limousine 
 24 hours room service 
 Business Centre 
 Foreign exchange service 
 Baby sitting service 
 Fitness Centre 

 Spa and outdoor Swimming Pool     
 7 Dining and Entertainment  Outlets 
 Laundry service 
 Shoe cleaning service 
 Concierge 
 Doctor on call 

- The hotel’s additional services include: 

 Team building organization 
 Tour organisation, local excursion service  
 Chic Picnic service 
 Cooking classes 
 Karaoke or discothèque with private set-up  
 Private dinner arrangement within the hotel premises 
 Unique dinner arrangement at the ancient temples or Angkor national museum  
 Catering services 
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 Sofitel Angkor Phokeethra’s management and organisation: 

Opening at the end of year 2000, Sofitel Angkor Phokeethra Golf and Spa Resort, one of Thai 

Nakorn Pattana Company Limited’s properties, is managed by Accor group under the luxury 

brand name, Sofitel. Next year, Hotel Sofitel Phnom Penh Phokeethra, a sister hotel of Sofitel 

Angkor Phokeethra in Siem Reap, Cambodia and Sofitel Krabi Phokeethra, in Krabi, Thailand, 

will open at the beginning of year 2010 in Phnom Penh, the capital of Cambodia. 

- The administrative structure of Sofitel Angkor Phokeethra management organisation is 

illustrated by the following chart: 

  
Figure 17: Chart of Sofitel Angkor Phokeethra Golf & Spa Resort’s administrative organisation 

- Each department has a Director or Manager who is responsible of his or her department and 

reports to the Residence Manager or/and General Manager. Besides, there is also an IT 

Manager, who is in charge of hotel information and communication system, and a Revenue 

Manager who is in charge of all the hotel revenue information. In the Room Division, there are 

Housekeeping, Laundry and Front Office departments which include Call Centre, Business 

Centre, Guest Relation Office, Concierge, Boutique, Reception, Reservation, Airport 

representative, Transport.  

- Golf Course organisation is not included in this chart. The Phokeethra Golf Course chief 

directly reports to the Residence Manager and then to the General Manager. 

With more than two hundred members of staff maintaining the Golf course and more than three 

hundred member of staff of with more than ninety percent being local citizens working in the 

hotel, Sofitel Angkor Phokeethra takes part in providing jobs for local people and contributes a 

great part to the process of reducing poverty in Cambodia in general and in Siem Reap in 

particular. 

 Sofitel Angkor Phokeethra’s business overview: 

The pre-opening of Sofitel Angkor Phokeethra Golf and Spa Resort was on 1st October 2000. In 

the meantime, Bayon and Ta Prohm Temples in Siem Reap were chosen as Hollywood film’s 

sets for Tomb Raider, a Paramount production, realised by the famous film-maker Simon West 

and starring Miss Angelina Jolie. All the film’s crew stayed in Sofitel Angkor Phokeethra during 

the making of this film in Siem Reap. It was a good point for the hotel image and for the hotel’s 

promotion of its forthcoming opening later, on 18th November 2000. Looking at the graphic 

below, it is provided that the annual hotel occupancy is very low with an average rate of 

Residence Manager

General Manager 

 
Room  

Division

Sales &  
Marketing  

Department

Human  
Resource 

Department

  Food &  
Beverage  

Department 
Finance 

Department
Spa 

Department 

 
Engineering
Department

Security 
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Room revenue market share of Sofitel competitive 
set in 2008

Rafles, 
$4,929,272, 

20%

Le Meridien, 
$4,677,771, 

18%

Angkor 
Palace, 

$4,401,599, 
17%

Sokha, 
$4,389,352, 

17%

Sofitel, 
$3,999,101, 

15%
De la Paix, 

$3,415,037, 
13%

36.81% during nine years of operation despite the advantages of its early opening, the efforts 

of all Sofitel’s staffs and Management Team. 
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    Figure 18: Graphic of Sofitel Angkor Phokeethra room night’s occupancy from opening (10/2000) to 2008  

In term of average room revenue market share, Sofitel Angkor Phokeethra ranked fifth in its 

current competitive market with an 

achievement of 3,999,101 USD in 

2008.  In the 5-star hotel competitive 

market in Siem Reap, the Grand 

Raffles d’Angkor hotel was always the 

top in term of room revenue despite 

its smaller capacity. The average 

room rate of Sofitel Angkor in year 

2008 was 122.82 USD/room/night 

while Raffles hotel was 192.46 

USD/room/night, ranking as the   

highest average room rate hotel in 

Siem Reap.                          Figure 19: Room revenue of Sofitel Angkor competitive set in 2008 

- The average length of guests’ stay in Sofitel Angkor Phokeethra is 2.48 days. Siem Reap, a very 

small town with 10,299 km2 and more than 900,000 citizens, located in the north-west of Cambodia, 

is a natural, cultural and historical destination attracting tourist more and more but not keeping 

tourist visitors longer. Most tourists stay two nights in average to visit the town and discover the 

legendary Temples. The short stay of international tourists in Siem Reap in general and in Sofitel 

Angkor Phokeethra in particular has clearly demonstrated a lack of tourist activities and 

entertainments despite the magnificence of hundreds Angkor temples. According to the hotel 

statistics, the tourists from other continents stay longer than the ones from Asia or the neighbouring 

countries of Cambodia. For example, the French or British tourists stay around 3 nights or more 

while the Vietnamese, Thai or Chinese tourists prefer to spend averagely 2 nights in Sofitel Angkor. 
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  2000 2001 2002 2003 2004 2005 2006 2007 2008 Average

- Vietnam 4.74 1.65 2.25 2.43 3.04 2.20 4.13 2.66 1.00 2.67 

- South Korea  4.00 2.14 1.85 3.34 1.92 3.03 1.97 1.91 1.64 2.42 

- China 2.30 2.35 2.18 2.53 2.59 2.38 2.65 2.67 2.60 2.47 

- Japan 2.13 2.06 2.10 2.09 2.25 2.12 2.18 2.25 2.31 2.17 

- Taiwan 1.00 2.69 2.52 2.74 3.41 2.97 3.19 3.34 2.91 2.75 

- Thailand 5.07 2.10 1.91 1.88 2.76 2.14 2.09 2.24 2.17 2.48 

- France 6.93 2.70 8.20 4.23 2.83 3.17 3.23 2.90 3.31 4.17 

- United States 3.04 2.24 2.3 2.48 2.21 2.32 2.21 2.49 2.48 2.42 

- United Kingdom 10.37 2.46 2.63 2.93 2.92 2.86 3.05 3.15 3.23 2.73 

- Australia 2.45 2.43 2.48 2.37 2.62 2.71 2.88 3.00 3.22 2.68 
 Annual average length 

of stay 3.95 2.27 2.58 2.39 2.49 2.45 2.54 2.44 2.46 2.48 

Table 3: Sofitel Angkor Phokeethra’s annual length of stay statistic classified by key markets 

- In term of purpose of travel, most tourists at Sofitel Angkor Phokeethra come for leisure while 

Sofitel Angkor provides very good facilities for business guests like well-equipped meeting facilities, 

modern business center, large room capacity and variety of dining outlets with high standard 

services which can receive the small, average or big meeting groups. According to the hotel annual 

reports, more than 70 percent of guests in Sofitel Angkor Phokeethra are there for their leisure and 

less than 30 percent are there for their business trip. Siem Reap, a small city, is not a business 

destination although Cambodia tries to develop MICE tourists but it is still very limited in Siem Reap 

because of lack of access, tourism infrastructure and qualified labour.  

  Oct. 
2000 2001 2002 2003 2004 2005 2006 2007 2008 Jun-09

- Leisure 2,026 18,870 27,912 21,827 30,823 31,598 30,141 29,183 23,644 8,590  

- Business 3,127 1,538 8,382 5,003 3,163 2,140 1,828 8,200 8,917  4,914 

Total: 5,153 20,408 36,294 26,830 33,986 33,738 31,969 37,383 32,561 13,504

 Table 4: Sofitel Angkor Phokeethra room nights occupancy statistic classified by purpose of travel 

Since its opening, the highest average revenue per room (Revpar.) of Sofitel Angkor Phokeethra was 

in 2007, with average revenue of 49.58 USD/room but the highest average room rate was in 2008 

with an achievement of 122.83 USD. Generally speaking, the average revenue per room of Sofitel 

Angkor is around 37.4 USD since the opening.   

The following table will provide an overview of the hotel’s business since October 2000 until June 

2009. 

  Oct -
2000 2001 2002 2003 2004 2005 2006 2007 2008 

Jun - 
2009 

Room nights occupied: 5,153 20,408 36,295 26,830 33,986 33,454 31,624 37,383 32,561  13,504 

Occupancy rate: 23.53% 23.49% 41.78% 30.89% 39.12% 38.51% 36.40% 43.03% 37.48%  31,35%

Revenue per room (Revpar): 18.07 23.41 44.48 34.00 44.51 43.18 37.95 49.58 46.04 32,97  

Average daily rate (ADR): 76.80 99.66 106.45 110.10 113.79 112.12 104.25 115.23 122.83 105,17 

Table 5: Sofitel Angkor Phokeethra’s business overview 
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b) Impacts of the global economic crisis on the Sofitel Angkor Phokeethra’s business: 

- According to Ms. Duong So Neat, Sofitel Angkor’s Room Division Secretary, there were only 

13,504 room nights sold, an occupancy of 31.35 percent during 2009 first half year, 11.82 

percent lower than for the same 2008 period. In term of revenue, there was a sharp decrease 

of revenue in the first 2009 six months, with a 972,171 USD loss compared with last year. 

This was indeed the worst result since opening. 

- According to Mr. Apichart Atiparamin, Sofitel Angkor’s Revenue Manager, the first half year 

revenue 2009 reached 1,420,216 USD, an 11.82 percent decrease compared to 2008.  

Room occupancy comparison between the first half year of 
2008 and the one of 2009
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Figure 20: Monthly Sofitel Angkor Phokeethra room night’s occupancy comparison between 2008 and 2009 

- The average expenditure in Sofitel Angkor Phokeethra is around 153 USD/guest/day since its 

opening. However, this rate has dramatically decreased since the economic recession with 

around only 60 USD/guest/day in the first half year of 2009. This demonstrates the profound 

impact of the global economic crisis on the consumption and the consumers’ attitudes and 

habits. People are less interested in tourism or are still travel with a very reduced budget and 

they have tightened their expendiure. The following table provides the guests’ average 

expenditure changes in Sofitel Angkor Phokeethra from year 2000 to the first half year of 2009.  

  2000 2001 2002 2003 2004 2005 2006 2007 2008 Jun-09

- Total guests 1,751 13,836 20,995 17,369 23,345 23,417 21,221 26,339 22,599 23,858

- Average expenditure/guest 226 147 184 170 166 160 156 163 177 59.25

Table 6: Sofitel Angkor Phokeethra Golf and Spa Resort’s annual expenditure per guest statistic 

As many luxury hotels in Siem Reap, Sofitel’s total revenue strongly depends on the 

international tourist arrivals.  The local life is relatively very poor. Most Cambodian people have 

to wrestle with their daily difficulties and do not earn enough money to satisfy their essential 

needs; the poverty still remains and is pervasively present. Thus, Sofitel Angkor in particular 

and Cambodian domestic tourism in general is not supported by local citizens. For instance, it is 

rare to find a local guest enjoying one of Sofitel’s Dining Outlets or staying at the hotel. On the 

contrary, accommodation and tourism industry are well supported by domestic demand in some 

cities close to Siem Reap such as Ha Noi, Ho Chi Minh in Vietnam or Bangkok, Pattaya Beach 
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City in Thailand or Kuala Lumpur in Malaysia and so on. This is one of Cambodia’s major 

disadvantages to maintain tourism development during the difficult period. 

- According to the hotel annual reports, the hotel top key markets are Japan, the United States, 

South Korea, France, China, Thailand, United Kingdom, Taiwan, Singapore and Australia. For 

Sofitel Angkor Phokeethra, the Japanese market has always ranked as the first market since the 

opening to 2008. However, the number of room nights occupied by Japanese visitors has 

dramatically decreased during the first six months of 2009 and is 65 percent lower than for the 

same 2008 corresponding period and has dropped to the fourth place in the Sofitel’s key 

markets list. The Sofitel’s business was not only affected by the global financial crisis but also 

by the dangerous epidemic diseases, swine flu A/H1N1 which is spreading in Asia and worldwide.  

Room nights occupied by key markets between first half year of 
2008 and first six months of 2009 

0

500

1000

1500

2000

2500

3000

3500

4000

Ro
om

 n
ig

ht
s 

so
ld

2008 3260 2613 2080 1447 1430 907 841 543 516 328

2009 1111 1134 3484 1331 735 537 676 256 394 350

Japan USA Korea France China UK Thailand Singapore Australia Taiw an

 
Figure 21: Sofitel Angkor Phokeethra room night’s occupancy by key markets of first half year 2008 & 2009 

The graphic above illustrates a sharp decrease of tourist arrivals at Sofitel Angkor from the key 

markets during the first half year of 2009 when compared with 2008. Most of foreign guests 

from Sofitel key markets declined except Korean guests. The total Korean guests to Sofitel in 

the first half year of 2009 increased from 2080 to 3484 people, 67.5% higher than 2008 - 

thanks to the frequent direct flights with a very reasonable fare from Seoul to Siem Reap. This 

is a good sign for Cambodia’s tourism, Siem Reap’s tourism and Sofitel’s business as well. 

II. Actions implemented by the government and accommodation industry to 

face the crisis in Vietnam and in Cambodia: 

2.1. Actions implemented by government on tourism to face the economic crisis: 

Tourism industry is one of the key sectors of world’s economy. As the economic crisis has 

strongly impacted on world’s tourism, every country has different strategies to recover from 

this recession, to boost tourist activities and to retain the tourism revenue.  

Vietnam and Cambodia have also applied many measures and strategies to overcome the 

impacts of the global economic crisis and to boost the international tourist arrivals. 
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a) Actions implemented by the Vietnamese government on tourism to face the crisis: 

In 1994, the Vietnam National Administration of Tourism (VNAT) launched an ambitious 15-year 

Master Plan for Vietnam Tourism Development which aimed to receive more than 3.5 million 

international tourist arrivals and 11 million domestic tourists by 2000 and 9 million international 

tourist arrivals and 25 million domestic tourists by 2010. It was also aimed at achieving a turnover 

from travel business of US$2.6 billion in 2000 and US$11.8 billion in 2010 excluding the 

transportation contribution. All these targets sounded great but it was very hard to make it happen.  

Looking at the graph number 3, the international visitors to Vietnam in 2000 reached 2,140,100, an 

achievement of 61% target proposed in the Master plan and in 2008, Vietnam received totally 

4,253,740 international tourist arrivals, less than 50% of 2010’s target. It is evident that we could 

not predict the obstacles which impacted deeply into the economic and tourism development when 

drawing the Master plan such as global economic recession in 1997 affecting dramatically Asia’s 

economies, or SARS pandemic spreading in Asia in late 2003, or tsunami in Indian Ocean causing 

nearly 300,000 deaths and missing in Southeast Asia on December 2004 or recent global financial 

crisis in late 2008 and Influenza A (swine flu) spreading promptly in Asia and worldwide since late 

April 2009.  

Due to these current difficulties, Vietnam’s tourism has changed the Master Plan to adapt to the new 

situation and target to receive only 6 million foreign visitors by 2010 with a turnover of US$ 4 billion 

in tourism receipts. Furthermore, Vietnam tries to attract US$5.5 billion in foreign direct investment 

for the industry's development during this period and the total workers in tourism sector are 

expected to reach 1.4 million. Vietnam's tourism has planned to develop this industry with a growth 

rate of 7.5% per year between 2007 and 2016. So far, the World Travel and Tourism Council (WTTC) 

predict that Vietnam will be among the top ten major tourist destinations in the world by 2016.  

However, it seems that everything is changing and the future perspective of Vietnam tourism in 

particular and worldwide tourism in general is not favourable to achieve the targets that we 

projected. Facing the current difficult situation, Vietnam’s government has recently implemented 

many actions based on the strengths, weaknesses of Vietnam tourism and the new tourist demands 

to adapt and to overcome these current challenges. The main points can be summed up as follow: 

 Considering the current scenario and effects of the economic downturn, the Vietnam’s 

government has decided to provide a bailout package of US$1.93 million (VND 30 billion) for tourist 

promotional activities which will help a rebound of the Vietnam tourism industry. 

 The Government has also been taking action to address the situation with the latest actions of 

the Vietnam Central Bank by reducing the interest rate from 8.5 percent to 7 percent for the tourist 

projects and even 4 percent for the agricultural projects to encourage the new lending in order to 

increase the investments in tourism and recover the damage of this recession. 

 Vietnam Administration of Tourism had implemented many practical actions to help the local 

tourist companies recover from the recession effects, including organising tourist promotion 

programs to attract more international tourist arrivals in Vietnam such as organising the Miss 

Universe Event in Vietnam with 82 beauty queens from 81 countries and territories worldwide to 

advertise the Vietnam’s attractive images and culture to international communities on NBC Universal 

channel and other international channels. There were more than one billion audiences around the 
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world following this event at the end of 2008. Recently, Vietnam has broadcasted its images with 

nine-minute video clip about Vietnam’s pictures, people, culture, history and “must” visit 

destinations on the international television channel Star World at Mrs. World 2009 Final Night in 

Vung Tau city on November 22nd to 800 million audiences worldwide. According to Mr. Hoang Tuan 

Anh, the Vietnam Ministry of Cultural, Sports and Tourism, Vietnam government has approved a plan 

to present and advertise the Vietnam’s images on the BBC aimed to promote the country’s natural 

beauty. 

 In particular, the Vietnam’s tourism has launched the “Impressive Vietnam Program” in early 

2009 to attract the international tourist arrivals in Vietnam. The “Impressive Vietnam” promotional 

package, available since January 2009 until 30 September 2009, was sold by over 90 tour operators 

listed under a special website. This program provided at a reasonable price for a nice program and 

waiving visa fees for tourist buying this package tour. If successful, this program could be prolonged 

until the end of the year 2009. 

