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1EXECUTIVE SUMMARY

EXECUTIVE SUMMARY

The goal of the Mauritius Cultural Tourism Strategy is to 
set the sector on the course of strategic development 
by addressing constraints in a comprehensive man-
ner and defining concrete opportunities that can be re-
alized through the specific steps detailed in its Plan of 
Action ( PoA ). The Strategy is an integral part of the NES 
of Mauritius.

In 2015, international tourism marked an impressive six 
consecutive years of growth in terms of tourist arrivals, 
with a record total of 1,186 million tourists travelling the 
world according to the United Nations World Tourism 
Organization ( UNWTO ), representing an increase of 4.6 % 
compared to 2014. Growing faster than world trade over 
the past years, this vibrant industry accounted for 7 % of 
the world’s exports in goods and services in 2015 mak-
ing international tourism a major category of international 
trade in services. Through international visitors’ expendi-
ture on accommodation, food and drink, entertainment, 
shopping and other services and goods in the destina-
tions, this vibrant industry is generated about US $ 1.5 
trillion globally. Prospects for the coming years remain 
positive, with international tourist arrivals expected to 
grow by an average of 3.3 % a year over the period 2010  
to 2030.

If the role of the in mass tourism, and more particularly 
the sun, sand and sea ( 3S ) segment, is still largely domi-
nant, recent changes of tourism trends have indicated that 
visitors are increasingly involved in cultural activities. The 
role of cultural tourism, representing movements of peo-
ple motivated by cultural intents, has indeed rapidly and 
constantly grown over the past decades to become a ma-
jor segment in most tourism destinations, accounting for 
about 40 % of international tourism flows ( UNWTO ). This 
rapid expansion of the sector has stimulated the develop-
ment of many cultural attractions and dedicated market-
ing strategies around the world. In this context, it is crucial 
for Mauritius to build on its comparative advantage and 
to develop and promote the uniqueness of its cultural 
tourism offering.

In Mauritius, tourism is a highly mature services sector 
and has been an important pillar of the economy since 
the 1980s. It leads by far the financial services sector and 
the ICT / BPO sectors in terms of the net contribution to 
services trade and foreign exchange receipts. The future 
orientation for this sector is now to be geared towards 
diversification of tourism offerings, including the cultural 
tourism component.

Benefitting from a solid support infrastructure, robust 
existing tourism offerings, and, most importantly, a rich 
multicultural heritage and diversified cultural attractions, 
there is a strong business case for developing the cultural 
tourism sector in Mauritius. If tourist offerings have already 
been developed in Mauritius, especially with a proven ex-
perience in bundling cultural attractions with existing of-
ferings, the sector however remains in the shadow of the 
traditional sun-sea-sand mass tourism segment. In other 
words, if international visitors might get an insight into the 
Mauritian culture, the latter is clearly not yet a driver of the 
local tourism activity.

Against this backdrop, the first step towards a more vi-
brant cultural tourism sector in Mauritius is to rehabilitate 
the country’s cultural assets and support infrastructure. 
The Strategy consequently aims, initially, at improving the 
maintenance of cultural tourism sites and attractions, sup-
ported by the formulation of adequate policy instruments 
that will guide the development of the cultural tourism 
sector. Emphasis will also be put on improving the infra-
structure related to the sector, including transportation 
and connectivity between cultural sites and city centres.

In line with a rising demand for cultural attractions and 
given the fierce competition with other tourist destinations, 
the integration of cultural tourism within the main Mauritian 
tourism products will also play an essential role in this 
Strategy. Along these lines, developing robust product of-
ferings related to the cultural tourism sector will be encour-
aged and accompanied by measures aiming at building a 
better understanding of target markets. Efforts will also be 
made to achieve greater market penetration, in particular 
through the conduct of marketing campaigns promoting 
the Mauritian cultural tourism product and service offering.
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This Strategy was the result of extensive consultations 
with public and private sector stakeholders, leading to in-
valuable cooperation among sector operators. Key private 
sector stakeholders and leading institutions facilitated an 
exhaustive analysis of the sector. Market-led strategic ori-
entations, prioritized by stakeholders and embedded into 
a detailed implementation plan, provide a clear road map 

that can be leveraged to maximize value addition. In ad-
dition, the inclusive approach ensured that all stakehold-
ers were committed to the process. The Cultural Tourism 
Sector Strategy provides Mauritius with a detailed PoA to 
achieve growth in the sector within the next five-year pe-
riod. The Strategy is articulated around a unifying vision 
and three strategic objectives.

