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EXECUTIVE SUMMARY  

The global Travel and Tourism (T&T) industry reached $8.27 trillion in 2017, a growth 

from $6.03 trillion in 2016. For Myanmar in particular, the T&T industry in 2016 

contributed $4.6 billion into the country’s Gross Domestic Product (GDP). The industry is 

expected to contribute even more by 2027, contributing nearly $10 billion. 

Despite some military unrests, Myanmar remains a highly attractive destination to visit. 

This is supported by the fact that traveling and visitations in Myanmar have been 

increasing on a yearly basis. European and Thai tourists were among the travelers which 

had the most visits to Myanmar. In 2016, Myanmar recorded the most tourist arrivals from 

the UK and French travelers. Other more relevant European travelers include tourists from 

Germany, Austria, Switzerland, Italy, Spain, and the Netherlands.   

Myanmar’s usual European visitor’s profile describes a male, older than 50, who’s an 

active traveler, is interested in cultural trips, can afford luxury accommodation when 

available, and prefers traveling with a guide. Other traveler profiles include working 

millennials, travel lovers, and families with children. 

Myanmar’s visitors usually stayed for 7 to 11 days, spent the most money on 

accommodation (59%), and to a lesser extent on meals (19%) and transportation (14%). 

Some of the activities in which European tourists participated while visiting Myanmar, 

were visiting distinct ethnic communities, interactions with local people and soft 

adventures. 

Myanmar’s tourism has a plethora of promotional channels. Some include promotions 

through Non-government organizations (NGOs), Tourist Visa Exemptions, industry trade 

fairs, events and shows, signing memorandums with associations and other societies 

involved in the T&T industry, and numerous other popular traditional, as well as social 

media platforms. 

The online travel agency competitor landscape in Myanmar, is characterized with having 

their headquarters (HQ) located in Yangon, Myanmar, have a weaker presence on online 

social media, very few travel agencies are providing travel insurances, and credit cards are 

among the most widely accepted method of payment. 
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INTRODUCTION 

The following pages of this document represent a market research which explores the 

business opportunities for doing business in Myanmar in the travel and tourism industry. 

The research gathers data from various sources and focuses on the general landscape of the 

travel industry, narrowing down to Myanmar’s, and providing insights into the profile of 

the travelers which visit Myanmar the most. The research also includes a competitive 

analysis which looks closely into the positive and negative (among other) features of rival 

traveling business focused on providing travel and tour services within Myanmar. 

INDUSTRY AND MARKET OVERVIEW 

The industry and market will be analyzed on three levels. The initial level will include an 

overview of the global Traveling and Tourism (T&T) industry, followed by insights from 

the Asia Pacific/ASEAN region, and finally, a deeper dive into Myanmar’s own traveling 

and tourism landscape. 

GLOBAL T&T INDUSTRY 

The Traveling and Tourism (T&T) industry is made of companies whose primary goal is to 

market travel services by providing the services of booking and arranging travel tours and 

accommodations to general and commercial clients. 

The services of travel agencies generally include reservations for tickets for lodging and 

flights while traveling, as well as arranging packaged tours and cruises. They also provide 

auto rentals, setting up travel insurance, and offer help with monetary exchanges for 

international travels.  

The traveling industries’ revenues are mainly made of fees charged for their services, and 

the additional services the client requests. 

The statistics company Statista, in a mid-2018 publication, informed that the travel and 

tourism industry is one of the world’s largest industries with a global economic 

contribution (direct, indirect and induced) of over 7.6 trillion U.S. dollars in 2016. The 

direct economic impact of the industry, including accommodation, transportation, 

entertainment, and attractions, was approximately 2.3 trillion U.S. dollars that year.  

https://www.statista.com/topics/962/global-tourism/
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PR Newswire – a Market research company, stated in their report that the global travel & 

tourism industry has grown from US$ 6.03 trillion in 2006 and reached US$ 8.27 trillion 

by 2017 growing at a CAGR (Compound Annual Growth Rate) of 2.9%. 

The statistics above are pointing to a growing and prosperous travel and tourism industry 

on a global level.  

ASIA PACIFIC  

Narrowing the overview from global to more region-specific, DBS Bank in their ASEAN 

Insights report, stated that the Asia Pacific, alongside the Americas & Europe have 

experienced the strongest growth of 5%, of which the Asia Pacific region attracted 13 

million more international visitors than in 2014. 

 

 

 

 

 

 

 

 

Since 1995, the Asia Pacific region has seen Travel and Tourism (T&T) growth at a 

CAGR of around 6-7%. The period from 2010 to 2014, was the fastest-growing for the 

Asia Pacific region, at 6.4% higher than the 4.5% growth reported by the global travel 

industry. 

As a result of the sustained growth in international visitors, the Asia and the Pacific region 

has also seen a 6-percentage-point increase in its market share of global international 

arrivals to around 23% in 2014 (versus 17% in 2000).  

In regards to the nature of the visits and traveling to the ASEAN region, Market Research’s 

report, suggests that the majority (61%) of tourism and travel in the ASEAN region, is for 

leisure purposes, compared to the business traveling in the region, which accounts for 

https://www.prnewswire.com/news-releases/travel-and-tourism-spending-market---global-industry-analysis-size-share-growth-trends-and-forecast-2019---2027-300865951.html
https://webcache.googleusercontent.com/search?q=cache:Ax9I954Q59EJ:https://www.dbs.com.sg/treasures/aics/pdfController.page%3Fpdfpath%3D/content/article/pdf/AIO/160720_insights_the_great_tourism_drive.pdf+&cd=1&hl=en&ct=clnk&gl=mk
https://www.marketresearch.com/GlobalData-v3648/Tourism-Destination-Insights-Association-South-12288857/
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35.2%. The business travels to the ASEAN region represent an increase from 27.3 to 37.1 

million travelers, and it’s forecasted to continue growing, with the proper infrastructure 

development. 

A conclusion can be drawn that the Asia Pacific region is one of the world’s most vibrant 

tourism markets over the past decade. 

MYANMAR  

This is part of the document wherein greater detail Myanmar’s Traveling and Tourism 

(T&T) industry and market, will be covered. The segment includes trends and drivers, 

visitor profiles, as well as associations and methods Myanmar uses to promote its tourism. 

A 2018 study made by the European Chamber of Commerce in Myanmar, informs that the 

direct contribution of travel and tourism (T&T) in Myanmar was $2.1 billion, or 3% of 

the total GDP in 2016. The T&T industry is anticipated to contribute 3.2% of GDP – or 

$4.5 billion by the year 2027. The total contribution from T&T was estimated at $4.6 

billion or 6.6% GDP in 2016. The World Travel and Tourism Council (WTTC) 

expects the total contribution to reach $9.9 billion, or 7% of GDP in 2027. 

Myanmar’s T&T industry is greatly reliant on airstrips and modern airports to conveniently 

and safely receive and send off travelers and visitors. Therefore the developments (or 

planned airport expansions) in the ASEA region are also another contributor to the steadily 

increasing traveling attractiveness of the region for international visitors. As showcased in 

DBS Bank’s report, specifically for Myanmar, the infrastructural improvements on 

Yangon’s airports are a considerable factor, positively influencing the tourism and 

opportunity to provide increased visitations of the country. 