 Another effort to attract more international travellers, Vietnam is also waiving visa fees for some 

nations and providing visa-on-arrival at the international airports and border crossing check-points 

for all international tourists. According to Mr. Vu The Binh, Chief of the Vietnam Travel Department 

of Vietnam National Administration of Tourism (VNAT), providing a visa on arrival for international 

tourist at the international airports or border check-points is a great effort of Vietnam Tourism which 

can boost foreign travellers to Vietnam but the Vietnam Custom Department needs time to adapt to 

the new technology systems & new visa procedures. 

 To help the travel companies out of the current effects of the world financial crisis, the 

Vietnamese government has implemented new policies which permit the travel joint-venture 

companies to run outbound tours for Vietnamese or overseas Vietnamese or foreigners working or 

living in Vietnam. Historically, this is the first time that tourist joint-venture enterprises are allowed 

to run outbound tours for their customers; previously this domain was only reserved for Vietnamese 

companies. 

 Regarding foreign tour guide and reductions or exemptions on tax, the government has approved 

some new policies to help the travel enterprises overcome the challenges such as reducing 50 

percent in value-added tax and visa exemption for foreign tourists involved. Furthermore, a tax 

conformity implementation with current regulations will also be applied for the hotel businesses.  

 Based on a Ministry of Culture, Sports and Tourism’s proposal, the Vietnam Permanent Deputy 

Prime Minister Nguyen Sinh Hung has also allowed some four and five-star hotels to open 

entertainment services until 2 a.m. instead of the usual 12 p.m. from the beginning of 2009 to the 

end of 2010. The Ministry of Culture, Sports and Tourism published the list of selected hotels and 

coordinate with the Ministry of Public Security and relevant localities to oversee the implemented 

actions of the new policies. After this trial period, a report should be submitted to the Prime Minister 

in order to examine a possible extension.  

 Accordingly, the Vietnam Deputy Prime Minister has also assigned the Ministry of Industry and 

Trade to coordinate with relevant localities, cities and ministries in planning and developing shopping 

centers for tourists. 

 The Vietnam Deputy Prime Minister has also assigned the Ministry of Transport to coordinate with 

the Ministry of Culture, Sports and Tourism and relevant localities in developing tourist rest stops 

along highways and tourist routes. 
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 In late August 2008, Vietnam hosted a meeting between tourism officials from 3 Indochinese 

countries: Vietnam, Laos and Cambodia to improve tourism collaboration and develop tourism 

opportunities between the tri-border country areas. In recognition of the potential tourism value of 

Indochina and the Mekong sub-region market, Vietnam government has been making efforts in 

organising this meeting and the Tri-country Tourism Agreement was signed to boost tourism co-

operation between the 3 neighbouring countries. This is one of the good initiatives to boost tourist 

and economic development in Vietnam and in Indochina. Since then, the tourist flow by road 

between the three countries has dramatically increased as the citizens of these countries can freely 

travel without any visa requirement. In time of global difficulties, an extra-regional strategy of 

tourism would be a good initiative to attract the regional tourists such as Hong Kong, Thailand, 

Cambodia, Laos, Taiwan, Japan and so on. 

 Besides improving the national and international tourist promotion programs, Vietnam’s tourism 

has also been seeking new markets, new tourist products. From 5th to 12th January 2009, ASEAN 

Tourism Forum (ATF 2009) was held for the first time in Hanoi, Vietnam. The tourist representative 

officials of the ASEAN countries proclaimed the strategies and solutions to recover from the impacts 

of the current recession and to attract the international tourist arrivals. According to this Tourism 

Forum, the year 2009-2010 will be the year of ASEAN youth tourism.  

 Furthermore, Vietnam will host the Mrs. World Event in November 2009 to broadcast the 

Vietnam’s images, history, people, and culture and tourist destinations. To attract the tourism 

industry during this difficult period, Vietnam tries to host many national, regional and 

international events as well. For instance, in 2009, Vietnam will organise many big tourist 

events such as Dalat Flowers Festival, Daklak Coffee Festival, Dak Nong “Ruou Can” (wine 

drunk out of a jar through pipes) Festival, international “gong” (gong culture in Vietnam’s 

Central Highlands which was recognised in UNESCO’s third list of “Masterpieces of the Oral and 

Intangible Heritage of Humanity) festival in Pleiku City, Nha Trang Sea Festival, Mekong-Japan 

Tourism and Culture Festival, Asian Indoor Games, Vietnamese Foods Taste and Hotel Fair in 

Ho Chi Minh City, Vietnam Traditional Cooking Competition in Hanoi, Rice Festival in Hau Giang, 

Street Carnival in Phu Yen, Street Carnival in Ha Long, Highland Cultural Week in Buon Me 

Thuot City, Cham Cultural Week in Quang Nam Province and so on. 

  In 2010, Vietnam will host and organise many big events such as 1,000th anniversary of 

Thang Long-Hanoi celebration, Hue Cultural Festival, Miss World, International Film Festival, 

International Water-puppetry and Circus Festival and many events of Chinese-Vietnamese 

diplomatic activities. 

 Through the efforts of Vietnam’s government to boost tourism during the difficult period, 

Vietnam Airlines has given an important contribution to broadcast the Vietnam’s images by 

collaborating with Vietnam’s tourism and reducing the air fare between the other destinations to 

Vietnam. Vietnam Airlines has also many promotion programs to attract the international tourist 

arrivals in Vietnam. 

With all the efforts and many implemented actions, Vietnam expects to receive 5 millions 

international visitors and 21.5 millions domestic tourists in 2009 and 6 millions international 

tourist arrivals and 23.5 millions domestic tourists in 2010. To reach these targets, Vietnam 

tourism has to exert all its strengths and reduce the air fare, hotel rate and tour package’s price. 
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b) Actions implemented by the Cambodian government on tourism to face the crisis: 

As mentioned above, Cambodia is a very young country which is missing everything, including 

experiences and labour force. Furthermore, Cambodia is a small country; thus, there is not a large 

domestic support like Vietnam or Thailand or China. The Cambodia’s economy is related closely to 

garment exports, agriculture and tourism. Regarding the statistic figures, it seems that Cambodia’s 

tourism was not affected too much by the current economic crisis but it is not true. Cambodia’s 

economy and tourism is really affected by the economic downturn. In 2008, the total international 

tourist arrivals in Siem Reap, the most attractive destination in Cambodia, declined 5.5 percent and 

the tourist arrivals to Siem Reap by air declined 12.2 percent, according to a local article in Phnom 

Penh Post Newspaper. Facing the deep effects on tourism, Cambodia has been trying to improve its 

strategies to overcome the challenges and implement actions or develop measures to help 

Cambodia’s tourism industry to recover from the difficulties of the global recession and to boost the 

foreign tourist arrivals in Cambodia. The main points can be summarised as follow: 

 First, Cambodia recognised that the economic downturn hit strongly the developed countries. The 

international tourist arrivals into Cambodia did not declined much but the tourists from Western 

countries, Korea and Japan dropped sharply; therefore, Cambodia’s tourism has pointed out to an 

extra-regional strategy to boost the regional tourists to Cambodia by many concrete actions: 

 Three new border crossings with Vietnam were opened in a measure designed to attract more 

tourists from Vietnam by road. With these three new border checkpoints and simple and easy 

procedure, including easing visa documents for getting in and out of Cambodia, the number of 

tourists coming to Cambodia from Vietnam increased more than 40 percent in 2008 compared 

with 2007. And in the 2009 first half, the number of tourists to Cambodia from Vietnam 

increased 40 percent compared with the same 2008 period, reaching 147,700 visitors. Actually, 

Vietnam becomes the first tourist source for Cambodia’s tourism. 

 The Cambodia Tourism Ministry has announced new simplified measures to make the travelling 

process easier for tourists through border checkpoints, especially from nearby countries. 

Especially, from 1st April 2009, a visa exemption Agreement was approved between Vietnam’s 

and Cambodia’s government and it helps to strongly boost the tourists from Vietnam to 

Cambodia.  

 Cambodia has signed the Free Visa Agreement with Vietnam, Laos, Malaysia, the Philippines, 

Singapore and Brunei to favour the tourists from ASEAN countries to Cambodia. Cambodia will 

deal with Thailand and Indonesia in 2010 for the visa exemption. 

 At the same time, Cambodia’s government has stimulated low-cost airlines to connect the 

different destinations in region. For instance, a new national low cost airline, the Cambodia 

Angkor Air, was launched in July 2009 to help the tourism industry increase regional tourists to 

Cambodia. 

 Besides, Cambodia has also implemented simple procedures to facilitate the road transportation 

services by allowing cars to cross the border for one week by just showing a valid customs 

document. The purpose of this implemented action is to speed up the tourist flows as well as the 

trade exchanges between Cambodia and the neighbouring countries. 

 Cambodia attended the meeting between 3 Indochinese countries: Vietnam, Laos and Cambodia 

and signed the Tourist Agreement about the tourism collaboration between three countries in of 

the Indochina peninsula. 
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 Second, Cambodia’s tourism has implemented some practical actions to boost the domestic 

tourists as well as satisfy the foreign tourists inside the country by: 

 Providing more flexibility for the entry pass for visitors to the Wonderful Angkor Wat Temples. 

Since 1st July 2009, the 3-day or 7-day entry pass to Angkor Heritage Area will be valid on any 3 

or 7 days within a calendar week or entire month instead of 3 consecutive days or the week of 

issue. The rule of using the entry visiting pass which is only valid on consecutive days, made it 

inconvenient and visitors and tour operators uneasy. This was one of the main complaint and 

unsatisfactory for both visitors and tour operators to this destination. 

 Approval by the authorities to open some of the temples at night time to attract more visitors to 

the World Heritage site, Angkor Wat Temples. 

 Creating a competition system for the most beautiful and clean cities and resorts in the country 

to attract visitors. 

 Making Siem Reap city become the cleanest and greenest city (“free of flies”) and increasing the 

quality of food to a standard level. 

 Third, Cambodia’s government has just approved the Law of Tourism which called for high 

supervision and responsibility for those working in the tourism industry. This law has been compiled 

during 10 years and was ratified by King Norodom Sihamoni on 10th June 2009 which sets clearly 

defined demands by the Cambodia’s government and private sector to support and develop 

Cambodia’s tourism industry with certified of higher quality services. This law aimed at reducing the 

poverty in the country and help the government to control the tourism sector more efficiently, Mr. 

Thong Khon, Minister of Cambodia tourism said. The tourism establishments are required to obtain a 

formal licence which is renewable yearly. 

 In the mean time, Cambodia’s tourism is planning to broadcasting the Cambodia’s new images, 

history, people, and unique Khmer culture and “must visit” destinations to attract more international 

tourist arrivals in Cambodia by: 

 Advertising the new tourist products such as discovering the Unique Water fresh Dolphin site in 

Kratie province or the mangrove forest in Koh Kong Province 

 Building and launching the natural eco-tourism in many provinces of the country. Cambodia is 

very rich in natural wild life resources which provide enormous opportunities to develop the 

natural eco-tourism. The potential eco-tourists sites in Tonle Sap Lake include Prek Toal, 

KampongKkleang, Boeung Toule Chhmar, Stoeung Sen and area along the Mekong River 

between Kratie Province and Sambor District until Laos Border. The other eco-tourist attractions 

are in the Central of Cambodia, in Rattanakiri and Mobdulkiri with the ancient forests, mountain 

forests, imposing waterfalls or the lush green rolling hills, lakes, rivers, the ethnic peoples. 

Sihanouk Ville with the wonderful unspoiled beaches is also another eco-tourism destination in 

the South of Cambodia  

 Planning to develop and promote cultural tourism in Siem Reap with the World Heritage site of 

Angkor Wat Temples. In particular, the Cambodian government has planned to develop the 

Preah Vihear, in the northern Cambodia which is revered as one of the greatest Khmer temples 

of all times, as a cultural and ‘must visit’ destination with the objective to attract 3 million 

tourists by 2010, according to Mr. Thong Khon, Cambodia tourism minister. At the same time, 

Cambodia has also planned to develop the cultural destination in other provinces of Cambodia by 
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improving the efficiency and administration of tour operations and services, as well as human 

resources training programs or allocating more financial budget to rehabilitate roads, tourist 

facilities and infrastructure to facilitate tourists’ access. 

 Moreover, Cambodia’s tourism is trying to find the new tourist markets, including Middle East, 

Russia, ASEAN countries, India and China. To find out new markets or attract more international 

tourist arrivals, Cambodia has implemented many concrete actions as follow:  

 Mr. Thong Khon, Cambodia Tourism Minister announced on Phnom Penh Post on 18th February 

2009 that Cambodia’s government will have a memorandum of understanding between Kuwait 

and Cambodia will expand to broadcast and advertise Cambodia tourism on the Kuwaiti market 

targeting to attract yearly 50,000 visitors from Kuwait to Cambodia. 

 Cambodia is also planning and encouraging the direct flights from Russia or other regional 

destinations to Cambodia. 

 The other practical actions to boost international tourists to Cambodia are approved such as 

renewed marketing effort programs, increase transport efficiency, reduce package-tour prices 

and improve the Cambodia tourism “product”. 

 Last, for long term programs to develop tourism industry, Cambodia encourages private 

investment to renovate, rehabilitate or build new roads, infrastructure and tourist facilities all over 

the country. After analysing the tourism statistics and tourist demands, Cambodia’s tourism is 

planning to build 1,000-extra-hotel rooms yearly. To reduce poverty and develop eco-tourism, 

Cambodia’s government encourages and favour the tourism investments in the poor provinces such 

as Koh Kong, Kratie and so on.  

With all the efforts and implemented actions to overcome the current financial crisis, in 2008, 

Cambodia received 2,125,465 foreign visitors to the country, an increase of 5.48 percent compared 

with 2007 with turnover of US$1.4 million from tourism sector. Cambodia expects to achieve a 

receipt of $1.5 million revenue from this sector in 2009. So far, the tourism sector has created 

300,000 jobs for the Cambodian citizens and the government hopes to increase this number to 

500,000 in the next five years. 

2.2. Actions implemented by the accommodation industry to face the crisis: 

The hospitality industry is closely related to the tourist flow. Actually, it can not work alone or can 

not have the independent strategies from the tourism industry. When there are no tourist arrivals to 

the destination, hotels can not change the situation despite all their efforts. To survive and overcome 

the current impacts of the economic crisis, each hotel has different strategies which depend on the 

real situation or demand of the market and the hotel concept. 

a) Vietnam’s hospitality industry during the difficult period: 

The accommodation industry in Vietnam has been strongly hit since last year. According to the latest 

2008 survey results on Vietnam’s accommodation business made by the Grant Thornton Vietnam, 

the luxury hotels occupancy rates in Vietnam was around 40 to 50 percent, the lowest rate for the 

past four years. And the occupancy percentage rate is likely to further drop due to the decrease of 

international tourist arrivals in Vietnam. The foreign tourist arrivals in Vietnam in 2009 first half year 

decreased 18 percent while the luxury hotel’s occupancy rate was down 40 percent compared to the 

same period of last year. While the tourist arrivals declined sharply, the hotel room rate remained 

higher when compared to the one of Thailand, Laos or Cambodia due to the Vietnam high inflation 
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rate. Actually, people are still travelling but with a tighter budget. That’s why the average and 

economic hotels’ occupancy is relatively high. 

Facing the current challenges, Vietnam hospitality industry has implemented some concrete actions 

such as decrease the room rate, renew the products, launch many attractive promotion programs, or 

collaborate with Vietnam Airlines and Vietnam tourism to decrease the room rate, to pass the saving 

cost as much as possible and look in particular for new market as part of national and regional 

strategies. The strength of Vietnam hospitality industry is the great support from domestic tourism. 

Thus, many hotels in Vietnam have launched the promotion programs which were built and made 

with the objective of boosting and attracting the domestic tourists. Many hotels have also taken 

advantages of this quiet period for renovation, training and preparing the new plan for the next 

seasons and next years. 

b) Cambodia’s hospitality industry during the difficult period: 

The current economic downturn has impacted on the Cambodia accommodation industry more than 

in Vietnam; particularly, on the luxury hotels because Cambodia has no support from domestic 

tourism. Regarding the tourist statistic above, it seems that the situation is more satisfactory than 

the tourism industry in the region but it is not really true. Tourists from major sources of Cambodia 

tourism declined dramatically. Furthermore, the tourists’ expenditure and length of stay have 

considerably decreased. To overcome the challenges, most hotels in Cambodia have decreased room 

rate by more than 50 percent. To encourage tourists to stay longer, most the hotels in Cambodia 

launched the promotion “stay 3 nights, pay 2 nights”. Most of the hotels try to up-sell with a 

complete package promotions such as “food, beverage, room, spa or golf and visiting”. Hotels also 

co-operate with tour operators and airlines to attract more tourist arrivals. Some big hotels in Siem 

Reap have decided to close to renovate, to train the personnel or to save costs during the low 

season of 2009 (from June until September) as they have not enough bookings to cover the fixed 

costs. To decrease the fixed costs, many hotels in Cambodia had to dismiss staffs or reduce their 

salary. 

 Case study: Sofitel Angkor Phokeethra faces the crisis 

Looking to the above figures, tourist arrivals to Sofitel Angkor Phokeethra from the key markets 

during the first half year of 2009 decreased sharply compared with 2008 but there is an increase of 

Korean and Taiwanese guests. In fact, the impacts of the 2008 global financial crisis are opposite to 

the 1997 one. The world’s biggest and most developed economies, like USA, Japan, European 

countries, were affected more profoundly than the other economies in Asia. That’s why the Asian 

tourists decrease less sharply than the Westerners’. This point has created a trend towards regional 

strategies to maintain the tourism business during this period. 