Photo: Victor Deleplancque (ITC)
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GLOBAL CONTEXT

INTERNATIONAL TOURISM 
OVERVIEW
In 2015, international tourism marked an impressive six 
consecutive years of growth in terms of tourist arrivals, 
with a record total of 1,186 million tourists travelling the 
world, compared with 892 million in 2009 ( UNWTO ). 
Arrivals grew by 4.6 % in 2015 compared to 2014, or an 
increase of 52 million tourists that travelled to an interna-
tional destination during the year. Prospects for 2016 re-
main positive, with international tourist arrivals expected 
to grow by 4 % worldwide based on the current trend and 
outlook, boosted by the lowest oil prices in more than a 
decade through lower transport costs. The World Tourism 
Organization further estimates that the number of interna-
tional tourist arrivals worldwide is expected to increase by 
an average of 3.3 % a year over the period 2010 to 2030.

International tourism is a major category of international 
trade in services, accounting for 7 % of the world’s exports 
in goods and services in 2015, up from 6 % in 2014, as the 
industry has grown faster than world trade over the past 
years ( UNWTO ). Through international visitors’ expendi-
ture on accommodation, food and drink, entertainment, 
shopping and other goods and services in the destina-
tions, the tourism industry generated US $ 1,260 billion in 
2015 globally. In addition, the sector generated US $ 211 
billion in exports through international passenger trans-
port services rendered to non-residents in 2015, bringing 
the total revenue in export earnings up to US $ 1.5 trillion.

China leads by far global outbound travel with travellers’ 
spending reaching US $ 292 billion in 2015 as the total 
number of Chinese travellers rose by 10 % to 128 million in 
2015. The United Kingdom supported by a strong British 
pound, led growth in outbound demand in Europe as UK 
residents’ visits abroad were up by 5 million to 64 million 
in 2015, with US $ 63 billion spent in tourism. Germany 
remained the third largest source market after China and 
the United States with a slight decrease in expenditure 
last year to US $ 78 billion while France also reported a 
decline to reach US $ 38 billion.

ROLE OF CULTURAL 
TOURISM IN 
INTERNATIONAL TOURISM

DEFINING CULTURAL TOURISM

When taking into consideration the definition of the term 
cultural tourism we will be using the relatively straightfor-
ward, but rather narrow, approach of the UNWTO :

Movements of persons for essentially cultural motiva-
tions such as study tours, performing arts and cultural 
tours, travel to festivals and other cultural events, visits 
to sites and monuments.

From this definition, it is important to stress the fact cul-
tural motivations can either be the sole intention, or can 
be combined with conventional or alternative tourism ( see 
Figure 1 ). Cultural tourism is also about immersion in and 
enjoyment of the lifestyle of the local people and traditions 
and what constitutes its identity and character1.

The cultural tourism sector emerged on the international 
scene with the progressive fragmentation of mass tour-
ism into a variety of niches in the 1980s, of which cultural 
tourism became one of the most important. The central 
premise is that tourism and cultural resources can have 
a mutually beneficial relationship, as highlighted by the 
emergence of a hybrid model combining two, previously 
distinct, conceptions of culture and tourism whereby cul-
tural resources was considered as an educational and 
identity building tool while tourism, on the other hand, was 
largely viewed as a leisure based activity. The hybrid cul-
tural tourism model was born, aiming at mainstreaming 
cultural resources in a country’s tourism product and “cul-
tural tourism” became viewed as a major source of eco-
nomic development for many destinations ( OECD, 2009 ).