 

HVS, a hospitality company, stated in a 2016 article that there were a total of 28 

international, and 11 domestic airlines servicing Yangon International Airport, the 

main air hub in Myanmar. Total arrival (from all airports) reached 1.3 million in 2015 and 

achieved a CAGR of 27% in the 2010-2015 period.  

https://www.eurocham-myanmar.org/uploads/946c3-tourism-sector-study.pdf
https://webcache.googleusercontent.com/search?q=cache:Ax9I954Q59EJ:https://www.dbs.com.sg/treasures/aics/pdfController.page%3Fpdfpath%3D/content/article/pdf/AIO/160720_insights_the_great_tourism_drive.pdf+&cd=1&hl=en&ct=clnk&gl=mk
https://www.hvs.com/article/7816-in-focus-myanmar
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A 2014 report by ASEAN Travel – a leading source for quality reports on South East 

Asia’s tourism industry, showcases countries market share of the total international 

arrivals in the region. 

 

 

 

 

 

 

The chart is indicative of the most attractive and visited countries in the region, which are 

Malaysia (27.7%) and Thailand (25.1%). The countries with the smallest market shares, 

are Myanmar and Brunei, each representative of 1.1% and 0.1% of the total 

international arrivals in ASEAN in 2014.  

Even though Myanmar is among the lowest contributors in ASEAN’s travel and 

tourism industry ($0.77 billion in 2000 and $3.8 billion in 2015), the country is the 

second ASEAN member country with the highest CAGR (11.2%) recorded in the period 

from 2000 to 2015.  

This is a valid indicator that Myanmar’s tourism industry remains at a nascent stage of 

development and the sector is poised for steady growth over the short and medium terms. 

 

  

 

 

 

 

 

 

http://asean.travel/wp-content/files/ASEAN-TRAVEL-ASEAN-FACTS-AND-FIGURES-COMPLETE.pdf
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MYANMAR T&T TRENDS AND DRIVERS 

In the following pages, some of the factors, drivers and occurrences which are influencing 

and shaping Myanmar’s T&T industry, will be showcased. 

The Overseas Development Institute – a research institute, in their 2014 case study, 

emphasize the potential of Myanmar to attract 36 million tourists a year, similar to what 

Thailand accomplished in 2013, but in order to achieve this, major investments are 

necessary. Some of the other shortcomings expressed in the case study, including the 

infrastructure (expansion of existing railways, roads and waterways), bed capacity, as 

well as the human resources development (lack of quality and any training at all to new 

entrants to the sector). 

One of the major reasons for the drop in international visitors from these countries is the 

unfolding refugee crisis in northern Rakhine. The ongoing conflicts between the Rohingya 

Muslim and the Rakhine Buddhist communities, which involved military crackdowns 

and attacks are one of the main culprits which are negatively affecting Myanmar’s 

international visiting appeal. 

A Wikipedia page detailing the tourism in 

Myanmar, has an insightful table showcasing the 

year, the number of tourist arrivals, as well as the 

year-on-year change (in percentages).  

However, the noteworthy decline in tourist 

arrivals can be observed from 2015 to 2016, 

which is in line with the intense crackdown by the 

Myanmar military, and the exodus of 87,000 

Rohingya to Bangladesh, the presidential 

elections, as well as the severe flooding in certain 

parts of the country that occurred during this period. 

According to the Myanmar Times – an online newspaper and their article, the tourist 

arrivals in 2018 rose by 3.15%, from 3.44 million in 2017 to 3.55 million international 

visitors and travelers. 

https://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/8956.pdf
https://en.wikipedia.org/wiki/Tourism_in_Myanmar
https://www.mmtimes.com/news/tourist-arrivals-rise-315-18.html
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The data presented supports the conclusion that the number of tourists traveling and 

visiting Myanmar in general, is increasing on a yearly basis. 

While on the topic of tourist and visitations in Myanmar, other statistics and information 

available on Wikipedia, also provide insights into the top countries which are visiting 

Myanmar. These travelers come from Thailand, China, Japan, and South Korea.  

 

 

 

 

 

HVS - a hospitality company’s 2016 article among other data, has a chart, in which the 

countries which visited Myanmar the most are showcased. 

 

 

 

 

 

 

 

 

The chart indicates that in 2015 European and Thai travelers were among the ones which 

visited Myanmar the most.  

But after the 2016 conflict, the presidential election and the natural distresses, the 

European and American travelers’ visitation rate plummeted, whilst visitors from 

Thailand, China, and Japan, as well as other Asian Pacific countries, increased their 

visitations in Myanmar.   

https://en.wikipedia.org/wiki/Tourism_in_Myanmar
https://www.hvs.com/article/7816-in-focus-myanmar


 

10 | P a g e  

 

Another source which identifies the top countries (the countries which the tourists reside) 

which visited Myanmar in 2016, is the recent report published by the Centre for the 

Promotion of Imports from developing countries. 

 

 

 

 

 

 

 

 

The data in the table above is alluding that Western Europe accounted for 18.7% of the 

tourist arrivals in Myanmar in 2016, with the majority of tourists coming from the UK 

and France. The former colonial powers have greatly improved relations with Myanmar in 

recent years, which triggered a renewal of economic and political activities, including 

tourism. Alongside the UK, Germany, Italy, the Netherlands, Switzerland, and Spain 

are among the more noteworthy countries which are traveling and visiting Myanmar in 

more relevant capacities. 

As a general conclusion from all of the data presented in the previous pages, the main 

countries which are traveling and visiting Myanmar, are Thailand, China, Japan, and 

South Korea. From the European continent, the UK, France, Germany, Switzerland 

Austria, Italy, the Netherlands, and Spain are the counties with the most visitations and 

traveling done in Myanmar.  

With the main visitors' countries identified, an insightful bit of information would be to 

learn the purpose or nature of these people’s visits and travels to Myanmar. Most of the 

people visiting and traveling to Myanmar, are doing it mainly because of leisure and 

vacation-related motifs. Here, the tourist VISA approvals (42%) plays a detrimental 

role in making this type of traveling possible. Surprisingly, business travels to Myanmar 

are represented by only 16.4%. 

https://www.cbi.eu/sites/default/files/vca-_study-tourism-myanmar.pdf
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While travel VISA plays a major role in the decision on whether visitors and travelers can 

visit Myanmar or not, the paragraphs below will detail some of the main landmarks and 

spots which are attracting tourists in Myanmar from all over the world. 

HVS’s 2016 article also provides information on the most attractive traveling destinations 

in Myanmar, which include Yangon, Ngapali, Inle Lake, Bagan, and Mandalay. 