To overcome the crisis, Sofitel Angkor Phokeethra has implemented many concrete actions to 

address the following questions: 

 How to survive? 

 How to find new market? 

 How to increase market share? 

 How to up-sell to the in-house guests? 

 How to save cost as much as possible? 

 How to provide Sofitel Luxury experience to valued guests? 
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 Find the new markets: to find new markets, Sofitel Angkor Phokeethra has planned to: 

- Open the new 400-metre-square Ballroom, best equipped and most modern in Siem Reap 

- Focus in regional strategies 

- Look for new Golf markets 

As mentioned above, the current Sofitel Angkor Phokeethra’s Ballroom is very small compared with 

its competitors’ ones. From time to time, Sofitel Angkor Phokeethra had to refuse some big meeting 

groups in Siem Reap because of its small meeting facility despite its large number of guest rooms. 

Recently, the management team and the owner decided to build and open the nicest Ballroom which 

can receive up to five hundred participants. The hotel is ready to launch the new marketing plan and 

promotion program for this Ballroom and to look at the new MICE market tourism in Siem Reap. 

According to the Cambodian monthly tourism statistic report, Vietnamese tourists to Cambodia have 

jumped to the top of the key markets of international visitors to Cambodia instead of the usual 

Koreans. The global recession has deeply touched the international economy; however, the emerging 

countries are less profoundly affected than the developed countries’ economy, Sofitel Angkor 

Phokeethra has also focused and developed the regional markets like Thailand, Vietnam and Korea. 

To seek new golf markets, Sofitel Angkor Phokeethra Golf and Spa Resort has launched some new 

promotion program for the national and regional golfers 

 Try to up-sell their product to in-house guests: In order to up-sell Sofitel’s products to in-

house guests, there were many actions implemented and provided by: 

- Room up-sell 

- Food and Beverage (F & B) up-sell 

- Call Center up-sell 

 Following the concrete up-sell plan, all departments try to up-sell to guests from the Reservation 

to Check-out. If guest books a room, the Sales department or Reservation department or Front 

Office must try to sell the higher room category first. For instance, if guests want to book a room, 

try to offer the Deluxe room before the Superior room, or if guests want to book a suite, hotel 

staffs have to propose the Prestige Suite before the Sofitel Suite. The Reservation must be 

monitored to provide the promptest answer to all the reservations. 

 To up-sell of Food and Beverage, the hotel tried to promote the new attractions in Food and 

Beverage such as launching new menus with choice variety, discount for next consumptions, 

personalized dishes and services. The Food and Beverage department has to monitor the result 

and adapt a strategy for daily target per Outlet.  

 For the Call Center, in order to up-sell, the Call Centre staff should propose and follow up each 

guest request and try to quantify the hotel extra revenue.  

 Save cost: One of the effective solutions to overcome the current difficulties is save cost. To 

save cost, the hotel has implemented the following actions: 

- All the management team and expatriate staffs have to take leave without pay at least 3 days per 

month since April 2009 until October 2009. 

- All the hotel staff should clear all the Annual leaves (AL) and Public holidays (PH) and everyone is 

encouraged to take leave without pay upon request for all departments’ staff. 

- All departments have to follow up the saving plan such as: energy saving and control all expenses 

as much as possible. 
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 Energy still remains a big problem in Cambodia as it must be imported from Vietnam or 

Thailand. The electricity’s price in Cambodia is much higher than in region. To carry out the 

energy saving, most of the electric bulbs have been changed and replaced by more economical 

bulbs and most of the garden lamps have been changed to torches. All the staff should pay 

attention to the use of electricity. The light or all the machines, equipments should be turned 

off when not in use. As there are only few guests and to save energy, the big outlets should be 

closed whenever there is no reservation and the laundry works only three times a week. 

 To decrease fixed cost and to control the expenses, all staff was encouraged to take leave 

without pay, all the expenses were controlled carefully to avoid of wasteful expenditures. All 

prices of purchased items must be strictly controlled and well documented. 

 Provide Sofitel Luxury Experiences to guests: one of the Sofitel most important 

strategies is providing Sofitel Luxury Experiences to guests. Thus, the hotel has taken 

advantage of the low occupancy for staff training programs. As part of the Accor group, Sofitel 

also follows key group strategic guidelines where Human Resource development is one of the 

first priorities of Accor group. To improve service quality and follow luxury standards, all Sofitel 

Angkor Phokeethra staff has to attend the Luxury training courses with objectives: 

 Experience, sense and understand Luxury within Sofitel 

 Learn and practice the Keys of Luxury Experience 

 Ensure to provide a Luxury Experience for all Sofitel guests 

- The three Sofitel values each Sofitel Staff has to know and practice are: 

 Passion for Excellence: show professionalism, quality and services consistency to 

constantly surprise guests, giving personalized and outstanding services. 

 Essence of Pleasure: This is practiced through taking care of details based on the five 

senses cares and personalized in details, smiling and agreeably surprising to guests.  

 Spirit of Openness: All the staff is trained to have a good spirit in practicing the Khmer 

culture and tradition and open mind to accept the feedback diversity (negative and positive). 

All the hotel staff should learn to handle and accept criticism, deal and resolve any problem 

or use it as a positive feedback. Sofitel staff learns to cooperate and work together because 

it is in an international working condition involving a lot of nationalities with different 

cultures, traditions or languages. 

-  The six Sofitel fundamental aspects that Sofitel follows include: 

 An ambiance of well-being and sensorial 

  Personalised service 

  French “mise en scène” including the best of the local culture  

  French rituals for food & wine 

  Technology designed for an uplifting experience 

  A place where life is “magnifique” 

 To overcome the Influenza Swine Flu A (H1N1), the hotel has implemented some 

concrete actions such as checking the temperature of all staff and suppliers in the Staff 

Entrance before entering the hotel for working to ensure that all staff on duty is in a good 

health. There is always doctor duty to deal with urgent cases. 
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III. Benchmarking analysis of best destinations in region: 

A short benchmarking analysis of the key competitors and best destinations in South East Asia 

with the cases of Thailand’s and Singapore’s tourism was conducted to define the Vietnam’s and 

Cambodia’s tourism position in the region. An overview of Thailand’s and Singapore’s tourism 

with its standards and the ways they are maintaining and developing is presented to determine 

at which stage Vietnam’s and Cambodia’s tourism is. The tourism benchmarking analysis of the 

best competitors and best destinations in region may help Vietnam and Cambodia to determine 

their fundamental problems and help them to improve and make them better. 

In fact, in the ASEAN tourist market share, Vietnam and Cambodia are not highly positioned. 

They are not well geographically located in term of general tourism revenue and international 

tourist arrivals in South East Asia compared to the other regional competitors such as 

Singapore, Thailand, Malaysia or Indonesia even if they have all the historical, natural and 

cultural advantages. Looking at Vietnam and Cambodia advantages based on PEST analysis 

(Political, Economical, Social and Technological analysis), it is possible to develop or expand 

tourism in these two countries to raise higher their position in the region. 

3.1. Competitive destinations benchmarking analysis:  

According to World Economic Forum Travel & Tourism Competitiveness Report 2008 based on 

many economic figures which are used to measure how good the tourism industry in countries 

around the world is, Switzerland is the most Travel and Tourism Competitiveness destination. 

According to this report, the current top ten of Travel and Tourism competitiveness are:  

1. Switzerland, 2. Austria, 3. Germany, 4. Australia, 5. Spain, 6. United Kingdom, 7. 

United States, 8. Sweden, 9. Canada and 10. France. The 2008 report attached special 

emphasis on economic development and environmental sustainability.  

In 2008, Vietnam ranked 96th of 130 countries and territories in term of tourism 

competitiveness rating. In 2009, Vietnam is currently ranking 89th of 133 countries and 

territories in tourism competitiveness, according to the World Economic Forum’s report on 

tourism competitiveness 2009 issued on March 4th. Although Vietnam tourism competitiveness 

has climbed over 7 places from 2008 to 2009, it is still very low when compared with the other 

Southeast Asian Countries. Among the eight ASEAN countries in the World Economic Forum 

(WEF) 2009 report, Vietnam is just above Cambodia for its tourism competitiveness. According 

to the report, the tourism industry brought US$3.5 billion for Vietnam in 2008, accounting for 

4.3% of the country’s gross domestic product (GDP). This ‘non-smoke’ industry also created 

1.5 million jobs for the country. 

According to World Economic Forum surveys, Cambodia is at the bottom of the ASEAN 

countries list and is currently ranking 108 of 133 countries for its tourism competitiveness. It is 

impossible to compare between Cambodia and the other countries in the region as it has 

suffered a serious man-made disaster for more than three decades with the Khmer Rouge’s 

destruction and political turmoil. The Cambodia’s tourism, which is still very young and small, 

needs a lot of national and international supports. 
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2009 2008 
Country 

Rank/133 Score Rank/130 Score 

1. Singapore 10 5.24 16 5.06 

2. Malaysia 32 4.71 32 4.63 

3. Thailand 39 4.45 42 4.37 

4. Brunei  69 3.99 n/a n/a 

5. Indonesia 81 3.79 80 3.70 

6. Philippines 86 3.73 81 3.70 

7. Vietnam 89 3.70 96 3.57 

8. Cambodia 108 3.43 112 3.32 

Table 7: ASEAN tourism competitiveness ranking in 2009 and 2008, adapted from The Travel & Tourism 
Competitiveness 2008 and 2009 report of World Economic Forum 

The Travel and Tourism Competitiveness Ranking is made by World Economic Forum’s survey 

yearly based on 3 main groups of 14 key criteria in tourism management & business. They are: 

- Regulatory Framework: 1. Policy rules & regulation, 2. Environmental sustainability, 3. Safety 

& Security, 4. Health & Hygiene, 5. Prioritization of Travel and Tourism. 

- Business Environment and Infrastructure: 6. Air transport infrastructure, 7. Ground 

transport infrastructure, 8. Tourism infrastructure, 9. ICT (Information and Communications 

Technology) infrastructure, 10. Price competitiveness in Travel and Tourism industry 

- Human, Cultural & Natural Resource: 11. Human resources, 12. Affinity for Travel & Tourism, 

13. Natural resources, 14. Cultural resources 

Compared with the other Southeast Asian countries, Vietnam’s and Cambodia’s tourism is 

relatively young and very small. In 2006, Thailand received 13.8 million international tourist 

arrivals and Singapore reached 9.75 million international visitors while Vietnam received only 

3.6 million and Cambodia recorded 1.7 million international tourist arrivals. In 2008, the 

international tourist arrivals in Singapore were 10.11 million, 4.25 million in Vietnam and only 

2.12 million in Cambodia. Looking at the table 8, among the criteria of Tourism 

Competitiveness, Vietnam and Cambodia are the lowest in ASEAN countries. 

 
Overall Index 

 

Regulatory 
Framework 

Business 
Environment and 

Infrastructure 

Human, cultural 
and Natural 
Resources 

 
 

Country 
Rank Score Rank Score Rank Score Rank Score 

1. Singapore 16 5.06 7 5.67 13 5.13 37 4.39 

2. Malaysia 32 4.63 37 5.04 39 4.31 23 4.55 

3. Thailand 42 4.37 63 4.46 42 4.17 30 4.49 

4. Indonesia 80 3.70 108 3.78 86 3.16 53 4.17 

5. Philippines 81 3.70 83 4.14 84 3.20 78 3.75 

6. Vietnam 96 3.57 97 4.02 92 2.98 84 3.71 

7. Cambodia 112 3.32 116 3.61 116 2.65 86 3.69 

Table 8: ASEAN tourism competitiveness ranking in 2008, adapted from The Travel & Tourism 
Competitiveness 2008 report of World Economic Forum 

It is possible for Vietnam’s and Cambodia’s tourism to change their position in ASEAN tourism 

competitiveness ranking list but many problems still remain in tourism management, transport 

infrastructure and human resource restraining tourist development in these countries.   
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 Singapore tourism benchmarking analysis: 

Singapore, one of four remaining true city-states in the world, located on the south-central 

coast, is the smallest nation in Southeast Asia, with an area of 709.1 km² and a population of 

4,608,167 habitants. However, Singapore has been the only Asian country in the top ten of 

Travel and Tourism Competitiveness list of World Economic Forum during many years 

(Singapore tourism competitiveness ranks 10th amongst 133 countries worldwide in 2009).  

Located at one of the maritime crossroads of the world, Singapore's strategic position has 

helped it to establish itself as a major centre for trade, communications and tourism. 

The Singaporean tourism industry has steadily grown, thanks to the perfect living condition, 

increasing tourist promotional activities, growing MICE industry and rising level of personal 

disposable income that are fuelling growth into the country’s tourism industry. Also, being a 

preferred medical and educational tourism destination in region and worldwide business 

destination with political stability, Singapore tourism industry has become more and more 

profitable and important for the country. Singapore is also a major airline hub with excellent 

airport facilities allowing short transit holidays and duty free shopping for passengers before 

resuming their flights. 

In terms of international tourist arrivals, Singapore ranks third amongst 10 ASEAN countries, 

just after Malaysia and Thailand. Tourist arrivals in Singapore increase averagely 5.12% every 

year during 1999-2008. In 2006, the number of tourists visiting Singapore reached a record 

number of 9.75 million as compared to 8.94 million in 2005, beating expectations. Visitors 

spent an estimated $12.4 billion compared to 10.9 billion in 2005, resulting in a 14% increase 

in 2006 compared to the 2005. Visitors stayed for an average of 3.4 days in 2006. In 2007, the 

country received 10.28 million visitor arrivals and around $14.1 billion in tourism receipts. By 

2015 the ambitious Tourism 2015 aims to increase visitors’ arrivals to 17 million and raise 

tourism receipts to $18.3 billion, according to Singapore tourism annual report. In 2008, 

Singapore welcomed over 10.1 million international tourist arrivals, a decline of 1.64% 

compared to 2007 because of the financial recession.  

Year Tourism arrivals Percentage 
change Length of stay (days) Tourism receipts 

(billion USD) 
1997 7,197,871 -1.30% 3.3 n/a 

1998 6,242,152 -13.28% 3.4 n/a 

1999 6,958,201 11.47% 3.2 n/a 

2000 7,691,902 10.54% 3.2 n/a 

2001 7,522,163 -2.21% 3.2 n/a 

2002 7,567,112 0.60% 3.1 7.7 

2003 6,127,291 -19.03% 3.2 6.9 

2004 8,328,748 35.93% 3.2 9.8 

2005 8,943,041 7.38% 3.4 10.9 

2006 9,751,141 9.04% 3.4 12.4 

2007 10,284,545 5.47% 3.6 14.1 

2008 10,115,638 -1.64% 3.9 n/a 
Table 9: International tourist arrivals in Singapore from 1997- 2008 
Source: Singapore Tourism Statistic, adapted from Singapore annual tourism reports at 
www.visitsingapore.com 
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 Singapore economic key sectors: Singapore government has invested heavily in 

diversifying the economy. This has led to growth in the tourism industry, the pharmaceutical 

industry, biotechnology, financial services, transportation, education, multimedia, retail and leisure, 

and the medical technology industry, manufacturing and construction. 

With strong economic tailwinds behind it, in 2007 Singapore added thousands of millionaires to its 

already rich population. Property prices rose faster than in any other country in the world, with over 

29% increases in transacted property sale prices. 

 Strengths and weaknesses of Singapore tourism:  

Strengths 

 - Political stability 

 - The least bureaucratic country in Asia 

 - Well-established legal and financial business 

framework  

 - Strategic location at one of the best world 

crossroads and world strategic sea routes 

 - One of major centre for trade, financial, 

communications and tourism worldwide 

 - High and steady economic growth rate with 

highest per-capita income in ASEAN 

 - The 6th wealthiest GDP country in the world & 

the world's fourth largest foreign exchange 

trading centre which made Singapore is a 

famous MICE destination 

 - Multi-lingual ability population and English is 

the country’s first and official language 

 - Very good education system with well-

educated population; motivated and high 

skilled workforce 

 - Very good healthcare system which help 

Singapore become a medical tourism hub 

 - Very high standard of living  

 - Major Asian transportation hub, positioned on 

many sea and air trade routes with the world’s 

busiest ports and world’s best airport 

 - Excellent infrastructure with well-connected 

island-wide & worldwide transportation system 

 - Very modern & high-developed technology 

 - Place for shopping, gambling & enjoying life 

with many best shopping or casino centers 

 - Most clean, green & modern country worldwide 

Weaknesses 

 - The smallest nation in Southeast Asia which 

is not large enough to organise the world big 

events 

 - The country strict rules and policies may 

discourages tourists 

 - Economy is heavily dependent on export 

activities 

 - Very high cost of living and high labour cost 

 - The country has to import most of foods and 

water which make everything in Singapore 

much more expensive than other countries 

in region. 

 - An industrialised country which could not 

develop ecotourism or voluntourism  

Since independence in 1965, Singapore has enjoyed sustained economic growth and low inflation. 

These have transformed this small sized city-state into one of the most developed, fastest-growing 

economies in the world. Singapore is the country for career development, lifestyle, leisure and 

business opportunities. It is recognition not only of the country’s economic dynamism and business 
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ethos, but also of the modern society, welcoming culture and progressive government that underpin 

them.  The country has a low personal taxation rate, a lower cost of living than many other Asian 

cities and a welcoming attitude towards the growing number of expatriates looking to boost their 

careers in the multinational environment. Indeed, a survey of experts undertaken for HSBC Bank 

International earlier 2007 revealed Singapore to be one of the top three preferred destinations 

worldwide, scoring particularly well on public services, crime rates and quality of accommodation.  

Singapore also has excellent healthcare facilities and is home to a transport system widely 

acknowledged as one of the most efficient in the world. The very good domestic transport 

infrastructure with the well-connected island-wide road transport system including a network of 

expressways is a comparative advantage in comparing Singapore with the others South-East Asia. 

Singapore Changi Airport which has a network of 81 airlines connecting Singapore to 185 cities in 58 

countries is one of the best international airports. 