1. UNWTO ( 2004 ). Seminar on cultural tourism and poverty 
alleviation. Seminar organized by the World Tourism Organization 
and held 8th June 2004, Siem Reap, Cambodia
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Figure 1 : The role and place of cultural tourism within alternative tourism

Tourism

Nature Tourism or Ecotourism

Mass Tourism
( conventional, 

standards, large scale 
tourism)

Alternative Tourism

Cultural Educational Scientific Adventure
Agri-tourism
(rural, farm, 

ranon)

Source : Based on the Janos Csapo ( 2012 )

As a result, culture has been increasingly employed as an 
aspect of the tourism product and tourism has been inte-
grated into cultural development strategies as a means 
of supporting cultural heritage and cultural production 
( OECD, 2009 ). From the late 1980s onwards, cultural 
tourism progressively became a major segment in most 
tourism destinations and is now estimated to account 
for about 40 % of international tourism flows, represent-
ing approximately 400 million of cultural trips, according  
to UNWTO.

TYPES OF CULTURAL TOURISM

Cultural tourism has been identified as one of the most 
important areas of global tourism demand, creating a 
need for information on the characteristics, behaviour 
and motivations of cultural tourists ( ATLAS Research 
Group ). In The Role and Importance of Cultural Tourism 
in Modern Tourism Industry ( 2012 ), Janos Csapo iden-
tifies different types of cultural tourism from a thematic 
perspective, bringing an interesting angle to the concept 
of cultural tourism and suggesting a wide range of activi-
ties, including:

 � Heritage tourism, involving material ( e.g. architectural 
sites ) and non-material ( e.g. literature ) tourism prod-
ucts as well as cultural heritage sites

 � Cultural thematic routes, including a wide range of 
themes such as artistic, gastronomic, etc.

 � Cultural city tourism, cultural tours
 � Traditions, ethnic tourism 
 � Event and festival tourism such as music festivals or 

fine arts events
 � Religious tourism and pilgrimage routes, with or without 

religious motivation, and
 � Creative culture, creative tourism, covering cultural and 

artistic activities as well as cultural industries such as 
craft, cinema, etc.

SUPPLY SIDE DRIVERS OF CULTURAL 
TOURISM

Cultural tourism is also seen as a desirable market by 
many countries and regions because it is seen as a high 
volume market comprising generally high spending, high-
ly educated individuals who stimulate cultural activity in 
the destination ( Richards, 2014 ). The OECD report on 
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The Impact of Culture on Tourism ( 2009 ) suggested that 
the main supply side drivers for developing culture and 
tourism policies are :

 � Enhancing and preserving heritage
 � Economic development and employment
 � Physical and economic regeneration
 � Strengthening and/or diversifying tourism
 � Retaining population
 � Developing cultural understanding.

Furthermore, as advocated by the Ngorongoro Declara-
tion ( box 3 ), it is important to stress the fact that develop-
ing cultural tourism could also be a driver of sustainable 
development, notably in Africa, through preserving and 
promoting cultures, empowering communities and im-
proving of their participation in decision making and ben-
efit sharing. 

The growth of cultural tourism demand has stimulated 
the development of many new cultural attractions and 
dedicated marketing strategies, as different countries 
and regions compete for a share of this lucrative mar-
ket ( Richards, 2014 ). Against this backdrop, and in order 
to develop the Cultural Tourism segment, it is crucial for 
countries interested in developing this particular segment 
to build on their comparative advantage and to develop 
uniqueness in an increasingly globalized world.

Box 1 : The Ngorongoro Declaration2 

Experts from nearly 40 countries, including 12 outside the Africa region, gathered in Arusha 
( Tanzania ) for the international conference “Safeguarding African World Heritage as a Driver 
of Sustainable Development” co-organized by the UNESCO World Heritage Centre, the 
United Republic of Tanzania and the People’s Republic of China, from 31 May to 3 June 2016.