 Yangon – is the country’s former national capital, 

located in the southern region of Myanmar. Yangon 

remains the country’s largest and most economically 

important city. As the key commercial and 

transportation hub of Myanmar, Yangon is usually the 

first stop for international visitors to Myanmar 

 Ngapali - located seven kilometers from Thandwe city 

area, a township and a major seaport in Rakhine state, 

Ngapali Beach is a premier tourist destination in 

Myanmar. Prime beachfront is located towards the 

southern stretch of Ngapali Beach, endowed with white 

sandy beaches and clear water. 

 Inle Lake - located in central Myanmar, Inle Lake is the second-largest freshwater 

lake in Myanmar with an estimated lake area of 116 square kilometers. Due to the 

lake’s natural biodiversity, it is Myanmar’s first designated place of World 

Network of Biosphere Reserves. 

 Bagan - Bagan, one of Myanmar’s main leisure attractions, features a vast 6,000-

hectare ancient temple town with over 2,200 remaining Buddhist temples from the 

https://www.hvs.com/article/7816-in-focus-myanmar
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ancient Kingdom of Pagan. Bagan, along with Mandalay, has become the key 

leisure destination in Myanmar for international tourists in recent years. 

 Mandalay - located at the center of Myanmar by the east bank of Irrawaddy River, 

Mandalay is the second-largest city and last royal capital of Burma. Centered 

around the Royal Palace, the city is the economic and religious hub of the upper 

Myanmar region. 

MYANMAR VISITOR’S PROFILE 

This segment of the research presents the general characteristics of the average Myanmar 

visitor, as well as offers details on some of the travelers which are coming from the 

countries identified as the countries that are visiting Myanmar the most (Germany, 

Switzerland, Austria, Spain, Italy, the Netherlands, the UK, France, China, Japan, Thailand 

and South Korea).  

The 2018 CBI (Centre for the Promotion of Imports from developing countries) report, 

also established a general profile of Myanmar’s visitors, which include general 

characteristics, the average length of their stays, how much they spend, as well as the 

desired type of product the travelers prefer. 

 Generally, Myanmar’s international visitors are mainly middle-aged men. Nearly 

70% of international arrivals in Myanmar originate from Asian countries 

(mainly Thailand and China), where the profile of outbound tourists is also 

dominated by middle-aged men.  

  

 

 

 

 

 Looking at the European market, on the other hand, the typical traveler is 

slightly older. Senior travelers to Myanmar made up 52% for Germany (DE), 

Switzerland (CH) and Austria (AT), and 76% for other European countries. 

https://www.cbi.eu/sites/default/files/vca-_study-tourism-myanmar.pdf
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The typical profile of such a traveler describes the person as an active traveler, 

aged over 50, who is interested in cultural trips, can afford luxury 

accommodation when available and prefers to travel with a guide. Overall, 

Myanmar remains a high-end destination that attracts a relatively small 

percentage of budget travelers (13% for Germany, Switzerland, and Austria 

and 12% for other European countries). 

 To a lesser extent, Myanmar also welcomes travelers and tourists with a different 

profile, such as: 

o Working Millennials - aged 20-35, carrier starters, highly educated people 

who care about the world. Their preferred activities include hiking, beach 

trips, city trips, trips off the beaten track, participating in activities which 

lend social credibility, whilst staying in budget accommodation with some 

luxury. 

o Travel Lovers – aged 30-50, have a high income, people that are well-

traveled, prefer staying in good accommodations with interest for adventure, 

food, authenticity, and ecotourism. 

o Families with children – aged 12+, this segment includes families which 

have high earnings, are interested in culture and child-friendly activities 

(e.g. wildlife viewing) 

Cultural interest and the sense for a mild adventure are some of the common aspirations 

emphasizing the high-potential of Community-Based Tourism in Myanmar. 

Between the periods from 2012 up until 2016, the average length of a travelers’ stay in 

Myanmar increased from 7 to 11 days. 

There are no data available on the composition of tourist expenditure at the national level, 

but the example of Kayah state (a state in Myanmar), can be used as an example for other 

states of Myanmar where tourism development is in its infancy. The chart was extracted 

from CBI’s 2018 Tourism value chain report.  

 

 

https://www.cbi.eu/sites/default/files/vca-_study-tourism-myanmar.pdf
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Judging from the table, the tourists in Kayah state used to spend more than half of their 

budgets on accommodation (59%), meals (19%) and transportation (14%). This 

example somewhat portrays a realistic picture for the remaining regions in Myanmar where 

the Community-Based Tourism hasn’t been developed yet. 

Travelers, visitors, and tourists generally spend most of their budget on the most obvious 

segments of the value chain, with very few limited benefits for local manufacturers 

and communities. 

The report also included an interview of 56 European tour operators, and when asked 

which were the most interesting tourism/traveling products Myanmar’s T&T industry has 

to offer, visiting ethnic communities, and interactions with local people were identified 

as the two most agreed-upon answers. 

Here is a table containing some of the more interesting T&T products in Myanmar, as well 

as the thoughts of the European Tour providers. 

Most interesting products for the short to 

medium term in Myanmar 

Germany, Switzerland, 

Austria  

Other EU 

countries  

Visiting distinct ethnic communities 70% 64% 

Interactions with local people 78% 73% 

Soft adventure 65% 73% 
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Ecotourism 43% 48% 

Animal interaction 35% 30% 

Sun and beach 30% 27% 

Marine tourism 56% 30% 

Spiritual tourism 39% 21% 

Other 9% 9% 

During meetings with European tour operators at ITB 2017 (a tourism industry event), it 

was confirmed that European tour operators were attracted to Myanmar as relatively new 

tourism and traveling destination. Furthermore, they showed a special interest in those 

Myanmar T&T suppliers who could provide special products and activities such as 

Community-Based-Tourism programs, including: 

 Bird watching, 

 Balloon rides, 

 Cycling, 

 Cruising, 

 Eco/soft and adventure programs, among others. 

It can be concluded that diversification of tourism and traveling products seem to be 

the key to the growth of this sector. 

Following is the country-specific traveler profile table, which will provide insights into the 

preferences and characteristics of the travelers from these countries. 

 

 

 

 

 



 

 

COUNTRY-SPECIFIC VISITOR INSIGHTS  

This brief segment includes some of the main characteristics and profile descriptions of the people visiting Myanmar the most. The profiling is 

based on the country these visitors originally come from. 