Singapore has succeeded in escaping from the clutch of underdevelopment and actually, Singapore 

has been one of the most successful economic and tourism development countries in the world. 

Health, education, social services and high per capita output without poverty and indebtedness have 

shown considerable improvement. Singapore's strategy of developing its human resource has been 

guided the modernization-human capital theory. Scientific and technological methods are 

implemented in its industries on a large scale. Promoting more advanced industries and services, 

heavy investment in human resource development and outward direct investment with an emphasis 

on the region to become the main thrusts of the country's development policy. Regional free trade 

has also been strongly supported by Singapore. To attract more tourists into Singapore, the 

Singaporean government has exempted visa within 14 days of stay for international tourists in 

Singapore. The Singapore tourism has also organized many unique events in the country such as 

Singapore Food Festival or the Formula One World Championship, the first night race and first race 

circuit on the streets in 2008 or host country of 2010 Summer Youth Olympics. To promote the 

country and attract international tourist arrivals, Singapore Airlines has cooperated closely with the 

government and played a very important role with the low cost airs from and to many destinations 

worldwide, particularly in the region. 

It’s not hard to understand why Singapore is one of the most attractive destinations for tourists and 

foreign direct investment. According to World Bank’s analysis, Singapore has been ranked the 

“easiest place in the world to do business” for the past three years. With good employment 

prospects, an excellent infrastructure especially in financial, an excellent environment for living, a 

famous shopping center, an excellent technology and information industries and a vibrant social 

scene, Singapore is fast earning a reputation as the location of choice for ambitious professionals of 

all ages. It represents a unique opportunity to combine Asian culture with unmatched career 

development in one of the most important commercial centers in the world. Singapore can sustain 

its status as the regional financial center and attractive tourism destination in a much longer term. 

Singapore is one of the most popular tourist destinations in Asia-Pacific region. Tourism industry in 

Singapore is growing very rapidly and steadily during the past several years. Tourism industry is 

strengthening by the infrastructure developments, various events and the countries strategic 

location in the heart of region. Tourism is one of the largest service sectors of Singapore. In 2007, 

the tourism industry contributed 3% to Singapore’s GDP, and generated US$ 14.1 billion in tourism 

receipts. This clearly shows the important role of tourism industry in Singapore’s economy. In 2015, 
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the major objectives of Singapore tourism are to achieve US$ 18.3 billion (S$ 30 billion) in tourism 

receipts with 17 million international tourist arrivals, and creating an additional 100,000 jobs in the 

services sector by 2015, according to “Opportunities in Singapore Tourism Industry (2007-2009)”. 

 Thailand tourism benchmarking analysis: 

Located in the heart of Southeast Asia making it a natural gateway to the Mekong Greater Sub-

Region (Myanmar, Vietnam, Lao, Cambodia & China), Thailand or the Kingdom of Thailand is a 

constitutional monarchy with His Majesty King Bhumibol Adulyadej (the ninth king of the Chakri 

Dynasty, the present king) and Bangkok is the country city capital. Historically, Thailand is the only 

country in Southeast Asia which has never been colonised. Thai government structure has 

undergone gradual and practical evolution in response to the changing environment. 

The country includes 76 provinces with an area of 513,115 km² and a population of 65.38 million 

habitants (estimated by Bank of Thailand in 2006). Different to Singapore with multi-group people 

(Chinese, Malay, Indian and others), Thai people are considerably homogeneous and Thai is 

considered as the official language. The country annual GDP growth rate in 2007 was only 4.8% but 

Thailand is one of the highest per capita income countries ($US 3,737 in 2007) and lowest 

unemployment rate (1.5 % in 2007) in ASEAN countries. Thailand has an export-dependent 

economy. The Thai keys economic sectors are tourism, textiles, garments, agriculture, cement, 

integrated circuits, jewellery, electronics and auto assembly. Although Thailand is always the first 

rice exporter, agriculture has only contributed 8.9% of Thai GDP.  

Thailand has not only the rich natural resources but also a rich diversity of cultures, traditions, 

history, favourite tropical climate, good food, well-known worldwide hospitality and natural 

advantages to develop all kinds of tourism. Geographically, Thailand can be divided into four main 

regions: the North with mountains and tropical forests (with major destinations: Sukhothai, Chiang 

Mai, Chiang Rai, Mae Hong Son, Pai), Central Plains with vast rice fields (with Bangkok, Pattaya, 

Kanchanaburi, Ayutthaya), Northeast plateau with semi-arid farms (with Khao Yai National Park, 

Phimal historical Park) and the South with tropical islands and long coastline of Peninsula - Gulf of 

Thailand and South China Sea (with major destinations such as Phuket, Ko Samui).  

In the world tourism map, Thailand, considered one of must visit destination, is a tourist’s paradise 

for its diversification of landscapes, beauty, tourist products, culture, tradition, professional 

hospitality, value for money and more. The Thai main tourist attractions are Cultural events, Festival 

and events in Thailand, Temples, Museums and art Galleries, Parks, Shopping centres, Sea, Thai 

food, Thai massage, Thai lifestyle and so on. It seems that there is a “never-ending” source of 

fascination and pleasure for tourists in Thailand.  

In the year 1960’s, there were less than half of million international tourist arrivals in Thailand but it 

was over 14 million in 2008. The tourism development in Thailand is really amazing as its recent 

slogan “Amazing Thailand” thanks to its great variety of attractions such as diving sites or wonderful 

sandy beaches with hundreds of tropical islands, varied night-life, archaeological sites, museums, hill 

tribes, exceptional of flora, bird life and natural sites, palaces, Buddhist temples and World Heritage 

sites and Thai food. Thailand is currently in the top 20 most visited countries in the world for the 

recent years (Thailand ranked 18th in 2006 and 2007 after World Tourism Organisation statistics) 

and ranks 2nd in terms of international tourist arrivals amongst ASEAN countries; it is just after 

Malaysia. Bangkok, the Thai capital, is currently the 3rd most visited city worldwide with 10.84 

million visitors in 2007; just after Paris with 15.6 million visitors & London with 14.8 million visitors.  
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International tourist arrivals in Thailand, Singapore, Vietnam and 
Cambodia from 2000-2007
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Singapore 7,691,902 7,522,163 7,567,112 6,127,291 8,328,748 8,943,041 9,751,141 10,284,545

Vietnam 2,140,100 2,330,050 2,627,988 2,428,735 2,927,876 3,467,757 3,583,486 4,171,564

Cambodia 466,365 604,919 786,524 701,014 1,055,202 1,421,615 1,700,041 2,015,128
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Figure 22: International tourist arrivals in Thailand, Singapore, Vietnam and Cambodia from 2000-2007 
In comparing with Singapore, the average duration of tourists’ stay in Thailand is nearly triple; 

it was 9.66 days in 2007 with an estimated tourist receipts 505 billion bath (around 14.1 billion 

USD). The table below shows tourist arrivals in Thailand grown steadily, the SARS in 2003 and 

tsunami in late 2004 caused of the declines of tourist arrivals in Thailand. 

Year Tourism arrivals Percentage change Length of stay (days) 
1997 7,293,957 n/a 8.33 

1998 7,842,760 7.5% 8.40 

1999 8,651,260 10.3% 7.96 

2000 9,578,826 10.7% 7.77 

2001 10,132,509 5.8% 7.93 

2002 10,872,976 7.3% 7.98 

2003 10,082,109 -7.3% 8.19 

2004 11,737,413 16.4% 8.42 

2005 11,567,341 -1.4% 9.16 

2006 13,821,802 19.5% 8.62 

2007 14,464,228 4.6% 9.66 

Table 10: International tourist arrivals in Thailand from 1997- 2007 
Source: Thai Tourism Statistic, adapted from The Tourism Authority of Thailand (TAT)’s statistics 

In fact, Thailand is a very good example for ASEAN countries and other emerging countries to 

learn how to do, promote and develop tourism and to recover the bad images from natural or 

man-made disasters. For example, Thailand has to severely suffer from the economic downturn 

in Asia in 1997, the SARS pandemic in Asia 2003, the tsunami in late 2004, the recent 

economic recession, the swine flu epidemic in the beginning 2009, the political instability in 

Thailand in late 2008 and beginning 2009 which caused a closure of Suvarnabhumi 

International Airport during many days. However, the number of international tourist arrivals in 

Thailand is steadily increasing.  

Thailand’s tourism industry has contributed around 6.5 percent of the country’s GDP. As many 

countries in the world, the economic downturn and swine flu A pandemic have strongly touched Thai 

economy and tourism with a significant loss of jobs and revenue. The political turmoil and the 
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borders problems between Myanmar and Thailand or Cambodia and Thailand have also deeply 

impacted Thai tourism. However, for international tourists, Thailand remains always a very attractive 

destination. In 2008, there were more than 14 million tourist arrivals in Thailand and of whom 55% 

come from the Asia Pacific region. Malaysia and Japan are the main tourist providers in Thailand. 

The largest tourist markets to Thailand are from United Kingdom, Germany and the United States. 

Around 55% of Thailand’s tourists are return visitors. In 2008, Thailand received over 15 million 

international tourist arrivals with a tourist receipt of 16 million USD and an average length of stay 

per tourist was 9 days. Domestic tourism has also grown significantly in the past several years. 

To recover the bad images inside the country, overcome the economic recession impacts and boost 

tourism, Thai tourism has broadcast the new Thailand’s pictures with “Amazing Thailand” Marketing 

Campaign which concentrates on the quality of services with reasonable prices. In conjunction with 

local tourist organizations, the campaign seeks to market Thailand as a 'quality' destination, defined 

as one that is safe, convenient, unique and environmentally aware. This is designed to attract 

higher-end visitors, who will spend more money and potentially stay for longer. As part of this drive, 

the campaign will focus on Thailand's ecotourism potential, and the development of resorts to match 

this. And the international tourists will be impressive with new launch of Thai tourism’s slogan 

“Amazing Thailand, amazing quality”.  

 Strengths and weaknesses of Thai tourism:  

Strengths 

 - Well-established legal and financial business 

framework  

 - Strategic location and gate way into Asia and 

the Mekong Greater Sub-region 

 - One of major centre for trade, financial, 

communications and tourism in ASEAN 

 - High and steady economic growth rate 

 - Good infrastructure 

 - Good education system with well-educated 

population and motivated workforce 

 - One of major Asian transportation hub, 

positioned on many sea and air trade routes 

 - High-developed technology 

 - Place for shopping & enjoying life 

 - Very professional in tourism development with 

impressive Marketing Campaign 

 - Good co-operation between government, 

airlines and tourist private enterprises  

 - Diversification of tourist products with high 

quality and very competitive price 

Weaknesses 

 - Unstable political 

 - Unsafe destination with the negative 

impacts from the bomb attacks in the South 

of Thailand or between the border with 

Myanmar and Cambodia 

 - Big difference between poor and rich people 

in the society or urban and countryside 

 - Economy is heavily dependent on export 

activities and foreign investment 

 - Negative image of prostitution, sex tours, 

children sex abuse or drug and so on 

 

In conclusion, the Kingdom of Thailand is a blessed country with an economic prosperity and 

diversification of natural and cultural heritages to favorite its tourism.  The Thai society is also 

free, cohesive, and Thai people are very friendly which make it become one of the most 

attractive places in the world to visit and conduct business. 
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3.2. Accommodation Benchmarking analysis:  

During the year 90’s, there were few international hotels in Vietnam and in Cambodia. However, 

since the Vietnam-US relation restored in Vietnam and the peace re-established in Cambodia, 

the international hotel chains have been booming in these two countries, particularly in the 

tourist areas or big cities. The following table provides the Vietnam’s and Cambodia’s 

favourable and unfavourable aspects for accommodation investment environment. 

 Vietnam Cambodia 

 
 
 
 
 
 
 
 
 
 
 
 
Strengths 

- Very stable politics 

- One of safest worldwide destination 

- Favourable conditions & policies for 

investment in tourism industry 

- Low government tax 

- High and stable economic growth 

- High increase of international tourists 

- Very high potential for tourism and 

economic development  

- Social is developing & improving with 

more & more skilled labour 

- Very low cost of local labour 

- Technology is relatively modern and 

developed 

- Strategic location in Asia/Pacific for 

economic & tourism development 

- Favourable environment for tourism 

& accommodation investments with 

promised income thanks to its 

diversification of tourism resources 

- High demand in accommodation 

 - Stable politics 

- Safe destination for tourists 

- Very favourable conditions & policies  

for investment in tourism industry 

- Low government tax 

- High economic growth 

- Very high tourism growth rate 

- High potential for tourism & economic 

development 

- Social is developing & improving with 

enthusiasm & open-minded people 

 - Very low cost of local labour 

- Technology is developing with lots of 

support from international community 

- Good location for tourism development 

(near Thailand, Vietnam, Singapore) 

- New tourist destination with rich, 

variable and attractive tourism 

resources in archaeological, 

historical and cultural heritages 

- High demand in accommodation 

 
 
 
 
 
 
 
Weaknesses 

- Bureaucracy, “red-tape” or “many 

gates” procedures 

- Poor ground transport systems 

- High inflation & floating exchange rate 

- Limited collaboration between private 

sectors & government 

-  Lack of tourism skilled workforces 

- Destination is not well-known in the 

world tourism due to the lack of 

country promotion campaign 

- Lack of market information for investors 

- Lack of related legal documents and 

unstable state management  

- Less experience leaders/management 

- Very poor infrastructure 

- Limited national/international flights 

- High energy & raw materials costs 

- Limited collaboration between private 

sectors & government 

- Lack of tourism skilled workforces 

- Country is mentioned as a dangerous 

destination due to the lack of 

country promotion campaign 

-  Lack of market information for investors 

- Lack of related legal documents for 

investments 
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Opportunities  

- Expand new market in new tourism potential destinations (Indochina/ASEAN) 

- Diversify the investments and products in the most dynamic economy areas 

- Enhance the competitive position and brand names in the market 

- Increase income from new investments, new markets 

- Decrease risks due to investment diversification   

- Taking advantages of a highly favorable regional tourism market 

 
 
 
 
 
 
Threats 

- Face new challenges in the new business environment 

- Tourists’ requirements are changing and become harder & harder 

- Petrol price increase 

- Climat change and polution  

- Sharp business decrease because of the global financial crises 

- High price of electricity, water and raw materials in Cambodia 

- High cost pressures by high inflation rate in Vietnam 

- Confronted with a succession of truly and seriously negative events, including 

wars, terrorist attacks and SARS epidemic, dangerous influenza A as well as 

political problems in Thailand, in Myanmar etc. 

   Case study: Sofitel Angkor’s Benchmarking analysis of best practices to face the crisis 

The global economic recession and the outbreak of influenza A, swine flu (H1N1) have profoundly 

affected the tourism industry in general and Sofitel Phokeethra Golf and Spa Resort in particular. The 

hotel has applied many solutions to go through the crisis but it follows strictly quality standards. 

While many luxury hotels in Siem Reap have decreased their room rate to attract tourist arrivals, 

Sofitel Angkor Phokeethra still practices Sofitel Values to provide Luxury Experiences to its 

customers. Before analysis benchmarking of Sofitel Angkor Phokeethra, the competitors’ analysis is 

provided to show the business environment. 

 Current competitive market: The Sofitel Angkor current competitive market in Siem Reap 

town includes 6 hotels of which Grand Raffles d’Angkor and Le Méridience hotel are the majors. Each 

hotel in this competitive set has its own strengths and weaknesses but all of them offer high quality 

standard services with different architecture and decoration. They are: 

- Grand Raffles d’Angkor Hotel, offering in total 131 rooms 

- Sofitel Angkor Phokeethra Golf & Spa Resort, offering in total 238 rooms 

- Le Méridien, offering in total 223 rooms 

- Hotel de la Paix, offering in total 107 rooms 

- Sokha Hotel & Spa, offering in total 276 rooms 

- Angkor Palace Resort & Spa, offering in total 260 rooms 

Regarding the competitive set, three of the six hotels in the competitive market belong to local or 

regional hotel chains; there are only Le Méridien managed by Starwood group, Sofitel Angkor 

managed by Accor group and Raffles d’Angkor managed by Fairmont Raffles Hotels International are 

the international hotel brands. Opening on October 2000, Sofitel Angkor Phokeethra was the first 

and unique international luxury hotel offering the 18-hole golf course but Grand Raffles d’Angkor 

hotel, established in 1932, is the most grand historic and high class hotel in Siem Reap. Thus, Le 

Méridience hotel managed by Starwood and the Grand Raffles d’Angkor managed by Fairmont 

Raffles Hotels International are currently the major competitors of Sofitel Angkor Phokeethra Resort. 
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 Comparison between 6 hotels in competitive set: 

According to Mr. Randy Lynch, founder and President of the U.S.–based luxury travel firm Kipling & 

Clark, Raffles Grand Hotel D’Angkor was ranking at the 5th in the list of 10 best hotels in Asia in 2009 

and this is the only hotel in Cambodia in the list. For over 75-year operation in Siem Reap, 

Cambodia, Raffle Grand Hotel d’Angkor has collected many awards and accolades such as “The 

Greatest 500 Hotels in the World” from 2003 to 2007 by Leisure and Traveller Magazine, “Top 10 

Hotel Spas Asia-Pacific” by Travel + Leisure on October 2006, “100 Best of the Best” by Readers' 

Choice Awards of Condé Nast Traveler Magazine in 2007 etc. In fact, each one of them has a 

different point of view and standard to value the quality of a hotel, a service. Sometimes, awards 

and accolades just simply polish the hotel image for its marketing and promotion. For instance, some 

really famous and luxury hotels in the world do not need awards or traveller magazine selections, 

they are always the best and the most luxurious ones such as Four Seasons Hotels, Ritz-Carlton 

Hotels, W hotels and so on. However, in a small country like Cambodia, awards of a worldwide 

professional magazines’ selection for a hotel, a service company will be worth for advertising its 

images & spreading its business regionally. 