On the final day of the conference, participants adopted a declaration reaffirming the im-
portance of heritage for preserving and promoting culture, and as a driver of sustainable 
development. The Ngorongoro Declaration calls on African nations to develop and imple-
ment policies that promote heritage, prevent conflicts and restore peace and security, pro-
mote social cohesion and involve local communities, particularly women and youth. The text 
also appeals to international finance institutions, industry, the private sector, and multi and 
bilateral partners to undertake development projects with innovative solutions, and requests 
support from the World Heritage Committee, States Parties and civil society.

2. From UNESCO, World Heritage Center. Available from http ://www.unesco.org/culture/pdf/Ngorongoro-Declaration-en.pdf 

Photo: Miwok (CC0 1.0)

http://www.unesco.org/culture/pdf/Ngorongoro-Declaration-en.pdf
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VALUE CHAIN ANALYSIS  
AND SECTOR DIAGNOSTICS

CURRENT CONTEXT
Tourism is a highly mature services sector and has been 
an important pillar of the Mauritian economy since the 
1980s after the manufacturing and the agricultural sec-
tor. The sector as a whole continues to largely domi-
nate Mauritius’ exports of services with a share of 46 % 
in 2014, alone generating US $ 1,447 million of revenue 
that year ( Figure 3 ). Exports of travel services – tourism 

is considered as an export industry since foreign tour-
ists who travel abroad purchase goods and services 
with money from their home countries – have generally 
expanded rapidly in recent years in Mauritius, growing at 
a healthy compound annual growth rate ( CAGR ) of 3 % 
over the period 2010-2014, though the trend is erratic. 
Nevertheless, Mauritius has observed an upward trend in 
tourism receipts over the past decade, despite the weak-
ness of the global economic environment. 

Figure 2 : Travel services exported and international arrivals, Mauritius, 2005-2015

Source : ITC, UNCTAD, WTO trade in services database based on International Monetary Fund ( IMF )  
statistics and Statistics Mauritius ( 2016 )
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Figure 3 : The services sector in Mauritius, 2010 and 2014 ( US $ million )

Source : ITC, UNCTAD, WTO trade in services database based on International Monetary Fund statistics.

Tourist arrivals in Mauritius increased by 10.9 % in 2015 
compared to 2014 to 1,151,723. Generally, the total num-
ber of visitors has continuously progressed over the past 
decade, reporting an increase of 391,000 tourists that 
travelled to Mauritius between 2005 and 2015. If visitors 
still mainly originated from France, Réunion, the United 

Kingdom and South Africa, tourist arrivals have been pro-
gressively transitioning to the Eastern developing coun-
tries, particularly China and India, together accounting for 
14 % of international arrivals to Mauritius in 2014 compared 
to less than 5 % in 2005.

Table 1 : Tourist arrivals by country of residence, 2014 Figure 4 : Tourist arrivals by country of residence, 2014  
( % of international arrivals )

Country of residence Tourist arrivals Share ( % )

Total 1 151 723 -

France 254 362 22

Réunion 143 834 12

United Kingdom 129 796 11

South Africa 101 954 9

China 89 585 8

Germany 75 272 6

India 72 145 6

Switzerland 30 697 3

Italy 29 250 3

Australia 17 900 2

Source : Statistics Mauritius ( 2016 ).
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Figure 5 : Tourist arrivals by country of residence, 2005-2014

Source : Statistics Mauritius ( 2016 ).

At a macroeconomic level, and according to the World 
Travel & Tourism Council ( WTTC ), the travel and tourism 
sector contributed to 11.6 % of total GDP of Mauritius in 
2015, or MUR 47.2 billion, and is forecast to rise by 2.3 % 
in 2016. This primarily reflects the economic activity gen-
erated by industries such as hotels, travel agents, pas-
senger transportation services as well as the activities of 
the restaurant and leisure industries directly supported. 

In addition to being a major driver of the economy, tour-
ism contributes to job creation, tax revenues, and foreign 

exchange earnings. Taking into account indirect effects 
and induced contributions ( as indicated in Figure 6 be-
low ), WTTC estimated the total contribution of the sector 
at 25.6 % of GDP in 2015. Similarly, the total contribution of 
Travel & Tourism to employment, including jobs indirectly 
supported by the industry ( i.e. including wider effects from 
investment, the supply chain and induced income im-
pacts ), was 24.4 % of total employment, or 128,500 jobs, 
compared to 58,500 only taking into consideration the 
direct contribution of the sector.