Visitor’s Country Visitor/Traveler’s Profile 

 Average Visitors’ Age Traveling Companions Budget Preferences 

Germany 45.1 years Source • In a Relationship (65%) 

• Single (35%) Source 

€2,467 Source • Monument and castle visitations (91%) 

• Tasting and buying regional products 

(34%) 

• Bicycle rides on small roads surrounded by 

nature (30%) Source 

Austria / / € 2,627 Source / 

Italy Between 25 and 44 

years Source 

/ €744 per person 
Source 

• Walking around 

• Food and wine tasting 

• Visiting museums 

• Discovering local culture and tradition  

• Shopping Source 

France • Under 19 (13%) 

• Between 19-34 (39%) 

• Between 35-54 (33%) 

• Between 55-64 (12%) 
Source 

•Traveling as a Couple 

(41%) 

• Traveling as a Family 

(29%) Source 

 

€2,201 Source • Visiting museums 

• Visiting historic sights 

• Eating good food 

• Shopping, Swimming, road cycling 

• Visiting natural parks Source 

Switzerland / / € 2,856 Source / 

The UK / / €2,151 Source / 

Spain 35 years of age Source • Family travels (28%) 

• Couples (27%) 

Between €1,000 – 

€3,000 Source 

/ 

https://www.internations.org/myanmar-expats/germans
https://www.internations.org/myanmar-expats/germans
https://www.ipsos.com/fr-fr/vacances-dete-les-europeens-toujours-plus-attires-par-les-destinations-nature
https://pxcom.media/en/blog/german-travelers/
https://www.ipsos.com/fr-fr/vacances-dete-les-europeens-toujours-plus-attires-par-les-destinations-nature
https://www.aianta.org/the-italian-traveler-a-profile-of-the-high-spending-market/
http://www.today.it/economia/vacanze-spesa-italiani-2018.html
https://www.aianta.org/the-italian-traveler-a-profile-of-the-high-spending-market/
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/2_Selling_to_Overseas_Markets/French-Market-Profile-with-French-Flag.pdf
https://veilletourisme.ca/2015/06/18/lumiere-sur-les-habitudes-touristiques-des-francais/
https://www.ipsos.com/fr-fr/vacances-dete-les-europeens-toujours-plus-attires-par-les-destinations-nature
https://veilletourisme.ca/2015/06/18/lumiere-sur-les-habitudes-touristiques-des-francais/
https://www.ipsos.com/fr-fr/vacances-dete-les-europeens-toujours-plus-attires-par-les-destinations-nature
https://www.ipsos.com/fr-fr/vacances-dete-les-europeens-toujours-plus-attires-par-les-destinations-nature
https://blog.mabrian.com/2018/12/03/profile-spanish-tourists-travel-europe/
https://www.tuotrodiario.com/consumo-ahorro/2018060674941/cuanto-gastar-en-vacaciones-verano/
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• Alone (7%) 

• With friends (10%) 
Source 

Netherlands / / €2,000 Source / 

Thailand / Alone (28%) Source 

Group traveling (lovers, 

spouses, friends, 

colleagues) 42% Source 

€193 per day per 

person Source 

• Visiting landmarks and cultural places 

• Theme parks and religious places 

• Eating local food 

• Shopping Source 

China 32 years of age Source Alone (52%) 

Travel Groups (35%) 
Source 

€3,612 Source • Sightseeing 

• Recreation and entertainment 

• Shopping Source 

Japan Age ranges: 

18-24 (14%) 

25-34 (23%) 

35-49 (29%) 

50-64 (25%) 

65+ (9%) 
Source 

Alone/Solo (61%) 

Couple (28%) 

Family (11%) 
Source 

€177 per day per 

person Source 

• Visiting historical monuments 

• Visitations to the newest art gallery 

• Trips to the tallest mountain 

• Drinking the most fashionable afternoon 

tea 

• Shopping 

• Beach visits Source 

South Korea / / €9,435 Source / 

https://www.lasexta.com/viajestic/curioso/asi-es-como-preparamos-las-vacaciones-de-semana-santa-segun-google-video_201904045ca5ef020cf2aaa9b254c4fd.html
https://www.nu.nl/geldzaken/5960170/ruim-kwart-van-nederlanders-niet-op-vakantie-reis-is-vaak-te-prijzig.html
https://mgronline.com/business/detail/9610000119166
https://marketeeronline.co/archives/86705
https://thailandtic.com/th/graph/outbound/index
https://marketeeronline.co/archives/86705
https://pxcom.media/en/blog/the-chinese-tourists-in-2019-their-profile-and-how-to-reach-them/
https://asia.nikkei.com/Business/Half-of-Chinese-travelers-going-solo
https://pxcom.media/en/blog/the-chinese-tourists-in-2019-their-profile-and-how-to-reach-them/
https://www.brinknews.com/chinese-tourists-are-going-international-and-their-travel-habits-are-evolving/
https://adara.com/wp-content/uploads/2017/09/ADARA_Japan_Market_Report_Aug2017FINAL.pdf
https://adara.com/wp-content/uploads/2017/09/ADARA_Japan_Market_Report_Aug2017FINAL.pdf
https://adara.com/wp-content/uploads/2017/09/ADARA_Japan_Market_Report_Aug2017FINAL.pdf
https://www.telegraph.co.uk/travel/comment/japanese-tourists-stereotypes-and-the-truth/
http://imnews.imbc.com/replay/2019/nwtoday/article/5402341_24616.html


 

 

GOVERNANCE OVERVIEW 

In this section of the document, all available and relevant information regarding the legal 

requirements and regulations for doing business in Myanmar (from the T&T industry 

perspective) will be presented. 

Other beneficial information will also be included in this segment. 

POLICIES AND REGULATIONS 

The European Chamber of Commerce in Myanmar – EuroCham’s tourism study in 

Myanmar details some of the policies and regulations which are currently regulating 

Myanmar’s T&T landscape. 

The major legislation in Myanmar’s tourism sector is the Tourism Law, which is currently 

in a draft stage. Until the Law is finalized, the Myanmar Hotel and Tourism Law of 1993, 

alongside with orders regarding the: 

1.  Licensing of Hotel and Lodging-House Business, 

2. Tour Guide Business and  

3. Tourist Transport Business, 

Those are the main pieces of legal and regulatory documents.  

It should be noted that, under the Tourism Law, ‘Tourism’ has a broad definition of all 

businesses undertaken related to traveling, including businesses engaged in offering tours, 

hotel and guest house accommodation, tourist guiding and other services related to travel. 

It also includes ‘representative of such related businesses’. 

EuroCham’s study emphasizes the following government departments, as some of the 

key policy-and-regulation relevant establishments in regards to the T&T industry: 

 Ministry of Hotels and Tourism – this is the primary government body responsible 

for the tourism sector and its development. The Ministry of Hotels and Tourism is 

also in charge of issuing and supervising licenses for tourist accommodation, 

transport, and tour businesses. 

These are the Guidelines for Tour Companies which are available on their website: 

https://www.eurocham-myanmar.org/uploads/946c3-tourism-sector-study.pdf
https://www.myanmar-responsiblebusiness.org/pdf/Myanmar-Tourism-Law_bilingual.pdf
http://www.burmalibrary.org/docs15/1993-SLORC_Law1993-14-Myanmar_Hotel_and_Tourism_Law-en.pdf
http://www.myanmar-embassy-tokyo.net/eco2017/Tourism/ORDER-FOR-LICENSING-OF-HOTEL-AND-LODGING-HOUSE-BUSINESS.pdf
https://tourism.gov.mm/
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o Tours should not involve entry into restricted areas without a permit and 

tour companies are required to submit an explanation if visitors request 

entry into a restricted area 

o Tours should comply to, be responsible and held accountable for permitted 

tour programs including supervising staff and tour guides. 

o Tour staff should receive a proper briefing in order to comprehend 

conditions, directions, and orders the Directorate of Hotels and Tourism, 

Ministry of Hotels and Tourism and regional government organizations. 

o Tours are required to constantly be updated about the conditions and 

directions given out by regional administration departments in order to 

present comprehensive explanations to visitors. 

o Unusual incidents are to be immediately reported to Branch Offices of the 

Ministry of Hotels and Tourism, Tourist Police Forces or Police Stations for 

quick assistance. 