To provide an objective estimation about the Siem Reap hotel ranks, I made a survey of 20 people 

who are currently working for hotels or travel companies in Siem Reap and the following table shows 

accurately the strengths and weaknesses of each hotel in the competitive market. According to this 

survey, Siem Reap luxury hotels are safe and have a good value for money. This survey has also 

revealed Le Meridien is generally the first choice in Siem Reap, followed by Sofitel Angkor 

Phokeethra, Grand Raffles d’Angkor, Hotel de la Paix, Sokha hotel & Angkor Palace. 

 Sofitel 
Angkor

Raffles 
hotel 

Le  
Méridien

Angkor 
Palace 

Sokha 
hotel 

Hotel de 
la Paix

1.   Value for money 3 3 3 3 3 3 

2.   Safety and security 5 5 5 5 5 5 

3.   Location 3 3 3 2 4 5 

4.   Availability of non-smoking bedrooms 3 3 3 3 3 3 

5.   Reputation of hotel 3 4 3 3 3 3 

6.   Actual price 3 2 3 3 3 2 

7.   Décor of public areas 3 3 4 3 2 5 

8.   Décor of bedroom 3 2 3 3 3 3 

9.   Availability of parking 5 5 5 5 4 1 

10. Availability of relaxing lounge or bar 3 3 4 3 3 3 

11. Availability of discounts  3 3 4 2 2 3 

12. Ease of manoeuvrability around hotel 4 3 3 1 3 1 

13. Availability of a range of food service 
outlets 

3 3 3 3 3 3 

Table 11: Comparison of Important attributes for initial hotel selection of luxury competitive set in Siem Reap 
5: excellent    4: very good     3: good         2: average                 1: bad  

- According to the above survey, the three hotels managed by international hotel chains: Le 

Meridien, Sofitel Angkor and the Grand Raffles d’Angkor are in the first group. The following 

graph shows the positioning of Sofitel Angkor Phokeethra versus its competitors. 
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Figure 23: Graph of Sofitel Angkor Phokeethra position vs. its competitors 
 

 Sofitel Angkor points of interest and its major competitor 

Actually, Sofitel’s current major competitor is Le Meridien Hotel. Thus, I just want to mention 

only Sofitel Angkor and Le Meridien hotel in this section. They are also the only two five-star 

hotels managed by the international hotel groups in Siem Reap which have many similarities in 

term of competitiveness. 

  Sofitel Angkor Phokeethra Le Méridien 

 

 

 
 

 
Difference 

- Biggest and most beautiful Pool in town 

- Offering international 18 -hole golf course 

- Nice spa & massage with professional 

staffs 

- Rural escape resort with French colonial 

architecture 

- Nice landscaped tropical lush green garden  

- Original design of the Fine Khmer Pool 

- Combination between chic contemporary 

decorations and cultural & traditional 

Khmer elements 

- Modern city hotel 

- Nice and modern decorations of public 

areas 

 

 
 

 
Similarities 

-  Good location 

-  Value for money  

-  French origin  

-  Capacity of room 

-  Offering luxury experience 

-  Highest position in the competitive set 

-  Well-known brand names worldwide 

-  Safety and security with high standard services  

-  International management company & network 

-  Good quality and variety of food and beverage 

-  Using the cultural and traditional Khmer elements in their decorations 

Value  
 Personalization, service, 

creativity, innovation 

Volume 
Standardization, package 

Upscale price Luxury Price 

 

Legend 
       Sofitel Angkor 

        Le Méridien 

        Sokha 

        Angkor Palace 

        Raffles  

        De la Paix 

       Aspiration Competitor 

Hotel de la Paix 
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 Sofitel Angkor Business vs. its major competitors’ 

According to Sofitel’s annual statistic report, with a capacity of 238 rooms, Sofitel Angkor 

Phokeethra ranks third in its competitive market in 2008, just after Sokha hotel (276 rooms) 

and Angkor Palace Resort & Spa (260 rooms) and followed by Le Meridien (223 rooms), Grand 

Raffles d’Angkor (131 rooms) and Hotel de la Paix (107 rooms).  

In terms of average room rate, Grand Raffles d’Angkor ranked first at $US192.46/room/night 

while Sofitel Angkor Phokeethra ranked third at $US122.82/room/night, and Hotel de la Paix 

ranked second at $US165.01/room/night, follow by Le Meridien ($US110.24/room/night), 

Angkor Palace ($US105.85/room/night) and Sokha hotel ($US105.32/room/night). 

Despite being the most expensive price in the competitive market, Grand Raffles d’Angkor has 

the highest average occupancy rate with 53.42% in 2008, followed by De la Paix Hotel with 

52.85% occupancy, Le Meridien with 51.99% occupancy, Angkor Palace with 43.87% 

occupancy, Sokha hotel with 41.27% occupancy and Sofitel Angkor Phokeethra was the last 

one in term of average rooms occupancy with 37.38%. In short, we can find that price is not 

the first factor influencing the choice of tourists, inspite of highest-room-rate hotels in Siem 

Reap, Grand Raffles Hotel and Hotel De la Paix were actually more succesfull in selling their 

rooms in Siem Reap in 2008. The following charts clearly illustrate Sofitel Angkor Phokeethra’s 

business compared to the other hotels in its competitive market in 2008. 

      Figure 24: Comparison the Sofitel Angkor Phokeethra’s business vs. its competitors in 2008 

 
Figure 25: Comparison the Sofitel Angkor Phokeethra’s revenue vs. its competitors in 2008 
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After analysing the key competitors, it was found that price is not the first factor affecting the 

revenue of luxury hotel in Siem Reap. For example, average room rate of the Grand Raffles 

d’Angkor and Hotel de la Paix is higher than the one of Sofitel but their occupancy is also higher. 

Thus, Sofitel is right to maintain the quality of services to promote its image despite reduced 

room rate to attract guests from Le Méridien, Sokha or Angkor Palace hotel. 

 The Strength, weakness, opportunity and threat (SWOT) analysis  

Strengths 

- Well-known worldwide and well established 

experience brand name in hotel & tourism  

- Vast experience of the management boards 

- Stability of well-trained staff 

- Support services for hotels around the world 

- In-depth knowledge of local markets 

- Hotel has a very impressive tropical lush green 

garden in Siem Reap 

- The most spacious and most beautiful 

Swimming Pool in Siem Reap until now 

- Good location with rural escape bedrooms and 

impressive combination of French colonial style 

and Khmer elements 

- One of few luxury hotels with the good 

Ballroom and meeting facilities in town 

- The first hotel offering the international 18-

hole Golf course in Siem Reap 

- Famous spa & massage services 

- Only hotel with airport representative in town 

- Unique hotel with good catering services and 

team building organisation in Siem Reap 

Opportunities 

- Expand in new markets in Asia like China, 

India, Vietnam, Korea, Japanese, Australia, 

New Zealand 

- Great opportunity for attracting and 

expanding the regional strategies in the 

ASEAN countries which have been less 

seriously impacted by the global financial 

crises  

- Increase sales from website through 

promoting offerings 

- Develop animated advertising  

- Develop “week-end escape” tourism in 

Cambodia and in the region 

- Enhance its competitive position in the market 

thanks to the group new strategies to Luxury 

- Develop golf tourism combining natural and 

historical discovery 

- Airport representative to help promote hotel 

images and trade on the spot 

- Develop catering service or events, team 

building organisations in the region  

Weaknesses 

- Old technology equipment 

- High fixed cost because of its large capacity 

- Lack of local qualified and professional labour 

- Limited communication for the new marketing 

plan or new promotion programs because of 

the group website dependence  

- The actual Ballroom of Sofitel is smaller than 

its competitors 

- The hotel is older than the competitors 

- Limit of the accessibility because of the poor 

local infrastructure 

- Siem Reap is a small city and not a business 

destination 

Threats 

- The high increase of competitive levels 

- High price of electricity and water in Siem 

Reap 

- Sharp business decrease because of the 

global financial crises 

- Customers’ requirements are harder & harder 

-  High cost pressures on profitability 

- Confronted with a succession of truly and 

seriously exceptional negative events, 

including wars, terrorist attacks and SARS 

epidemic, dangerous influenza A, swine flu 

H1N1 as well as political problems in Thailand, 

in Myanmar and so on. 
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IV. Recommendations 

In fact, tourism has considerably recovered from the 2008 global financial crisis. However, regarding 

the real situation and position of tourism and the constraints hindering the tourism development in 

Vietnam and in Cambodia, I would like to recommend some practical actions to help the 

development of durable tourism in these two countries. My recommendations are based on the 

SWOT (Strength, Weakness, Opportunity and Threat), the PEST (Political, Economical, Social and 

Technological), Marketing mix analysis and the real situation in these two countries. 

Based on my tourist’s satisfaction survey (*) of 43 international visitors who have visited Vietnam 

or/and Cambodia, it is apparent that Vietnam is more favourable than Cambodia thanks to its 

diversifications in tourist sites, creativities and facilities. Vietnamese food is also one of the 

attractions for international visitors. There are 96 percent surveyed guests (24 persons) who visited 

both Vietnam and Cambodia and chose Vietnam as their favourite destination compared to Cambodia. 

The guests also enjoyed Cambodia but they commented that tourist activities and creativities are 

still very poor and monotonous. And 89.3 percent of these surveyed guests, who visited Cambodia, 

do not have any intention to return to Cambodia while 25 percent who visited Vietnam (10 guests) 

said that they will come back to Vietnam. However, most of the respondents (6/10) who indicated 

they will return to Vietnam are family members, friends or people doing business in Vietnam.  

Questions Number of answers Percentage (per 43) 

1. Did you visit Vietnam? 40/43 88.9% 

2. Did you visit Cambodia? 28/43 62.2% 

3. Did you visit Vietnam and Cambodia? 25/43 58.1% 

4. Vietnam is your favourite destination? 24/25 96.0% 

5. Cambodia is your favourite destination? 1/25 4.0% 

6. Will you return to Vietnam next time? 10/40 25.0% 

7. Will you come back to Cambodia? 3/28 10.7% 

(*) This survey was made by sending e-mail, telephoning or interviewing directly the tourists that I knew or met during my 

stage or during my trip in Siem Reap - Cambodia, in Ho Chi Minh City, in Ha Long Bay, in Nha Trang City - Vietnam 

And most respondents are happy with their trip to Vietnam and Cambodia. There were not many 

complaints but each country leaves a different impression: tourists love the nice beaches and bays 

and food or handicraft products in Vietnam while they prefer the Angkor Temples, Khmer culture and 

history. Tourists are puzzled by the complicated visa procedure as well as the merchants’ dishonesty 

and service, poor quality of ground transportation organisation in Vietnam. They complained about 

the poor ground transportation infrastructure and lack of tourist creativities in Cambodia. When 

asked about the reason why they chose to travel to Vietnam or Cambodia, 25 of 43 guests said they 

bought the organized tour combining 2 destinations Vietnam and Cambodia, 7 of 43 guests said they 

have relatives in these countries and 11 persons said that they have visited the other countries in 

Asia and just wanted to discover the countries that they did not know. 

The survey is not large enough to come to a final conclusion but it shows that tourists generally have 

no intention to return to these destinations after their first visit. This is a key question for Vietnam’s 

and Cambodia’s tourism to think about to improve the tourist activities, creativities, facilities and 

infrastructure as well as the welcome at the airports and border check-points to attract tourists to 

return to these destinations. These are some general points; I am going to suggest some concrete 

detailed actions for each destination based on their real situation, strengths and weaknesses.  
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4.1 Recommendations for Vietnam’s tourism development 

Looking at the Vietnam tourism overview with its major strengths like other countries in the 

region, Vietnam tourism development is coming to a standstill. Vietnam governors and tourism 

leaders did not sufficiently identify the current constraints as well as its strengths potential. The 

current Vietnamese leaders have done a lot to bring Vietnam tourism to a satisfactory level but 

so much remains to be done to bring it to the neighbour’s international level. Existing priority 

has been given to “quantity” without giving sufficient attention to the achievements of the other 

countries, learning from their good practices, comparing with their performance or in adapting 

to the new era 

The increase year-on-year of the international tourist arrivals is satisfactory without regarding 

the figures of the other countries in the region. For example, in 2008, despite the negative 

impacts of the economic recession, Malaysia received over 22 million foreign tourist arrivals, an 

increase of 5.1% compared with 2007, Thailand achieved over 13 million persons, and 

Singapore received over 10 million international tourist arrivals but there were only 4.2 million 

foreign tourists to Vietnam while Vietnam has as much tourist advantages as Malaysia and 

Thailand to develop its tourism industry. 

Many problems in policies or strategies remain to develop Vietnam economy in general and 

Vietnam tourism in particular. Policies and attitudes are not flexible enough to accommodate 

tourists’ need. There is no sufficient co-operation or collaboration between government and 

private sectors. In doing business or tourism, each one works independently resulting in the 

current obstacles for the Vietnam tourism development. For example, to overcome the 

economic crisis’ consequences, Vietnam government has launched the “impressive Vietnam” 

promotion program which promotes Vietnam fantastic destination with a very competitive price, 

up to 50 percent discount in some services but this program has not been much successful 

because there is not sufficient co-operation between government and the hotel, travel or 

transportation association. 

The current implementation of Vietnam tourism development strategies in the 2001-2010 

Master Plan includes tourism product creation, technique and material facilities investment, 

human resource training, technology science research and application, international integration 

and cooperation, territorial organization on tourism development.  

For the 2010-2020 period, Vietnam tourism will focus on state apparatus organization of 

tourism, human resource training, tourism promotion, tourism product development, region 

and industry linkage, tourism environment protection, according to the seminar about 

evaluating implementation of strategy on Vietnam tourism development in 2001-2010 held in 

Hanoi on 28 August 2009. The focusing elements from this seminar for future tourism 

development processes sound good however they are still so general: Vietnam tourism needs 

urgent the practical actions to help change the recent situation and make its tourism 

development match its real potential.  

 SWOT Analysis of Vietnam tourism: 
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Strengths 

- Political stability  

- Good location with natural advantages 

- One of the worldwide safest destinations  

- High and stable economic growth rate  

- Vast cultural and historical values 

- Lots of favourable conditions, variety of 

tourism resources and potential to develop 

its tourism industry such as over 3,200km 

long nice coastline with beautiful beaches 

along the country, largest number of world 

natural and cultural heritages or national 

historical and cultural relics. 

- Diversified cultural, eco-tourism aspects and 

world biosphere reserves to develop cultural 

and eco-tourism 

- Potential to develop sea tourism, spa and 

treatment or medical tourism 

- Golf destination 

- Stable developing economy and large 

potential investement environment are 

advantages to develop MICE tourism 

- Impressive hospitality tradition 

- Good food and beverage 

Weaknesses 

- High fee and complicated procedure of visa  

- Lack of related legal documents and 

unstable state management on tourism  

caused by inconsistency and corruption 

- Lack of strategic vision 

- Less effective marketing and advertising 

tourist destination with low expertise 

- Less competitive tourist products lacking 

international standards 

- Poor transportation infrastructure 

- Less developed tourism facilities 

- High inflation rate making its less 

competitive in the region  

- Large difference between rich and poor or 

between city and countryside in Vietnam 

- Lack of skilled workforce in key sectors, 

especially foreign languages such as 

Japanese, Korean, Spanish, German 

- Limited financial and human resources 

- Insufficient and inconsistent tourism public 

awareness 

- Beggars, street vendors, burglary or 

stealing making tourists uncomfortable 

Opportunities 

- Expand in new markets in Asia like China, 

India, Thailand, Singapore, Korea, Japan, 

Australia, New Zealand 

- Great opportunity for attracting and 

expanding the regional strategies in the 

ASEAN countries less seriously impacted by 

the financial crises 

- Develop sea, cruise, cultural, eco, health, 

golf and MICE tourism 

- Diversify its tourist products thanks to its 

strengths 

- Attract the foreign investment because 

foreigners come to Vietnam for pleasure and 

business 

Threats 

- The high increase of competitive levels with 

the other neighbouring countries 

- High inflation price causes high living price 

- Petrol price increase 

- Tourist development increases the poverty 

rate and destroy the environment 

- Climat change and polution  

- Sharp business decrease due to the global 

financial crises, epandemics and disasters 

- Tourists’ requirements are harder & harder 

- Confronted with a succession of serious 

negative events, including wars, terrorist 

attacks and SARS epidemic, dangerous 

influenza A, swine flu H1N1 as well as 

political problems in Thailand, in Myanmar 

and so on. 
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 The current major obstacles and restraints of Vietnam tourism development: 

Based on the criteria of travel and tourism competitiveness reports of World Economic Forum 

and my personal experience about Vietnam tourism weaknesses, the following survey about 

Vietnam tourism’s major constraints has been made by questioning 36 persons who are current 

leaders or currently working in Vietnam hotel industry or Vietnam tourism and the tourists who 

have been in Vietnam that I’ve met or known.  

Survey about Vietnam tourism’s major problems (**) 

Problems Yes No Maybe Remark 

1.   Lack of destination promotion programs 30/36  6/36 5.17 

2.   High price 25/36 5/36 6/36 5.83 

3.   Poor tourist products 19/36 11/36 6/36 6.83 

4.   Poor infrastructure 36/36   3.67 

5.   Poor ground transportation 36/36   3.83 

6.   Poor tourism infrastructure 23/36 6/36 7/36 5.67 

7.   Poor tourist creativities and activities 20/36 11/36 5/36 5.17 

8.   Lack of skilled and qualified labor forces 19/36 9/36 8/36 4.83 

9.   Lack of human resources and training 
programs 

26/36 4/36 6/36 4.67 

10. Lack of hygiene standard 24/36 8/36 4/36 4.33 

11. Lack of tourist offices giving information 
inside the country 

20/36 10/36 6/36 6 

12. Negative images of wars and communism 22/36 11/36 3/36 5.33 

13. High visa fee and complicated procedures 18/36 12/36 6/36 4.17 

14. Low security and safety in tourist areas due 
to stealing 

19/36 14/36 3/36 5.83 

15. No sufficient co-operation between 
government and private tourist enterprises or 
between tourist enterprises together 

36/36   3 

 69% 19% 12%  

Overall satisfaction about Vietnam    6.75 

(**) This survey was made by sending e-mails, telephoning or interviewing directly to the persons, friends or current 

directors of hotels, travel agencies from my working database or the tourists who I knew or met during my stage or during 

my trip in Ho Chi Minh City, in Ha Long Bay, in Nha Trang City, in Hanoi, in Sapa  - Vietnam 

According to this survey, poor infrastructure, poor ground transportation, no cooperation 

between government and private tourists enterprises or between the tourists enterprises 

together are the main problems of Vietnam tourism. Furthermore, lack of destination promotion 

programs, lack of skilled labour forces and high price are other key restraints that Vietnam 

tourism is facing. Lack of hygiene standard, disturbance by “pick pocket”, beggars and street 

vendors or lack of tourist creativities or tourist activities are also the shortcomings of Vietnam 

tourism industry. 