Figure 6 : Direct and indirect contribution of Travel & Tourism to the economy, according to the WTTC research

Source : World Travel & Tourism Council ( WTTC ) 2016
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THERE IS A STRONG CASE FOR 
CULTURAL TOURISM IN MAURITIUS

If cultural attractions exist in Mauritius, there is currently 
no data available in the national statistics and surveys to 
assess the precise extent of progress made by the cultural 
tourism sector in the country. The sector-specific informa-
tion is currently diluted in the broader ‘tourism sector’. As 
suggested in the activity 2.2.4 of the PoA, more disaggre-
gated and sector specific information and data would be 
needed to obtain a comprehensive picture of the sector, 
measure its contribution to the economy with accuracy 
and help identify areas for improvement.

Despite the relatively recent development of cultural tour-
ism offerings in Mauritius, it is safe to state that the tour-
ism industry in Mauritius is still largely dominated by the 
traditional sea, sun and sand mass offerings. In order 
to remain competitive in a globalized market, though, 
the future orientation for the tourism industry must now 
be geared towards diversifying the offerings and widen-
ing the range of tourist activities, including cultural. As 
stressed by the Government in its 2016 / 2017 budget 
speech, the tourism sector must, building on its regained 
dynamism, “seize the opportunity to blaze new trails and 
sustain its long term development”. 

Along these lines, a strong business case exists for de-
veloping the cultural tourism sector in the country. Firstly, 
Mauritius benefits from a solid support infrastructure in-
cluding lodging facilities, restaurants, travel agencies, tour 
operator services, car rental agencies, etc. coupled with 
solid existing tourism offerings including the 3S and well-
ness sectors. Importantly, cultural tourism offerings have, 
to some extent, already been developed in Mauritius with 
a proven experience in bundling cultural attractions with 
existing and more traditional offerings. Finally, the rich 
history and multicultural heritage gives Mauritius a sense 
of uniqueness and a significant competitive advantage, 
including the local folklore and music, the local cuisine, 
the numerous religions represented in the country as well 
as cultural heritage sites, among others. It is to be not-
ed here that two Mauritian sites, namely Aapravasi Ghat 
in Port Louis and Le Morne Cultural Landscape, are in-
scribed on the UNESCO World Heritage List since 2006 
and 2008, respectively.

Despite the emergence of the sector, heritage sites and 
cultural attractions are currently being absorbed by the 
larger and more traditional tourism offering in the sense 
that if international visitors might experience, to some ex-
tent, the Mauritian culture and might as well as enjoy local 
cultural attractions as part of their trip, culture is not yet 
tourists’ main motivation to visiting Mauritius. A new focus 
on cultural tourism in Mauritius is therefore needed to, as 
mentioned in the Strategic Paper Tourism in Mauritius : A 
new spirit for a new mandate ( 2015 ), “insufflate in the tour-
ism sector a renewed sense of place”. 

VALUE CHAIN MAPPING

TRAVEL PLANNING

When it comes to the tourism industry, the first segment 
of the value chain has to do with the decision made by the 
tourists when planning their trip, or components of it, and 
purchasing their tourism products. Travel agents and tour 
operators are the main distribution intermediaries at this 
stage, keeping in mind that tourists can also book their 
trip components directly.

Commonly, travel agents act as the retail outlet for tour-
ism products ( transportation, lodging, and excursions ), 
and tour operators are wholesalers. Tour operators pur-
chase blocks of airline seats, hotel rooms, and excursion 
activities and bundle these segments in various package 
arrangements. The packaged product is then sold via a 
travel agent or directly ( Duke CGGC, 2011 ).