Tours that require Permission Application 

1. Caravan Tour: Only applicable to tourists entering with personal 

vehicles/motorcycles/bicycles from International border checkpoints 

that include Myawaddy, Hteekee, Kawthoung, Tachileik, Tamu and 

Rikhawdar 

2. Yacht Tour 

3. Riverine Tour (Ayeyarwaddy River and Chindwin River) 

4. Cruise Tour 

5. Chartered Flight Tour 

6. Hot Air Balloon Tour and Special Package Tour 

 Ministry of Natural Resources and Environmental Conservation – this ministry is 

heavily involved in Myanmar’s nascent eco-tourism sector. The higher-level 

steering committee’s responsibilities include:  

o formulating ecotourism policies,  

http://www.monrec.gov.mm/
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o issuing the orders and directives to ensure ecotourism is implemented in line 

with law and procedures, and  

o coordinating with foreign and local ecotourism agencies 

 Ministry of Religious Affairs and Culture – the ministry administers the religious 

affairs, cultural affairs and historical and archaeology research efforts of Myanmar. 

The two significant departments in this ministry are the Department of Religious 

Affairs and the Department of Archeology and National Museum. 

Here are a couple of legislation and regulatory demands, which can affect new traveling 

and tourism (T&T) businesses in Myanmar: 

  Order for Licensing of Tour Operation Business No. 3/2011 Enacted 1/9/2011  

The order prescribes the licensing regime for tour operators, sets the minimum 

paid-up capital for such a business at K5 million. The license term is set at two 

years and the fee structure is laid out for local, foreign and joint-venture tour 

operator licenses. 

 Order for Licensing of Tourist Transport Business No. 4/2011 Enacted 1/9/2011  

The order defines the scope and licensing regime for tourist transport operators. 

The fees for different forms of sea and road transport are defined. 

 Environmental Conservation Law (2012)  

The law’s stated objectives include enabling the government to implement a 

national environmental policy and protect the country’s natural and cultural 

heritage. The legislation provides the legal basis for the ministry to set 

environmental quality standards, urban management standards and require ventures 

that may impact the environment to seek approval from the ministry in advance. 

 Environmental Conservation Rules (2014)  

The rules describe the ministry’s responsibilities across different areas in greater 

details and provide the framework for the ministry to require certain ventures to 

undertake Environmental Impact Assessments. 

 Myanmar Environmental Impact Assessment (EIA) Procedures (2015)  

http://www.mora.gov.mm/default.aspx
http://www.mora.gov.mm/mora_department1.aspx
http://www.mora.gov.mm/mora_department1.aspx
http://www.culture.gov.mm/DANML/Branches/default.asp
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As yet there are no official English translations of the EIA procedures, although the 

Myanmar Centre for Responsible Business provides an unofficial translation. The 

EIA procedures layout which ventures are required to carry which kind of 

environmental assessment, management plan or other action to mitigate 

environmental impact. 

US TRAVEL AGENCIES’ TAXES 

Although consulting with a professional legal representative is the best approach to make 

sure the business doesn’t incur unexpected tax expenses, the research unearthed this 2012 

article by the Tax Foundation, which may be of great use. 

This is some of the more relevant information from the article: 

 There are no taxes on the traveling agency businesses, which may also be found 

under the names of travel sellers, travel agents, online travel agencies (OTAs) 

and online travel companies (OTC). 

 There are states which are attempting to claim that occupancy tax should be paid on 

the amount of hotel reservation transactions, which accrues to the OTC, described 

as facilitation fee, service fee, commission, markup, or difference between the 

“retail” and “wholesale” rates.  

Illinois, South Carolina and the District of Columbia are the states in which, according 

to the data extracted from Tax Foundation’s 2012 article, OTC services are taxable. 

Looking at the updated 2016 article, a couple of changes can be noticed. The states in 

which OTCs are taxed, are South Carolina, District of Columbia, Georgia, Illinois, Texas, 

and Wyoming. 

 

 

 

The excerpt above is related to the lodging landscape within the US, so it’s importance is 

not closely related to the online travel business offering tours to Myanmar. 

 

https://taxfoundation.org/taxation-online-travel-services-lawsuits-generally-not-succeeding-effort-expand-hotel-taxes/
https://taxfoundation.org/taxation-online-travel-services-lawsuits-generally-not-succeeding-effort-expand-hotel-taxes/
https://taxfoundation.org/litigation-ongoing-against-online-travel-companies-hotel-occupancy-taxes/
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On the other hand, states in which deliberations on whether OTC should be taxed or not are 

still pending a decision, include New Hampshire, Arkansas, Colorado, Indiana, Kentucky, 

Maryland, Mississippi, and New York.  

Another source with useful information can be browsed within these guidelines, which 

provide valuable insights into U.S.’ taxation principles. 

Lastly, Travel Tech’s brief article, also explains that most states in the US do not impose 

sales tax on services (travel services). Generally, the courts in 23 states agree that OTA 

should be placed outside the scope of occupancy taxes. 

Based on the researched and gathered information, a couple of sources were identified 

which hold valuable information as to who, how much and whether an entity is pertinent to 

taxation or not. 

According to Best Wyoming – a Registered Agent, in one of their articles they explain that 

a Non-US Resident’s LLC with an address in Wyoming, which is operating as an online 

business (here is where the online travel agency business also belongs), will only be taxed 

in the US on income from US sources, meaning that income from other countries will 

not be taxed by the US. 

An article published by My USA Corporation, an entrepreneurial knowledge provider, 

details that LLCs in the US, owned by Non-US persons owe the US no tax, except for the 

annual registration fee in the state the LLC is registered (which amounts to $50 in the 

state of Wyoming)  

One more, a consultation with a professional consultant is highly advised to avoid any 

misconceptions, but based on the data researched, Wyoming is one of the few US states 

which neither have a corporate income tax, nor a personal income tax, which makes the 

state one of the most tax-friendly states in the country. 

ASSOCIATIONS FOR TOURISM/TRAVELING AGENCIES 

These are some of the associations in Myanmar which can be a beneficial source of 

knowledge and networking opportunities in the T&T landscape: 

 Union of Myanmar Travel Association (UMTA) – currently has 1,000 members, it 

was formed in 2002 and represents the main association for uniting the private 

https://www.myusacorporation.eu/taxes.html#bm13
https://www.traveltech.org/travel-taxes
https://www.bestwyomingregisteredagent.com/wyoming-taxes/
https://www.myusacorporation.eu/taxes.html
https://wyomingllcattorney.com/Form-a-Wyoming-LLC/Annual-Fees-and-Requirements
https://www.umtanet.org/
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sector and travel agencies, tour operators, and travel-related businesses in the 

promotion of Myanmar as a travel destination. 