 Recommendations for Vietnam tourism development: 
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Determining the position of Vietnam tourism in the region and the world as well as creating the 

trademark for Vietnam tourism and its tourist products are urgently required. After determining 

the position and all our strengths and weaknesses, we can easily resolve other problems later.  

 Promotion: Vietnam currently lacks advertising and marketing. In the international 

community, when talking about Southeast Asia, everybody thinks and talks about Thailand. The 

Vietnam government does not invest enough to promote the country in a more professional and 

target manner. Sometimes, the strategy does not meet the international expectations. 

According to Mr. Tran Chien Thang, Deputy Minister of Culture, Sports and Tourism and Head of 

the Vietnam Tourism Department, the sector plans to advertise the Vietnam’s image on new 

international networks such as CNN, Chinese television channels, Korean channel – KBS, 

Japanese channel – NHK, Discovery as well as in newspapers in Singapore, Malaysia, Thailand 

and Cambodia. They are very good marketing channels but the Vietnam tourism leaders did not 

talk about the content of these advertisements. Vietnam needs a distinctive slogan, a unique 

country symbol for tourism, a symbolic colour and so on. All the old slogans need to be updated 

and the images are amateur and changing. For example, the Vietnam tourism current motto is 

“Vietnam – a hidden charm”; “charm but hidden, who knows what it is”. The “charm” needs to 

be defined. Cambodia uses “Cambodia – Kingdom of Wonder”; this is good and impressive. 

Vietnam can use “Vietnam – land of hospitality” or “Vietnam – the friendly land” for example, 

because the Vietnamese are really friendly and well-known by its warm hospitality.    

 Thus, Vietnam tourism ministry should invest urgently to work with professionals, organise the 

competitions to research good ideas about Vietnam tourism slogans, symbolic colour and unique 

symbol and create nice destination advertisement video clips. After creating and deciding, all the 

promotion and advertising programs should be coordinated and synchronized through all the 

official websites.  

 Attending to the International tourism trade fairs with the professional brochures, unique slogan 

and images, distributing the destination video clips. If Vietnam decides to attend in the 

International trade fairs, it needs to prepare professional programs by presenting Vietnamese 

beauty in culture, music, dance, art, food and so on.   

 To engrave the Vietnam nice images in the international community’s mind, the advertising 

campaign should be repeated. As Vietnam still lacks financial support, we should focus to 

advertise in key markets. We can take advantage from the internal advertising tools such as 

repeating the professional advertising video lips about the Vietnam’s nice pictures some minutes 

during “the golden time” (8 a.m. and 8 p.m.) in all the Vietnamese television channels, making 

the nice destination brochures and free distributing at all the airports in Vietnam, all the flights 

from and to Vietnam as Thai tourism has done. 

 Enhance advertising in the key markets in Asia and Pacific like Japan, Korea, Hong Kong, 

Singapore, Thailand, India, China, Australia or in Europe like France, Spain, United Kingdom. 

 Vietnam tourism should work with the tourism association of the other countries to promote the 

destination. It could be done through culture exchange programs, festivals etc. 

 The first feeling of tourists when visiting a country is important. Thus, Vietnam tourism leaders 

should collaborate with the Interior Ministry to increase the safety and security in the tourist 

areas, particularly at the airports, rail-way or bus stations by stopping the nuisance created by 

“pick pocket”, beggars and street vendors or burglary. The Tourism Ministry should co-operate 
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with Minister of Labor, Invalids and Social Affairs to raise the tourism development awareness 

with attitude training programs for those who are working in these sectors, particularly the ones 

who are working at the airports or tourist points. For example, tourists are happy with the Thai 

smile and Thai welcome inside and outside Thailand. Vietnam tourism leaders should emphasize 

by their speeches the role of tourism into the economy thus each Vietnamese should be an 

ambassador, an image of Vietnam. 

 It is important and urgent that the Vietnam tourism ministry works with the Ministry of Transport 

and other Ministries to plan, develop and build tourist rest stops along highways and tourist 

routes, improve the national route quality and reorganise the ground transport systems, 

particularly train and bus systems or improve tourist facilities to boost the domestic tourists and 

attract international tourist arrivals. According to the comments from my survey and most 

leaders who are working in Vietnam tourism sector, poor ground transportation has restrained 

the FIT (frequent individual travellers) to Vietnam.  

 The Vietnamese government should learn the way Thailand and Singapore has done to boost 

their tourism such as exempting the visa or simplifying the visa requirements by issuing visa on 

arrival. The Vietnamese visa fee is much higher and the procedures are much more complicated 

than other countries in the region. For example, to attract foreign visitors to the country 10 

years ago, Thailand exempted visa for those staying less than 30 days and Singapore practices 

the same policies. 

 Create tourist offices to give tourist information in the country, at least at the airports, in each 

city and tourist areas. 

 For the sustainable and long-term development, Vietnam should work out a plan focusing on the 

tourism development in harmonization with the coastal residential community to protect the 

nature and environment and the native culture and to reduce the poverty. This would give a very 

positive image for a Vietnam tourism advertisement campaign because climate change and 

pollution are among the greatest preoccupations in the world. And Vietnam has currently a very 

bad image in the international community in terms of protecting nature and environment. 

 To succeed in tourism promotion, the Vietnamese government and the destination enterprises 

must collaborate.   

 Some unreasonable articles in the Vietnam tourist rules need to be reviewed, such as a foreigner 

sharing a room with a Vietnamese of the opposite sex, tourist entertainment services areas 

closing at 12 p.m. or hotels keeping guests passports etc. 

 Place: Determining key and segmentation market are also very important in drawing 

the right marketing plan. While the other neighbouring countries, like Thailand, Singapore, 

Malaysia, have focused on the regional tourists, Vietnam focussed on Western markets.  

 With the current impacts of the global financial crisis, Vietnam should concentrate in Asia and the 

ASIA markets such as Japan, Korea, Hong Kong, Singapore, Thailand, India, China, Australia as 

well as the Russia and Middle East markets for outbound tourism and boost the domestic tourism.  

 As Vietnam is a developing country, ‘true’ luxury tourism is not Vietnam tourism strength in the 

short term. For the long term, Luxury tourism has potential to expand in synchronization with 

the infrastructure development.  

 Product: A lack of unique tourism products is an obstacle for the Vietnam tourism 

development. Limited tourist facilities and poor entertainment places have deterred foreign 
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tourists to Vietnam and decreased the visitors’ expenditure as well as the length of stay in 

Vietnam. It is estimated that a visitor spends from US$1,200 to $1,500 in Thailand, $2,000 in 

Singapore and only $900 in Vietnam.   

 Mr. Cyril Luong, a tourist in Vietnam said Vietnam has not many museums, artistic 

exhibitions, parks or theme parks but too many café shops and massage salons. According 

to Ms. Chau Do, a French tourist guide in Vietnam, the nature and climate in Vietnam are 

good but the tourist activities are not sufficiently diversified. Vietnam should diversify their 

tourism products and increase the promotional activities to meet the new tourist demands. 

The objective should always be to sell what clients needs. Tourist demands are changing 

and harder and harder. The collaboration between Vietnam Tourism Association and the 

government should be improved to develop it synchronously.  

 Each province in Vietnam has different tourism strengths; it is another advantage for its 

tourism diversification. The role of Vietnam Tourism Association is to nurture collaboration 

between the different regions or different provinces together to launch and promote new 

tourist products. Tourism events and festivals must be organized for the maximum impact, 

unique content, avoiding the creation of similar products among different provinces. 

 MICE (Meeting, Incentives, Conferences/Congress, Events/ Exhibition) tourism is still very 

new in Vietnam. The country is considered as an attractive destination for MICE tourists 

from all over the world because of its safety and diversification of nature, culture and 

business environment but it still lacks the Conference facilities. In Southeast Asia, 

Singapore, Bangkok, Jakarta and Kuala Lumpur are familiar with MICE tourists. Vietnam is a 

new attractive destination with very favourable investment environment nad outstanding 

business opportunities. It is suggested to develop the big cities in Vietnam such as Ho Chi 

Minh, Ha Noi, Da Nang and Can Tho as the commercial, tourism and meeting centres with 

complex commercial and convention facilities. Due to the proximity to China and Japan and 

frequent or charter flights, Vietnam is well located for week-end MICE events. 

 One of the potential for tourism as an alternative to backpackers on a limited budget is 

Senior Travellers and Vietnam is a very attractive destination to develop senior tourism, 

according to Mr. Andre, an Australian tourist in Indochina. It is true that economic crisis has 

touched mostly world economy and working people but the retired people who are generally 

wealthier and more time are always huge potential for tourism all the time. It is suggested 

that Vietnam tourism should develop the nice resorts or treatment centres with aims to 

launch and attract senior tourists by providing good services such as personal cares, 

traditional physical treatments, massage & spa, hobby trainings such as handicrafts, pottery, 

embroidery, silk weaving or cooking classes and so on. It seems that Senior Tourism is 

excluded or rarely addressed in the tourism development strategy of the developing 

countries but well catered for in the developed countries. Regarding the Vietnamese tourism 

advantages as well as low cost of local labour and particularly the friendliness and 

heartiness of Vietnamese people, senior tourism will be a good choice for its new strategy. 

 The sea tourism sector should be chosen as one of the key tourist products of the country. 

To diversify the sea tourism products, Vietnam can develop it differently, depends on the 

strengths of each province and city. For instance, Vung Tau (only 120 km from Ho Chi Minh 
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City) should develop the sea tourism in combination with the organization of colourful 

events like water sports events, cultural and entertainment programmes or MICE and 

pleasure tourism to attract tourists from Ho Chi Minh City. Con Dao, particularly Phu Quoc 

Island is suitable to develop luxury resorts thanks to the beautiful and untouched beaches. 

Nha Trang should focus on MICE tourism, luxury tourism and diving. Phan Thiet, around 240 

km from Ho Chi Minh City, can promote the week-end escape relaxing programs. Other 

places like Quang Binh, Quang Tri, Da Nang, Hoi An, Quang Ngai, Quy Nhon, Ninh Thuan, 

which are home to many UNESCO-recognised heritages and famous cultures of Sa Huynh 

and Champa, should organize historical and cultural tourism. In the north, Sam Son in 

Thanh Hoa province, Cua Lo in Nghe A province and Do Son in Haiphong city are attractive 

places to tourists. It is exclusive to Ha Long Bay as a brand, which has been affirmed, and 

other islands and bays like Ninh Van, Van Phong. Vietnam has many advantages to develop 

sea tourism but it needs vitally further marketing activities for the sea tourism to create an 

own brand in the world’s sea tourism map. 

 Parallel with sea tourism, Vietnam has a very potential for cruise tourism. It is 

recommended to develop the river cruises which pass through the countries of the Great 

Mekong River Sub-Region or sea cruises pass through the South China Sea.  The major 

foreign visitors go to Vietnam by air. Although Vietnam has more than 3,200 km coastline, 

the number of international tourist arrivals to Vietnam by boat or by cruise is very low. The 

following table shows Vietnam does not exploit its strengths to boost the cruise tourism. 

 2000 2001 2002 2003 2004 2005 2006 2007 2008 05/2009

Total 2,140,100 2,330,050 2,627,988 2,428,735 2,927,876 3,467,757 3,583,486 4,171,564 4,253,740 1,614,455

- By Air 1,113,140 1,294,465 1,540,108   1,394,860 1,821,955  2,335,722 2,702,430 3,261,941 3,283,237 1,345,757

- By Boat 256,052  284,612    309,080   241,205  263,362  200,430   224,081 224,389  157,198   33,338

- By Road 770,908  750,973  778,800   792,670  842,919  931,605   656,975 685,234   813,305 235,360

Table 12: International tourist arrivals in Vietnam from 2000 – May 2009 classified by means of transport 
Source: Vietnam Tourism, adapted from http://www.vietnamtourism.com 

 The strengths of Vietnam tourism are its diversification: culture, tradition, nature, history 

beautiful beaches and richness of world heritage. Thus, Vietnam should benefit from these 

advantages to launch and expand cultural, eco, cruise, sea, golf, MICE and senior tourism 

but not education tourism or gambling and shopping tourism or luxury tourism as Singapore 

practices or religion tourism in India or Indonesia.  

 The new tourist trend is to contribute to the development of the local people and looking 

after the nature as a feel good attitude. I therefore recommend to launch and promote 

major tourist products such as eco-tourism, spa and therapeutic treatments using natural 

herbs and sources, motorcycle touring, travel involving rice and agricultural producing 

regions, cuisine and food tasting, visiting handicraft villages, home stay tours, women travel, 

special event travel for a unique experience, celebration travel, trekking travel or travel to 

see the natural environment, voluntourism etc. 

 Price: According to The Travel and Tourism Competitiveness Report of World Economic 

Forum, Vietnam is currently ranking 7th among 133 countries worldwide in terms of Price 

Competitiveness and Singapore is the most expensive destination in ASEAN. However, it is not 
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correct. Based on personal experience and the above survey, Vietnam’s tour packages are currently 

higher when compared with Thailand, Malaysia or Cambodia. According to Mr. Marc Daudignac, a 

French tourist in Vietnam, the tour price and air fares to Vietnam are much higher than some other 

destinations in Asia. In answer to this comment, Mr. Hoang Tuan Anh, the Vietnam Minister of 

Culture, Sports and Tourism said that the petrol price increase is responsible for the high air fares 

and services charges. Currently, Vietnam ranks one of the most price competitiveness destinations 

in Asia. This is however incorrect as it is based on incorrect data. Most of published hotels rates on 

their websites are cheaper than it is in reality. The same applies to the airlines. Very good prices – 

obsolete prices – can be found on their websites but never reflect the price at the time of booking. 

- According to Vietnam authorities and travel centres, the exchange rates caused tour price 

increases. However, some travel agencies announced that their customers reduced up to 50% in late 

2008 due to the high tour package prices. The price of luxury rooms is 30 percent to 40 percent 

higher than other regional countries. According to Vietnam news, Vietnam tour prices have increased 

20% in 2008, the highest rate in many years causing any tour contracts have been cancelled.  

- To address this problem, Vietnam Airlines and Vietnam Hotel Association must collaborate. Vietnam 

tourism should promote low cost airlines from and to Vietnam to boost the international tourist 

arrivals. Once again, co-operation between aviation agencies, airlines companies, travel agents, 

hotels and government must be coordinated. 

 People: in the service and tourism industry, people are the most important factor for 

success. Everywhere in the world, there are beaches, good hotels, good food, good services but the 

culture, attitude, tradition, professionalism, the way that each individual welcome guest plays an 

important role. Compared to Cambodia, Vietnam is better in terms of skilled and qualified labour 

forces but compared to the other countries in the region; Vietnam still lacks of tourist professional 

staff, particularly qualified tourist guides in less popular foreign language such as Japanese, Korean, 

Spanish, and German etc. After all the above efforts to attract and boost tourists, support from 

promised quality services is vitally important for the success of the tourism.  

 Vietnam government should increase investment in training programs by creating free foreign 

languages or hotel and restaurant training courses for suitable candidates, supporting free books, 

documents or cassette tapes for students studying foreign languages. In fact, Vietnam 

unemployment rate is considerably high but Vietnam tourism always lacks skilled labour forces. 

Working in tourism is easier than in other high-tech industries after suitable training. If the 

Vietnam government favour investment and encourage the young or jobless Vietnamese to study 

foreign languages and to become tourist professionals by practical actions and conditions, lack of 

qualified and skilled tourist professional employees will be significantly decreased. 

 Vietnam government should also encourage the people working in these sectors to improve their 

experience through exchange programs with the developed countries to increase local 

management and professionalism.  

 Creating tourist and hotel schools in the countryside. There are no professional school in 

provincial areas and very few in big cities. High school fees limit the opportunities for poor 

citizens to learn or improve tourism & hospitality professions.  

 Tourist profession training programs in Vietnam television channels are also suggested. 

 The prompt tourism development in Vietnam has caused many unfavourable living conditions for 

the local people and destroyed the environment as well as the culture and nature. Thus, local 
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people and communities should be more involved in project developments. The government 

should carefully consider the positive and negative impacts of the tourism projects for he local 

people and tourism projects should be designed to meet the needs of tourists and local people.  

In short, with the Vietnamese leadership, Vietnam has an excellent potential to develop its tourism 

industry by urgently correcting some current obstacles as mentioned above. According to Mr. Thanh 

Nguyen, an American tourist in Vietnam, Vietnam destination is not well-known worldwide on the 

world tourism map and some negative images like sex trafficking, prostitution, drug trafficking or 

traffic jams and serious flooding in Hanoi and Ho Chi Minh city when raining, old and unsafe vehicles 

with congestions in streets, poor and unsafe highways are still currently in the mind of international 

tourists. Vietnam needs to improve security and safety in tourist areas to protect customers. The 

current Vietnam tourism objective seems to be just for money, not for customers’ satisfactions or for 

local people. This objective needs to be reviewed to meet tourists and local people needs. To change 

these negative images of the Vietnamese tourism is relatively easy, some practical actions need to 

be taken by the leaders of the industry and step by step Vietnam tourism will become “brilliant”.    