 The Tourism Sector Working Group (TSWG) - is one of an array of working 

groups established in 2013 to help outline sectoral development strategies, 

prioritize initiatives and improve coordination between the Union Government and 

its development partners. The TSWG meets every six months to discuss challenges, 

future projects, and forms of cooperation, with a view to promoting efficiencies by 

preventing or minimizing overlaps between different government bodies’ and other 

organizations’ activities. 

 Myanmar Tourism Federation (MTF) - is a federation of 11 tourism-related 

business associations. The Federation aims to make the government aware of 

tourism-related issues in the private sector and help improve communication and 

coordination between the government and the private sector in tackling these 

problems. 

The Myanmar Tourism Federation’s membership comprises 11 business 

associations, including those for hotels, restaurants, tourist guides, tourism 

transport, and domestic pilgrimage and tour operators. 

 Myanmar Tourism Marketing (MTM) - is a non-profit organization created in 

2,000, and acts as the marketing arm of the Myanmar Tourism Federation (MTF). It 

has about 150 members, 80 of which are tour operators, with the remainder being 

airlines, hotels, restaurants, and cruise lines. Some of their main functions include 

the promotion of Myanmar, participation in various national and international 

tourism events, forums and fairs, the publication of news bulletins and so on. 

  Biodiversity and Nature Conservation Association (BANCA) BirdLife Myanmar - 

the NGO (non-governmental organization) is a non-profit, non-political and 

nonreligious environmental organization. It’s been active since 2002 and its 

backbone is made of competent ornithologists along with botanists, foresters, 

zoologists, social scientists, geologists, environmental scientists, marine biologists 

and herpetologists among others. 

http://myanmartourismfederation.org/
http://www.tourismmyanmar.org/
https://www.banca-env.org/
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 The International Centre for Integrated Mountain Development (ICIMOD) – 

located in Nepal is a regional intergovernmental learning and knowledge sharing 

center and brings together a partnership of its regional member countries, partner 

institutions, and donors to secure a better future for the people and environment of 

the extended Himalayan region. 

The following chapter will present some of the regulations and policies which are 

governing the T&T industry in Myanmar, as well as tax information in regards to travel 

agencies. 

MYANMAR TOURISM PROMOTION ACTIVITIES 

Myanmar uses a plethora of channels and approaches in its tourism promotion. In the 

spaces below some of them are presented. 

1. Promotions through NGOs: Myanmar Tourism Marketing is the non-

governmental, non-political and non-profit organization, whose objectives are to 

bring together all Myanmar based companies and individuals actively involved 

with tourism and who sincerely want to market and promote Myanmar as a 

destination so as to develop Myanmar Tourism Industry. 

2. YouTube promotional videos: Channel Names: myanmartravel, Luxury Travel, 

WIR Group and so on. 

3. Signing Memorandums with foreign T&T industry-related associations and 

societies: On July 2019, Myanmar’s tourism leaders signed a Memorandum of 

Understanding with ASTA (The American Society of Travel Agents). 

4. Being present on forums, and engaging in online conversations: Myanmar’s 

tourism representatives are present in Trip Advisor’s forum discussions, offering 

answers to persons showing interest in Myanmar (from a tourism perspective). 

5. VISA exemptions: Although the VISA exemptions are eligible only for some 

ASEAN counties and not for the majority of countries around the world, the 

exemptions are still a useful tool to attract visitors and travelers from other 

countries in the region.  

6. Attending international Trade Shows, Events, Fairs and Forums: 

http://www.icimod.org/
https://www.youtube.com/channel/UCzKIUFEkSj-ov261O8Ihquw
https://www.youtube.com/watch?v=zBbegLM-cU0
https://www.youtube.com/watch?v=u8UR8jAqnYU
https://www.ttrweekly.com/site/2019/07/myanmar-targets-us-travel-market/
https://www.ttrweekly.com/site/2019/07/myanmar-targets-us-travel-market/
https://www.tripadvisor.com/ShowForum-g294190-i9408-Myanmar.html
https://en.wikipedia.org/wiki/Visa_policy_of_Myanmar
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 Fitur 2020 – it’s a tourism trade fair in Madrid, which attracts decision-makers 

in the tourism industry, more specifically travel agencies and tourism 

associations. 

 ATF 2020 – represents the ASEAN Tourist Forum, which is a cooperative 

regional effort to promote the ASEAN as one tourist destination. The annual 

event consists of all tourism sectors of the 10 member states of ASEAN. 

7. Appearances on pop-culture mediums (movie scenes, songs, video games, TV, 

etc.) Myanmar has been used for shooting various movie scenes throughout the 

years. 

8. Promotion through various online travel guides and/or recommended 

destinations: 

 19 reasons why Myanmar must be visited! 

 Myanmar – Know Before You Go 

9. Creating promotional campaigns via collaborations with marketing firms: TV 

commercials and branding booklets, created with the help of the Irish marketing 

firm ImageDiplomacy. 

10. Various festivals reflecting Myanmar’s traditions and culture which can 

attract international travelers and visitors: A list of some of the “must-see” 

festivals are listed on Travel Triangle’s blog. 

 

 

 

 

 

 

 

 

https://seguro.ifema.es/waCatalogoMovil/waCatalogoWeb/index.html?idioma=en&feria=FT19#LEMPRESAS&p=1&t=TODO&PaisId=MMR
http://www.atfbrunei2020.com/atf/
https://en.wikipedia.org/wiki/List_of_films_set_in_Myanmar
https://www.saltinourhair.com/myanmar/visit-myanmar/
https://indianajo.com/myanmar-travel-guide.html
https://skift.com/2013/07/19/myanmars-first-ever-nation-branding-campaign-launches/
https://skift.com/2013/07/19/myanmars-first-ever-nation-branding-campaign-launches/
http://www.imagediplomacy.com/
https://traveltriangle.com/blog/myanmar-festivals/
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COMPETITION ANALYSIS 

The competitor analysis is presented in a Google Spreadsheet, titled “Myanmar Travel 

Agencies”. The spreadsheet contains two separate tabs, where the first tab is detailing 10 

general travel agencies in Myanmar and 5 additional US travel agencies providing 

trips and tours to Myanmar. In the second tab, a total of 17 online travel agencies 

offering travel and trips within Myanmar, can also be found. 

Myanmar General Travel Agencies 

The travel agencies in Myanmar offer various types of tours (daily tours, package tours, 

individual tours etc.) which can include activities such as hot air ballooning and river 

cruising. Some of these agencies’ website have broken links and outdated blogs, which can 

tarnish their reputation as prime Myanmar tour and travel operators. The majority of 

Myanmar’s general travel agencies accept either credit cards or payments through 

TripAdvisor platform, as valid form of payment. 

US General Travel Agencies 

These US travel agencies’ Myanmar travel package usually includes flight and hotel 

booking, as well as vehicle rentals and cruises. Some agencies have set up an additional 

webstore, where travelers could purchase items and equipment they could potentially 

need/use during their Myanmar travels. These travel agencies are not providing travel 

insurance in general. All of the US travel agencies are heavily invested and present on 

online social media. 

Myanmar-specific Travel Agencies 

A total of 17 online travel agencies in Myanmar were identified, focused on traveling tours 

and trips within Myanmar’s borders. These online traveling agencies were identified using 

the following sources:  

 1st Google Search – used keywords “Myanmar exclusive travel tours”. 

 2nd Google Search – with the keywords “Myanmar tour operators”. 

 3rd Google Search – “Exclusive trips to Myanmar travel agencies”. 

These are the main general conclusions from the competitor table: 

https://docs.google.com/spreadsheets/d/1kyW9EBOuGlUlVuHy2MWaYryNc7_Dbe0c8uiNTItw7zY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1kyW9EBOuGlUlVuHy2MWaYryNc7_Dbe0c8uiNTItw7zY/edit?usp=sharing
https://www.google.com/search?safe=active&rlz=1C1CHBF_enMK831MK831&tbm=lcl&sxsrf=ACYBGNTFbdP_t53gKz550mrrE9EetXo40g%3A1568356791575&ei=tzl7XbLtIs_h6QT105iICw&q=myanmar+exclusive+travel+tours&oq=myanmar+exclusive+travel+tours&gs_l=psy-ab.12...0.0.0.17884.0.0.0.0.0.0.0.0..0.0....0...1c..64.psy-ab..0.0.0....0.nwISd7MGRDg
https://www.google.com/search?q=MYANMAR+TOUR+OPERATORs&rlz=1C1CHBF_enMK831MK831&oq=MYANMAR+TOUR+OPERATORs&aqs=chrome..69i57j0l2j69i60l3.1119j0j7&sourceid=chrome&ie=UTF-8
https://www.google.com/search?safe=active&rlz=1C1CHBF_enMK831MK831&sxsrf=ACYBGNTy2zFxlCmxq0eIR7MiA8xO56YJkQ%3A1568206021688&ei=xex4XcTaKaHCmwWBxIiACg&q=exclusive+trips+to+myanmar+travel+agencies&oq=exclusive+trips+to+myanmar+travel+agencies&gs_l=psy-ab.3...806909.824186..824431...12.2..0.185.5907.0j44......0....1..gws-wiz.......0i71j35i39j0j0i67j0i20i263j0i10j0i22i30j0i22i10i30j33i22i29i30j33i160j33i21j33i10.f8-BjgA5fN8&ved=0ahUKEwiE0e3W5sjkAhUh4aYKHQEiAqAQ4dUDCAs&uact=5
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1. The vast majority of competitors besides the basic packaged travel arrangement 

(ticket purchase – transport to the destination – activities included in the travel 

arrangement), they also offer various vehicle rentals, as well as hotel, flight, and 

freight bookings.  

2. The travel agencies sometimes include unique activities such as diving, 

mountaineering, elephant watching, and hot air balloon trips, among others. 

3. All of the travel agencies providing trips and tours specifically within Myanmar are 

located in Yangon, Myanmar. 

4. Some of the negative remarks shared among the competitors is their weaker 

presence on online social media, where a lot of potential clients could be amassed.  

5. Another remark is the fact that almost no travel agency provides travel insurance. 

6. Half of the analyzed competitors accept credit cards as a valid method of payment. 

7. The social media platforms where almost all of the competitors have at least some 

amount of presence, are Facebook and Twitter.  

8. Most of the promotional content published on the social media platforms included 

images of travelers during their trip, shots of historic and cultural places, as well as 

captivating photos of various sceneries seen through the trips the agencies provide.  

9. Almost all of the observed online travel agencies’ websites had reserved spots for 

customer reviews, travel tips, places to visit, and “do and do not’s” while in 

Myanmar. 

10. Only a couple of online travel agencies in Myanmar do not have an active 

membership in the Union of Myanmar Travel Association (UMTA), which is one 

of the “go to” associations for businesses interested in travel and tourism in 

Myanmar. 

ONLINE TRAVEL AGENCY TRENDS 

During the research and analysis of the online travel agencies, a variety of trends were 

unearthed, which could have lasting effects on the business in the online travel landscape.  

Here are 10 trends in the online travel agency environment: 
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1. MDG Advertising alludes that 83% of Millennials said they would let travel brands 

track their digital patterns if this would provide them with a more personalized 

experience. 

In addition, 85% of respondents of all ages thought that customized itineraries 

were much more desirable than general, mass-market offerings.  

2. Today, 60% of leisure and 41% of business travelers are making travel 

arrangements via the Internet, according to research from Smart Insights. 

3. Mobile’s share of total digital ad spending in the travel industry (49% vs 51% for 

desktop ads) is creeping ever higher and in the future will represent a majority of 

the industry’s ad spending, according to online travel agency trends posted by 

Adobe.  

4. 95% of consumers read online reviews before booking, according to Tnooz. 

5. WeTravel – a company in the leisure and travel sector, in an article writes that 18% 

of the travel brands they analyzed make use of a Progressive Web App (PWA).  

For those that didn’t have one, 28% of them planned to invest in building one in 

2018. 

6. WeTravel also informs that although travel agencies need to be careful not to 

overuse Artificial Intelligence (AI), for example, chatbots, studies have shown 

that travelers are more open to interacting with the technology now.  

7. TechRadar reports that 80% of travelers using Booking.com do so on a self-serve 

basis. So travelers want to be in charge of making their booking, but the travel 

company needs to maintain a level of personalization too. 

8. Regiondo – another company in the leisure and traveling industry, in an article 

writes that according to KPS, more than 91% of travel agent customers would use 

a self-service knowledge base, provided it met their needs. And self-service is 

not all about bookings. The data shows people want to manage their trip after 

they’ve made a booking without contacting customer support. This makes self-

service a streamlined way to improve customer satisfaction rather than just a way to 

boost online sales. 

https://www.mdgadvertising.com/marketing-insights/7-travel-marketing-trends-worth-exploring-in-2017/
https://www.smartinsights.com/digital-marketing-platforms/big-data-digital-marketing-platforms/digital-trends-transforming-travel-industry/
https://www.adobe.com/insights/digital-trends-in-travel-and-hospitality.html
https://www.rezdy.com/resource/travel-statistics-for-tour-operators/
https://www.wetravel.com/stories/online-mobile-travel-trends/
https://www.wetravel.com/stories/online-mobile-travel-trends/
https://pro.regiondo.com/travel-industry-trends/
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9. Virtual reality (VR) and augmented reality (AR) are two of the most promising 

digital trends in the tourism sphere. These technologies allow customers to travel to 

different places without going anywhere. 

With VR and AR tours, hotels and tour operators can showrooms, bars, restaurants, 

halls, and other interesting places. 

10. Travel Apps can mean a better experience, and travel brands with the best apps 

stand to benefit. Among travelers, speed and increased functionality were the most 

popular reasons to favor apps, as well as the ability to receive useful updates. 