4.2 Recommendations for Cambodia’s tourism development: 

In fact, on the world tourism map, Cambodia tourism’s position is very low and dim. According to the 

Travel and Tourism Competitiveness 2009 report of World Economic Forum, Cambodia tourism 

position jumped 4 ranks from 112 in 2008 to 108 in 2009 amongst 133 countries in the world. 

According to the World Bank, Cambodia is considered one of the poorest countries which need 

serious support and assistance from the international community. However, it is surprising when 

making the survey about the overall satisfaction of 25 tourists in Cambodia; I received very good 

feedbacks and the score is 7.25, much higher than the tourists’ overall satisfaction in Vietnam. Most 

international tourists in Cambodia are happy with the tourist offers, wonderful Temples, wildlife and 

particularly impressed by Khmer culture with the Cambodian respectfulness, sincerity and honesty. 

Severely devastated by civil wars, Cambodia development almost begun from ‘zero’ level late 

1990’s. After nearly two decades of revolution and development, Cambodia has achieved some 

“amazing” records, particularly in tourism development. However, it still remains many 

obstacles to overcome to improve and boost the international tourist arrivals in this country 

such as lack of direct flights from/to Europe and many other destinations, lack of national 

airlines or lack of destination promotion programs, skilled labour forces, poor technology and 

communication infrastructure, ground transportation infrastructure and so on. 

Different to Vietnam, Cambodia is small and poor and Cambodia tourism has therefore no 

support from domestic tourists. Most of the Cambodia tourism records are achieved from 

inbound tourism. The international tourist flow to Cambodia is deeply related to its 

neighbouring countries such as Vietnam, Thailand and Laos because of its limited accessibility. 

 The current major obstacles and constraints of Cambodia tourism development: 

As for Vietnam tourism, I made the same survey about Cambodia tourism’s major obstacles by 

questioning 55 persons. They are current leaders or currently working in Cambodia hotel 

industry or tourism or tourists who have been in Cambodia and that I’ve met or known based 

on the criteria of travel and tourism competitiveness reports of World Economic Forum as well 

as my personal experience about the recent Cambodia tourism weaknesses.  
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Survey about Cambodia tourism’s major problems (**) 

Problems Yes No Maybe Remark 

1.   Lack of domestic and international airlines 30/55 25/55  5.00 

2.   Lack of domestic airports facilities 30/55 14/55 11/55 5.09 

3.   Lack of domestic rail transportation systems 55/55   1.91 

4.   Poor infrastructure 32/55 13/55 10/55 4.82 

5.   Poor ground transportation infrastructure 30/55 25/55  5.73 

6.   Poor tourism infrastructure and tourist facilities 35/55 12/55 8/55 5.64 

7.   Poor tourist creativities and activities 30/55 19/55 6/55 5.45 

8.   Lack of skilled and qualified labor forces 30/55 20/55 5/55 5.45 

9.   Lack of human resources and training programs 35/55 10/55 10/55 4.73 

10. Lack of hygiene standards and healthcare 40/55 8/55 7/55 4.27 

11. Poor tourist products 30/55 15/55 10/55 6.18 

12. Lack of destination promotion programs 45/55 5/55 5/55 3.73 

13. Negative images of civil wars 39/55 11/55 5/55 4.82 

14. Poor Information and Communications 
Technology infrastructure 

40/55 5/55 10/55 4.45 

15. No sufficient co-operation between 
government and private tourist enterprises or 
between tourist enterprises together 

31/40 3/40 6/40 4,27 

 66% 26% 8%  

Overall satisfaction about Cambodia    7.25 

(**) This survey was made by sending e-mails, telephoning or interviewing directly to the people, friends or current 

directors of hotels, travel agencies from my working database and the tourists who I met during my stage or during my trip 

in Siem Reap town or Phnom Penh City  - Cambodia 
 

Through this survey, there are 66 percent out of 55 persons agreed with all my points of view about 

the recent Cambodia tourism problems, 26 percent did not agree and 8 percent of them hesitated 

between yes and no. 100 percent of the surveyed people said that lack of domestic rail 

transportation systems have vitally restrained the Cambodia economic and tourism development. 82 

percent of questioned persons said lack of destination promotion programs in foreign countries has 

deeply impacted the international tourist arrivals in Cambodia. According to many surveyed tourists 

in Siem Reap and Phnom Penh, Cambodia two biggest tourist areas, the country is practically 

unknown in their country or even in the Cambodia potential key market such as Japan, France, USA, 

Australia, Singapore etc. Many tourists said that they did not know any wonderful things about 

Cambodia before traveling, but they are mentioned about some bad images of the country such as 

civil wars, Khmer rouge, unsafe, poverty, drug or sex trafficking, children sex abuse, prostitution and 

so on which have discouraged any serious travelers. Thus, a major promotion campaign with all the 

nice images of the peaceful and wonderful Cambodia – Kingdom of Wonder is urgently required to 

recover from the past images and promote a new wonderful destination in the region.   

 SWOT analysis of Cambodian tourism: 
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Strengths 

- Political stability 

- Location in a region with the strongest 

tourism growth in the world  

- Important regional market nearby 

- The treasure of Angkor Wat and Preah 

Vihear Temples make Cambodia become 

“must visit” destination 

- Tonle Sap Lake is the largest freshwater lake 

in South East Asia and an ecological hot 

spot, the UNESCO biosphere zone since 

1997 

- Home of the very rare Freshwater Irrawaddy 

Dolphins from Mekong River 

- Rich, variable and attractive tourism 

resources in archaeological, historical and 

cultural heritages 

- The Khmer culture and people with general 

ambiance of Cambodia are most attractive 

- The annual tourism growth rate in Cambodia 

is among the highest in the world 

- The economic growth rate is very high 

- Ease in combining Cambodia with 

neighboring countries (Thailand, Vietnam…) 

- Increase of tourism facilities’ quality 

Weaknesses 

- Poor and old technology equipment 

- Lack of accessibility to the country 

- Major population is in poverty 

- Lack of education that many of the older 

generations possess 

- UNICEF has identified the country as the 

third most land mined in the country 

- Poor international image 

- Perceived danger to tourists with some bad 

images like prostitution, children sex abuse 

- Poor infrastructure, facilities & standards 

- Poor Information and Communications 

Technology infrastructure 

- Poor ground transportation services 

- Lack of tourism professional skills and 

human resource training facilities 

- Lack of information about Cambodia in 

tourism market 

- No support from domestic tourists 

- Lack of destination promotion in the world 

tourism map 

- Weak of private investment 

- Big difference between cities & countryside 

Opportunities 

- Great opportunity for attracting and expanding 

the regional strategies in the ASEAN countries 

which have been less seriously impacted by the 

global financial crises or in new markets in Asia 

like China, India, Korea, Japanese, Taiwan,  

Australia 

- Taking advantages of a highly favorable 

regional tourism market 

- Develop animated advertising  

- Develop cultural and eco tourism in Cambodia 

and in the region 

- Enhance its competitive position in the market 

thanks to its quality of services. 

- Develop golf tourism combining natural and 

historical discovery 

Threats 

- The high increase of competitive levels: the 

other countries’ tourism in the region have 

developed or have been developing with very 

high level 

- High price of electricity and water and airfaire 

decrease price competitiveness 

- Sharp business decrease because of the 

global financial crises 

- Unfavourable relation with Thailand 

- Confronted with a succession of truly and 

seriously exceptional negative events, 

including wars, terrorist attacks and SARS 

epidemic, dangerous influenza A, swine flu 

H1N1 as well as political problems in Thailand, 

in Myanmar and so on. 
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 Recommendations for Cambodia tourism’s development: 

Cambodia tourism is still very new and unknown in world tourism. In general, many problems 

need to be addressed in this country: poor infrastructure, old technology equipments, high 

poverty and illiteracy rate, lack of qualified and skilled labour forces, unemployment, lack of 

energy sources, healthcare systems and so on. For tourism, lack of accessibility and destination 

promotion is the biggest constraints hindering Cambodia tourism development. Looking at the 

strengths, weaknesses, opportunities and major problems in Cambodia tourism, I would like to 

suggest some practical actions to develop its tourism industry for the long and short term. 

a) Practical actions for the short term development: 

- The same key problem than Vietnam, Cambodia currently lacks advertising and marketing 

destination programs. Whenever talking about Cambodia, people still think it is a dangerous 

place to travel with many bad images as mentioned above. According to Ms. Anna, GSO 

Cambodia tour manager in Siem Reap, Cambodia, the country is practically unknown, even in 

the potentially key markets such as Korea, Japan, Australia, Taiwan or China and particularly in 

Russia. Nobody knows about this wonderful destination. Thus, a professional destination 

advertisement campaign to broadcast new Cambodian images is urgently required. “Cambodia 

– Kingdom of Wonder” is a nice slogan with images of the splendid Angkor Wat Temples. 

Cambodia tourism can use it to broadcast the country. But Cambodia really needs professional 

advertising video lips about the new Cambodia’s images. After creating the nice destination 

images, Cambodia can advertise the country by: 

 Advertising the new Cambodia’s images on the international networks such as CNN, Chinese 

television channels, Korean channel – KBS, Japanese channel – NHK, Discovery as well as in 

key markets newspapers in Singapore, Russia, Australia, Thailand and Vietnam. Through 

these advertisements, it is suggested to emphasise the very peaceful and friendly pictures 

as opposed to the bad images of the past.    

 Collaborating with the other neighbouring countries like Vietnam and Thailand to promote 

the country as Cambodia lacks suitable financial support for destination marketing programs. 

Thousands tourists do not know how easy it is to travel to Cambodia by bus from Ho Chi 

Minh City, Vietnam or Bangkok, Thailand, Anna, GSO Cambodia Travel Manager said. The 

Cambodian government should work with Vietnam and Thailand to advertise the country 

with amazing billboards, impressive images and precise information (made by a professional 

creative team) on the roads, highway of Pattaya, Bangkok, Thailand or Ho Chi Minh City, 

Vietnam to Cambodia.  

 Enhancing Khmer culture by organising more national events, festivals in the country to 

attract more tourists or culture exchange programs with the neighbouring countries. Visiting 

Tickets should include the National Museums entrance to present the impressive images and 

information of Khmer Empire history and culture. 

 Attending to International tourism trade fairs with professional brochures, nice destination 

video clips and presenting the unique Khmer culture, Apsara dance.  

 To engrave the Cambodia new images in the international community’s mind, Cambodia 

tourism department should have tourist representatives at the International Airport in 
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Vietnam and in Thailand to present and give Cambodia tourist information and distribute 

freely the professional and impressive destination brochures, video clips. Inside the country, 

Cambodia tourism should advertise by giving free information about Cambodia at all the 

airports and on the flights from and to Cambodia. 

- Encouraging foreign and private investments in infrastructure and tourist facilities as well as 

education systems and tourist training programs 

- Reorganising and developing the national transportation systems such as improving the bus, 

train to combine Phnom Penh and Siem Reap with the other cities and provinces in the country. 

- Enhancing accessibility from the neighbouring countries (Vietnam, Laos and Thailand) to 

Cambodia by increasing the daily flights frequency, busses from and to Cambodia.  

- Encouraging & developing the low cost airlines in Cambodia to attract more tourists in the region. 

- Improving the hygiene standards not only in Siem Reap and Phnom Penh but also in the other 

provinces of the country. 

- Improving the foreign language skills as well as professionalism for the people working in the 

tourism sector, particularly tourist guides. 

- Developing eco-tourism, voluntourism, cultural tourism or archaeology study tours in 

Cambodia based on environmental potential opportunities. 

- Improving safety in the tourist areas and international relations, particularly with Thailand. 

- Improving the collaboration between government and tourist private enterprises to improve 

the tourist service quality and Cambodian images. 

b) Practical actions for the long term development: 

- As previously mentioned, Cambodia lacks direct flights from and to Europe and USA and there 

are few frequent flights from Korean and Japan to Cambodia. Major Westerners travelling to 

Cambodia have to pass through Vietnam, Singapore or Thailand. This dependence has limited 

the international tourist arrivals to Cambodia. Thus, Cambodia government should work on to 

develop its open-sky routes to the European destinations.  

- Lack of domestic airlines is also an obstacle hindering Cambodia tourism development. 

Recently, there are only 2 Airports operating in Phnom Penh and in Siem Reap. The government 

should urgently work to develop airports and airlines in other potential tourist areas such as 

Sihanouk Ville, Battambang City etc. According to many tour operators in Cambodia, no 

domestic flight between Siem Reap or Phnom Penh and Sihanoukville hinders the development 

of beach tourism in Cambodia. This main problem results in the lost of tourist arrivals in this 

region and that’s why there are not much investments in tourist facilities development in this 

city although beaches and environment are favouring Sea Tourism.    

- Cambodia infrastructure and ground transportation are very poor limiting the tourists flow 

inside the countries. The government should call on international and private investment to 

urgently develop the railway systems which can help to develop Cambodia economy as well as 

to boost the tourism development. Government should also call for investment to improve or 

renovate the roads in the country as well as reorganise and develop the bus systems. 
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- Currently, Cambodia imports electricity from Vietnam and Thailand which makes fixed costs in 

Cambodia much higher than the neighbouring countries. Thus, government should encourage 

for further investment in energy generation to reduce energy costs borne by the local 

communities and tourism sectors. 

- The Cambodian government should increase the investment to build the tourist professional 

training schools and encourage local people to study and improve their professional skills by 

giving the free foreign languages courses or giving the hotel and restaurant training courses for 

suitable candidates, for the people in the poor province who want to work in tourism, 

supporting free books, documents for students studying foreign languages. The government 

should enhance and favour the young Cambodia to improve their tourist profession by the 

tourist training exchange programs with the other countries in the region, particularly in the 

developed countries. 

-  The government should create tourist and hotel schools in the countryside. There are no 

professional school in the provincial areas and very few in Siem Reap and Phnom Penh with 

very high school fees. They limit opportunities for poor Cambodians who want to learn or 

improve their tourism & hospitality professions.  

- Local people and communities should be involved in the development, design and 

management of tourism development project. The government should carefully consider the 

positive and negative impacts of tourism projects for the local people and the tourism projects 

should be designed to minimize environmental damage and balance the needs of tourists and 

local people. Cambodia government and investors should care for the natural resources and 

environmental protection in its tourism development processes. 

4.3 Recommendations for Sofitel Angkor Phokeethra to overcome the crisis impacts: 

The above Sofitel Angkor Phokeethra’s SWOT and Benchmarking analysis show an overview of 

the hotel current strengths, weaknesses, opportunities and threats. According to the hotel 

business perspective analysis, it is suggested that room rate is not the only factor that influence 

customer’s decision when choosing an upscale hotel in Siem Reap. Following the Luxury 

Concept, the hotel management board has focussed on the Luxury market and attracting the 

high spending customers by providing Luxury experience in service and products. To maintain 

the hotel’s revenue and overcome the current challenges of the crisis, the hotel management 

team decided to continue following the Luxury Concept and not decrease the room rate as 

some other upscale hotels do. Looking at the current strategies and actions implemented by 

Sofitel Angkor Phokeethra to face the crises and overcome the current challenges, some major 

problems which could influence the hotel occupancy and competitiveness can be listed: 

 Hotel positionning is not really correct. The Accor group wanted to upgrade the Sofitel Brand 

name to Luxury one but in the customer’s mind, Sofitel is only a five-star brand name. 

Particularly, Sofitel Angkor Phokeethra’s equipements and decoration in room are so old and 

do not match the Luxury concept.    

 Hotel segmentation market is not enough flexible. It is clear that Japanese & European 

markets were the key tourist markets of Cambodian tourism. However, with crisis impacts, 
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the number of tourists from these markets decreased sharply. It is necessary to implement 

am extra-regional strategies which concentrate to promote & expand the markets in 

Vietnam, India or China.    

 Promotion programs and packages offered are not enough varities. 

 Lack of high quality and skilled labour work forces. 

 Price is not flexible enough compared to its competitors. 

 Limited communication for the new marketing plan or new promotion programs because of 

the group website dependence.  

Based on these restraints, the Marketing Mix, SWOT and Benchmarking analysis, some 

following practical actions are recommended as follow: 

 Place (Market): Sofitel Angkor Phokeethra currently focusses on European and Japanese 

markets while these markets have been deeply impacted by the crisis and the number of 

tourists from these markets has sharply decreased since the last months of 2008. 

Therefore, it is recommended that Sofitel Angkor Phokeethra should concentrate to expand 

new markets in Asia, ASEAN and regional markets, particularly Vietnam, India and China. 

First, these countries have been less seriously impacted by the economic downturn but 

second, there are direct flights from these countries to Cambodia. Furthermore, the 

economic in these countries develop terribly and there are more and more rich people who 

need to spend money. 

 It is suggested to seek and expand new golf markets in Thailand, Vietnam, Singapore. 

 Product: the Sofitel Angkor Phokeethra’s current products are not enough varieties 

because it has to follow the Accor group’s strategies and Sofitel Angkor Phokeethra has 

currently very low occupancy which hinder the new products’ development. However, to 

attract the tourist, especially the high spending customers, the products offer should be new 

and original. Some recommendations in Sofitel Angkor’s products development are: 

 Develop “week-end escape” holiday packages and promote in Cambodia & in the region. 

 Develop golf packages combining natural and historical discovery. 

 Develop catering service or events, team building organisations in the region. 

 Promotion packages include one day at Golf course, one relaxing day at Angkor Spa and 

one day of Angkor Temples discovery. 

 Transform the W’s pub to a discothèque for the ones who want to change the ideas. 

 Create the SunBrunch packages (Sunday relaxing with Spa, Pool and lunch), for 

example, for the expatriates living and working in Siem Reap town. 

 Launch the golf training programs to attract the young rich people who want to learn or 

try to play golf in region. 

 Create Summer Promotion Programs with the good discount in Food & Beverage, Spa & 

Golf. This promotion should be launched just for the local and regional markets which 

can support the hotel during the difficult period. 
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 One of new tourism trends is voluntourism or ecotourism. Thus, we can propose the 

“cooking class” in the orphanage in using products from the orphanage’s garden & the 

money will support the orphanage. This is one of the ideas to share & contribute to the 

local community. 

 Promotion: Sofitel Angkor Phokeethra is limited on communication for the new marketing 

plan or new promotion programs because of the group website dependence. Each country 

has the different characteristic and tourist demands are also changing with the time, with 

the economic situation and so on. Thus, during this difficult period, it seems that the 

independent hotels are more successful to recover the impacts.  

 The Accor group website’s dependence could be a weakness during this difficult period 

but it is also a big strength as Accor is very well-known worldwide in hotel industry. 

Thus, we will promote the new concepts of ACCOR group which separated the Sofitel 

image as a real Luxury Brand Name. 

 Promote the hotel impressive image of rural escape concepts which offer  the unique 

experience of the combination between the French elegant colonial style and Khmer 

cultural elements in Siem Reap. 

 Promote the Phokeethra Grand Ballroom which supports Sofitel Royal Angkor for the 

potential MICE market in region. 

 Implemente the animated advertising with the new packages, new offers at the airport 

by profiting the airport representative to help promote the hotel images & trade on the 

spot. 

 Price: during the difficult period where the people travels with a tight budget, it is 

necessary to be flexible in room rate. The life cycle of one hotel room is one night. Thus, it’s 

better to sell the room with a reasonable rate than keep the room with a “Luxury” price 

without clients. Sofitel room’s rate and services’ rate are considerably higher than the 

competitors’.  

 People: one of Sofitel Angkor Phokeethra weaknesses is the old technological equipments 

but the stability of well-trained and faithful staff is its strength. Thus, Sofitel Angkor can 

increase the quality of services with the personalized cares by the training programs 

 Practically, it is realised that the Sofitel Angkor Phokeethra staff relationship is not really co-

operative, collective and sharing. It seems that each one is independent on their duty, 

particularly inside the sales team. It is suggested that Sofitel Angkor Phokeethra pays 

attention in this problem by organising the meetings and talks about this problem as well as 

organises the team building activities for each department to improve the relationship and 

co-operation spirit of Sofitel Staff which may help to operate the hotel business more 

smoothly and easily.  
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CONCLUSION 

Tourism is one of the key industry sectors of World economy because of its enormous 

contribution. So far, develop tourism is one of the best and fastest ways to develop the social 

and economy of a country, particularly in the emerging countries. However, tourism is closely 

related to the other social, cultural, natural, political, economical, educational, technological and 

environmental factors.   Tourism development process is open and dynamic combining the 

development of the other economic factors in a macro and micro-economic environment. It is 

impossible to develop tourism independently because all the other factors of the macro and 

micro economic environment directly or indirectly impact the tourism industry. 

The key objective of tourism development in each country is to increase the revenue from 

tourism and service sector, create jobs for local people and reduce poverty rate and so on. 

However, developing tourism has always good and bad impacts. Therefore, the importance in 

developing tourism is to achieve harmony of recreational, economic, social and ecological 

benefits and to obtain comprehensive advantages. Tourism development is also one of the 

reasons in the increase of the poverty rate because one of its negative impacts is to increase 

the cost of living. For example, the inflation rate and cost of living in Ho Chi Minh City, in 

Vietnam and in Siem Reap town, in Cambodia have sharply increased since the tourism has 

been developed in these cities while the local salary did not improve.  We should therefore think 

about a balance between the positive and negative contributions and impacts of tourism when 

making a development planning and strategies for the destination.  

It is apparent that tourism in Vietnam and in Cambodia starts to change vigorously and take off. 

The recent stable growth in the number of international tourist arrivals has showed huge 

potential opportunities to develop the tourism industry in these two countries. However, many 

constraints and obstacles remain for Vietnam and Cambodia to face their tourism development 

process.  

Vietnam has many natural endowments and resources to attract international tourists and to 

develop its tourism industry such as political stability, 3,200 km fantastic coastline with plenty 

of untouched beaches and scenic spots. Vietnam is also well-known by its nature richness, 

culture, tradition, warm hospitality, friendliness and Vietnamese cuisine. However, Vietnam 

tourism is not meeting its true potential because of many problems coming from a lack of a 

global strategy.  

The first essential point is the lack of advertising and marketing. As many developing countries, 

Vietnam did not attach special importance to build a unique and original image with an 

impressive slogan in its advertising and marketing programs. In fact, when talking about 

Vietnam or Vietnamese tourism, there are many things to talk about, many images to present 

but there is nothing outstanding and able to influence people. For example, when talking about 

France, the first outstanding image coming to mind is the Eiffel Tower, its cheese, wine, luxury 

products. When talking about Cambodia, there is Angkor Wat Temples or Thailand with Thai 

massage, Golden Pagoda, or Pyramid in Egypt, Taj Mahal in India, Great Wall of China. But 
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when talking about Vietnam, people will think about wars. Vietnam should therefore build a 

unique image which symbolizes Vietnam as a peaceful country with friendly people and an 

outstanding slogan to promote Vietnam as a destination. They must be used for all the 

promotion activities like in the street, on advertising posters, in the administration tourism 

websites, airlines and so on. Vietnam must invest to create a destination marketing plan and a 

brand name for national tourism to broadcast the country more efficiently.  

The amateur or unqualified tourism employees and poor infrastructure, marketing and 

supporting services are also current shortcomings of the Vietnam tourism. The poor ground 

infrastructure and limited public transport have seriously hindered Vietnam tourism 

development. Vietnam should give priority to improve and reorganise the ground transportation 

systems and improve the road and drainage system in the cities. Floods after downpours and 

traffic jams on the roads are very common in tourist destination sites, causing a great deal of 

inconvenience to tourists. The railway system is very weak and not sufficient to meet the large 

demand. 

The other elements affecting Vietnam tourism development are the high tour package prices 

and complicated visa procedure. Vietnam tourism’s price competitiveness is lower and less 

flexible than some countries in the region such as Malaysia, Thailand, Laos or Cambodia. The 

rapid social and economic development has increased the inflation rate and life has become 

very expensive in Vietnam. Government bureaucracy and “red-tape” or “many gates” 

procedures must be simplified to attract more international business tourists and investors. 

To attract tourists and durably develop tourism, the conservation of heritage, cultural and 

environmental remains is essential. The Vietnamese government should improve and develop 

the more museums, natural parks and limit the projects which do not meet local people 

expectation. Training centres for tourism industry staff need to be established to upgrade 

service standards & make them more suitable and unprofessional to meet tourists’ expectations. 

Cambodia has not only natural endowments and resources but also rich historical and cultural 

values to attract international tourists and develop its tourism industry such as political stability, 

magnificent Angkor Wat or Preah Vihear Temples. Cambodia is also land of cultural and eco 

tourism. The Khmer culture and people with general Cambodian atmosphere create one of the 

most attractive destinations. However, Cambodia tourism development has not met its true 

potential because of poor infrastructure mainly coming from the civil wars consequences. This 

country still needs lots of support and assistance from the international community to repair the 

damages, to renovate the infrastructure and to develop the country. Although many constraints 

and obstacles remain hindering the tourism development in Cambodia, the tourism potential is 

enormous. Currently, Cambodian tourism needs to improve its advertising and marketing to 

recover from the bad images of the past and to broadcast the peacefulness and beauty of the 

country. The Cambodian government should work to develop their ground transportation 

systems as well as develop the air routes to attract and receive more tourist arrivals in 

Cambodia. The unique Khmer culture with the respect and sincerity of the Khmer people 

creates a very impressive charm as a tourist attraction for this country. 
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ANNEXES 
Number of international visitors to Vietnam from 1987 – June 2009 

 

 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 05/2009

Total 1,781,7542,140,100 2,330,050 2,627,988 2,428,735 2,927,876 3,467,757 3,583,486 4,171,564 4,253,740 1,614,455

 1. Classify by market: 

- China 484,102 626,467 672,846 724,385 693,423 778,431  752,576  516,286 558,719 650,055 189,108

- Taiwan 173,920 212,370 200,061 211,072  207,866 256,906 286,324  274,663 314,026 303,527 117,517

- Japan 113,514   152,755 204,860 279,769 209,730 267,210  320,605  383,896 411,557 392,999 156,865

- South 
Korea  43,333  53,452   75,167  105,060 130,076 232,995  317,213   421,741 475,535 449,237 171,721

- Cambodia  74,366 124,557   76,620   69,538   84,256    90,838  186,543  154,956 150,655 122,569  

- Thailand   19,410  26,366   31,789   40,999   40,123    53,682     84,100  123,804 160,747 183,142    
75,863

-Singapour  26,988  39,100   32,110    35,261   36,870       50,942      82,247  104,947 127,040 158,405 

- France  86,026  86,492   99,700 111,546    86,791 104,025 126,402   132,304 182,501 182,048    
82,597

- U.S.A. 210,377 208,642 230,470 259,967 218,928 272,473 333,566   385,654 412,301 417,198 185,776

- Australia  63,056  68,162   84,085   96,624   93,292 128,661 145,359   172,519 227,300 234,760    
99,601

- Others 486,662 541,728 622,342 693,767 627,380 691,713 832,822   912,716 1,151,183 1,159,800 

 2. Classify by  means of transport: 

- By Air 1,022,0731,113,140 1,294,465 1,540,108   1,394,860 1,821,955  2,335,722 2,702,430 3,261,941 3,283,237 1,345,757

- By Boat 187,932 256,052  284,612    309,080   241,205  263,362  200,430   224,081 224,389  157,198   33,338

- By Road 571,749 770,908  750,973  778,800   792,670  842,919  931,605   656,975 685,234   813,305 235,360

 3. Classify by  purpose of travel: 

- Leisure 837,5501,138,200 1,225,161 1,460,546 1,238,584 1,583,985  2,041,529 2,068,875 2,569,150 2,631,943  986,350

- Business 266,001 491,646 395,158 445,751 468,429 521,666  493,335    575,812   643,611     844,777  285,383

- Visite 
relatives 337,086 399,962 390,229 430,994 392,256 467,404   505,327    560,903   603,847     509,627  235,764

- Others 341,117 110,292 319,502 290,697 329,466 354,821  427,566 377,896   354,956     267,393  106,958

 4. Classify by month: 
- January 148,559 163,781 178,358 198,870 245,937 287,592 301,072 349,000 369,017 420,000 345,840

- February 159,807 184,388 200,799 223,891 247,199 231,263 283,897 324,048 380,000 441,000 342,913

- March 155,703 178,292 194,160 216,488 216,283 165,009 257,726 307,080 362,336 424,954 303,489

- April 149,391 183,077 199,371 222,299 158,186 252,885 267,336 306,657 350,878 411,000 305,430

- May 142,975 178,852 194,770 217,169   99,816 214,739 303,067 295,224 304,848 382,000 316,783

- June 140,959 181,090 197,208 219,887 106,593 236,054 309,151 264,502 350,387 210,333 

- July 140,188 185,903 202,449 225,726 153,530 261,108 285,921 303,002 343,000 330,000 

- August 157,228 196,410 213,891 238,488 193,584 237,324 287,177 256,583    353,297 389,866 

-September 133,408 170,505 187,858 209,462 209,672 230,677 265,902 277,000 358,000 318,557 

- October 139,758 162,277 178,898 199,471 225,938 253,887 289,177 270,188 305,801 270,131

- November 159,299 179,706 200,056 223,062 276,961 273,712 309,074 305,577 340,000 279,904 

- December 154,479 175,819 182,232 233,175 295,036 283,626 308,257 324,625 354,000 375,995

Source: By Vietnam Tourisme & adapted to the websites www.vietnamtourism.gov.vn  and www.vietnamtourism.com 
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Number of international visitors to Cambodia from 2000 – June 2009 
 

 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 04/2009

Total 367,743 466,365 604,919 786,524 701,014 1,055,202 1,421,615 1,700,041 2,015,128 2,125,465 800,243

 1. Classify by month: 
- January 29,077 36,999 52,787 58,470 76,255 106,200 138,718 163,047 194,932 223,581 218,691

- February 28,012 42,236 51,728 74,756 72,162 87,795 125,326 151,821 177,130 214,902 200,789

- March 30,820 40,541 63,334 77,488 60,415 80,765 124,626 142,437 178,751 205,722 202,808

- April 30,345 40,150 47,014 65,733 37,154 77,105 116,219 143,069 165,347 173,903 177,955

- May 26,439 32,752 42,845 49,564 30,485 71,486 90,314 107,720 132,512 149,275 

- June 27,645 30,536 39,875 49,338 35,477 69,595 87,228 105,298 126,677 130,853 

- July 32,460 39,441 49,035 58,286 47,555 81,223 112,116 123,047 143,310 148,449 

- August 30,896 40,237 49,798 65,455 58,263 86,450 117,943 132,792    151,478 156,098 

-September 27,302 31,433 40,586 50,079 52,600 71,209 93,158 114,781 137,027 145,146 

- October 31,324 36,051 44,237 58,370 54,020 86,121 116,382 138,296 160,235 156,718 

- November 38,976 47,236 53,350 81,528 78,387 113,195 138,293 163,068 194,646 191,549 

- December 34,447 48,753 70,330 97,457 98,241 124,058 161,292 214,665 253,083 229,269 

 2. Classify by market: 
 2003 2004 2005 2006 2007 2008 04/2009 

- Vietnam 28,610   36,511   49,642 63,054 125,442 209,516 100,401 

- South Korea 62,271 128,423 216,584 220,904 329,909 266,525 80,683 

- U.S.A. 66,123   94,951 109,419 97,814 137,539 145,079 59,249 

- China 38,664   46,325   59,153 63,685 118,417 129,626 48,672 

- Japan 88,401 118,157 137,849 124,562 161,973 163,806 56,336 

- United Kingdom  50,266   64,129   66,535 57,947  84,103 98,093 43,100 

- France 45,396   58,076   68,947 55,803  90,168 97,517 40,915 

- Australia 26,638   38,211   47,465 56,945  71,616 84,957 29,610 

- Thailand 35,718   55,086   63,631 59,073 101,590 109,020 35,275 

- Taiwan 37,345   53,041   54,771 65,163 118,180 83,000 24,335 

- Others 221,582 362,292 547,619 835,091 676,191 738,326 281,667 

 2. Classify by  means of transport: 
 2003 2004 2005 2006 2007 2008 04/2009 

- By Air 455,972 626,121 856,521 1,027,055 1,296,513 1,239,407 421,998 

- By Boat   18,568   25,556    31,661    39,785    43,688    71,889   37,147 

- By Road 226,474 335,682 444,818   524,501  532,366  690,138 291,870 

- Same day visitor -   67,843    88,615   108,700   142,561   124,031   49,228 

 3. Classify by  purpose of travel: 
 2003 2004 2005 2006 2007 2008 04/2009 

- Leisure    1,689,976 1,808,303 741,940 

- Business       145,774     158,776    46,124 

- Others        179,378      158,386    12,179 

Source: Source by Cambodia Statistic and Tourism Department: http://www.mot.gov.kh/statistic.php# 
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Number of guests to Sofitel Royal Angkor from October 2000 – June 2009 
 

  2000 2001 2002 2003 2004 2005 2006 2007 2008 Jun-09 
- Total room 
nights: 5,153 20,408 36,295 26,830 33,986 33,738 31,969 37,383 32,561   

- Occupancy: 23.53% 23.49% 41.78% 30.89% 39.12% 38.84% 36.80% 43.03% 37.48%   

- Revpar: 18.07 23.41 44.48 34.00 44.40 43.54 38.37 49.59 45.91   

- ADR: 76.80 99.66 106.45 110.10 113.79 112.12 104.25 115.23 122.83   

1. Guest arrivals classified by market: 

- Vietnam 23 216 264 166 261 162 274 137 231 
- South 

Korea 5 69 20 70 165 76 250 3,956 3,406 

- USA 278 1,350 2,758 1,919 2,697 2,551 2,920 2,364 2,646 

- China 44 144 277 419 702 736 929 736 1,540 

- Japan 446 5,616 9,349 7,213 8,697 7,587 6,561 6,208 3,948 
- United 

Kingdom 97 393 406 432 610 970 906 798 926 

- France 136 965 1,252 1,261 1,667 1,565 1,467 1,832 1,229 

- Australia 29 170 308 183 416 470 508 886 518 

- Thailand 379 1,772 2,152 1,802 2,769 1,732 1,722 1,933 1,437 

- Taiwan 1 13 69 23 355 1,354 250 190 438 

- Cambodia       88 1,191 877 

- Others 313 3,128 4,140 3,881 5,006 6,214 5,346 6,168 5,403 

Total: 1,751 13,836 20,995 17,369 23,345 23,417 21,221 26,399 22,599 

2. Occupancy classified by purpose: 

- Leisure 2,026 18,870 27,912 21,827 30,823 31,598 30,141 29,183 23,644   

- Business 3,127 1,538 8,382 5,003 3,163 2,140 1,828 8,200 8,917   

Total: 5,153 20,408 36,294 26,830 33,986 33,738 31,969 37,383 32,561  

2. Occupancy classified by month: 

- January        56,89% 62,29% 50,37% 

- February        72,34% 68,81% 38,87% 

- March        51,90% 49,32% 30,35% 

- April        45,46% 30,05% 23,75% 

- May        23,36% 24,57% 27,22% 

- June        22,49% 19,19% 14,26% 

- July        28,63% 23,50%  

- August        34,64% 27,39%  

- September        25,81% 16,09%  

- October        39,67% 28,96%  

-Novvember        63,94% 44,96%  

- December        52,64% 50,31%  

Source: Revenue Manager of Sofitel Angkor Phokeethra Golf and Spa Resort  
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