People value updates on trip status, price alerts, and discounts, as well as reminders 

of bookings in progress. 

11. Blockchain could become a self-fulfilling prophecy with spin-off effects tackling 

some of the bigger friction points in travel. Distribution is a big one. Hoteliers and 

airlines often gripe about their overdependence on trusted third parties. Hotels hate 

working with intermediaries because of commissions and limited access to 

customer data, while airlines dislike them mostly because rigid distribution systems 

of yesteryear no longer work in today’s e-commerce reality. 

COMPETITON WEBSITE INSIGHTS 

Here are the recommendations for the online travel agency website, based upon the 

deductions from analyzing the websites of the 17 competitors, provided in in the 

competition spreadsheet. 

Recommendations: 

In general, a website which has a clean and not-over saturated website with images, 

information and videos has better chances of keeping the visitors’ attention and interest. 

Most of the competitors’ website backgrounds are colored white. The website should 

incorporate one-or-two colored website background which will make reading through the 

website’s content smooth and seamless. The central part of the website could either have 

an album of pictures taken from any of the trips the agency provides, or snapshots of the 

offers for the trips, as they should be the main eye-catcher for the website’s visitors. 

Looping video backgrounds with clips from travel experiences, and attractions may be 

another feasible solution for the central piece of the website, however it may prove to be 
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distracting/annoying to some visitors, and/or their device might not be optimized to 

seamlessly and smoothly run the website with the video in the first place. Therefore a 

separate section with clips and videos should be available, in the case the visitor has a 

desire to browse them.    

Furthermore, the website should also have a chatbot service, which can provide answers to 

some of the inquiries visitors could potentially make. Another useful feature would be 

adding a tour searching tool, which can help visitors to search through the available 

destinations the agency provides, select from the type of trip they wish to embark upon 

(classis, beaches, biking, adventure, photography etc.) and find a tour within a specific 

budget ranges. The website should also make their partners (organizations, flight 

companies, hotels etc.) visible, as they should instill confidence in the travel agency’s 

legitimacy and professionalism. Links to the agency’s social media (on the top or bottom 

section of the website) is also desired, as the visitors should have the option to easily and 

seamlessly connect with the agency, and establish a more direct communication channel. 

The visitors are usually very knowledge-hungry and detail-specific when choosing their 

travel tours, therefore according and relevant information should accompany every type of 

offer the agency would provide. The information regarding the tours should be specific and 

straight to the point, since these are the paragraphs which will ultimately influence the 

visitors’ decision on whether to take up the agency’s offer or not. Information of the 

duration of the trip, cost of the trip, places where the visitors would sleep, visit, activities 

which are included, as well as things which are not included, are some of the types of 

information which should be available. The more poetic and adjective-based information 

describing the sensations, experiences, feelings and amusement the trips to Myanmar can 

provide, should be presented in a separate section – whether it’s the blog section, 

testimonials, trivia department, newsletters or any other place. 

Based on the analysis of the other competing websites, the middle part of the website 

should display the most sought after tours with images and brief descriptions, which are 

linked to detailed insights about that specific type of trip. 

More than just images and stories from the tourist destinations the agency would provide, a 

map or any other visualization tool could be useful for visitors to the website, since there is 

a high chance the visitors would conduct their own research on the places, spots, areas and 
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destinations they wish to visit, and if the agency meets them halfway with their own tool 

aiding their research, that could mean more satisfied visitors and eventually more deals 

struck. Another important feature which would instill relatability to the visitors, is the 

client/customer testimonials. Sounding as truthful as possible, the visitors would recognize 

the quality of service and logistics the agency can provide, and would incentivize the 

visitors to choose this online travel agency over others  

In order to attract more customers, some agencies have included various incentive 

programs, providing exclusive gifts, activities and experiences (river cruises, ballooning 

etc.) as a reward for the visitors’ (at this point the recurring customer) loyalty.  

As per standard, the website should have an “About Us” and a “Contact Us” pages, which 

should present the people behind the website/agency to the visitors, provide relatable and 

meaningful information about them, as well as showcase the ways the visitors on the 

website could open a communication channel. 

Moreover, some of the contact information, such as email and phone number, could also be 

placed at the very top of the website as well as at the bottom of the website. This enables 

seamless access to contact information and the very beginning and end of the website. 

A well informative pieces of data, which can aid people willing to visit Myanmar, is 

information regarding hotels and lodgings. The website should offer some information on 

nearby places travelers could stay (usually based on the city or other larger area where the 

travelers would visit in Myanmar). Although the website’s visitors would most likely 

conduct their own lodging research, 

Another useful addition to the website would be an FAQ page, where some of the more 

commonly asked questions and dilemmas could be answered, thus improving the visitors’ 

satisfaction with the knowledge provided by the travel agency’s website. 

A couple of tools which would provide benefits to the online travel agency’s website, 

would be a custom tour tool, and a travel insurance quotation tool (most likely provided by 

a travel insurance company/partner or affiliate). The custom tour tool provides freedom for 

the visitor to search tours according to their personal preferences, which could drive more 

visitors on the website and keep them engaged. The travel insurance quote tool on the other 

hand, is another source of useful information which will definitively benefit visitors which 

are looking for travel insurance for their trip to Myanmar. 
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Providing insights into upcoming or planned/soon to come tours, attributes to increasing 

excitement and anticipation for some tours, which is likely to spark interest in some 

visitors.  

GOOGLE TRENDS – KEYWORD ANALYSIS 

Google Trends is a valuable tool for uncovering Google Search’s trends for specific 

keywords. In order to learn a bit about some of the keywords potentially used by people 

willing to travel to Myanmar, a Google Spreadsheet was created (tab no.3), with 20 

combinations of keywords containing general keywords which are most likely used when 

inquiring about trips to Myanmar.  

The results from these keywords suggest that the highest interest by region, in regards to 

English speaking countries (with predominantly English speakers), is from the US, the UK 

and Australia. 

17 from the 20 analyzed keywords, included “Myanmar (Burma)” as a related topic to the 

keywords that were already researched. 

The interest over time is growing for the following keywords: 

 Myanmar Trips 

 Yangon Travel 

 Myanmar Cities 

 Inle Lake Myanmar 

 Myanmar Beaches and so on. 

Decreasing interest over time was observed for the following keywords: 

 Myanmar Vacation 

 Myanmar Airport 

 Temples of Bagan 

 Myanmar Balloon etc. 

https://trends.google.com/trends/?geo=US
https://docs.google.com/spreadsheets/d/1kyW9EBOuGlUlVuHy2MWaYryNc7_Dbe0c8uiNTItw7zY/edit#gid=1345253818
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When looking into the results from the Google Trends analysis of the keyword “Myanmar” 

for the regions of the US, the UK and Australia, “Myanmar (Burma)” and “Burmese 

Language” were the two related topics shared between all three regions. 

The highest interest in related queries for the keyword “Myanmar” in the UK was “Burma 

Myanmar”, “Myanmar map” for the US, and “Myanmar time” for Australia. 

 