INTERNATIONAL TRANSPORT  
AND LOCAL DISTRIBUTION

The next stage is international transport. The most fre-
quently used international transport mode to reach 
Mauritius is by far international air carriers, cruise servic-
es only accounting for a mere 2 % of international tourist 
arrivals in 2015 ( Statistics Mauritius ). International distribu-
tion and transport are based in the outbound countries, 
but there are transport segments based in Mauritius and 
working directly with international companies, such as na-
tional tour operators responsible for the destination com-
ponents of a global tour operator’s package tour. 

While in Mauritius, tourists will engage in a number of 
events that include initial contact in country and local dis-
tribution, lodging, and excursions. 

LOCAL DISTRIBUTION

In Mauritius, national and local tour operators often meet 
tourists at the airport and accompany them to their desti-
nation activities. Initial contact with these destination man-
agement companies, also including local travel agents, 
is made at this stage. 

LODGING

Lodging options in Mauritius range across the luxury 
and small size scale, while also including country spe-
cific options such as Integrated Resort Scheme ( IRS ), 
Real Estate Scheme ( RES ) and Property Development 
Scheme ( PDS ). The vast majority of tourists who travel 
to Mauritius will opt to stay in the numerous hotels the 
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country has to offer. As at end of December 2015, the 
total room capacity of the 115 licensed hotels in Mauritius 
was 13,617 with 28,732 bed places ( Statistics Mauritius, 
2016 ). 

EXCURSIONS

Excursions, that is, activities representative of the 
Mauritius tourism offerings and the natural assets of the 
island, include the traditional 3S segment, wellness and 
water sports and activities but also cultural attractions 
such as heritage sites, handicraft, performing arts and 
local cuisine, among others. Many excursion activities 
are sold by the numerous excursions operators present 
on the island and executed by local guides – and boat 
operators depending on the activity – who take on the 
role of area experts.

As stressed in a research paper published by Duke 
University and entitled The Tourism Global Value Chain 
( 2011 ), most segments of the tourism value chain are 
characterized by a diverse array of organizational, own-
ership, and operational business structures whereby large 
corporations coexist with small and medium enterprises 
and microbusinesses. 

SPILL-OVER EFFECTS

The multiple linkages of the tourism sector with other sec-
tors have implications of ‘collective scaling up’ if these 
linkages are properly capitalized on. The industry as 
whole has multiple linkages such as handicrafts, agro-
industry ( agro / eco-tourism ), transportation sectors, tex-
tiles and clothing, among others. If properly leveraged, 
all sectors can benefit from a strengthened cultural tour-
ism sector. 

Photo: Miwok (CC0 1.0)
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Figure 7 : Mauritius cultural tourism value chain
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INSTITUTIONAL 
FRAMEWORK AND 
DEVELOPMENT SUPPORT

INSTITUTIONAL FRAMEWORK

The tourism sector in Mauritius is governed by the Ministry 
of Tourism and External Communications ( MOTEC ). The 
functions of the Ministry are shared by two parastatals, 
namely :

 � The Mauritius Tourism Promotion Authority ( MTPA ) 
has the objective to promote Mauritius abroad as a 
tourist destination, provide information to tourists on fa-
cilities, infrastructures and services, conduct research 
into market trends and market opportunities and dis-
seminate such information and advise the Minister on 
all matters relating to the promotion of tourism, and ;

 � The Tourism Authority ( TA ), responsible for the issue of 
licences for the carrying out of various activities in the 
Tourism Sector as well as for their regulation.

Other key institutions involved with the cultural tourism 
sector in Mauritius include :

 � The Ministry of Arts and Culture ( MAC ), whose mis-
sion is to foster a balanced and harmonious Mauritian 
Society through consolidation of existing pluralism, 
promotion of creativity and the celebration of cultural 
values.

 � The National Heritage Fund ( NHF ) established in 2003 
to safeguard, manage and promote the national herit-
age of Mauritius, preserve the national heritage sites 
and educate and sensitise the public on cultural val-
ues, national heritage

 � The Mauritius Museums Council ( MMC ), responsible 
for the management of the Public Museums Service 
under the aegis of the Ministry of Arts and Culture.

 � Le Morne Heritage Trust Fund ( LMHTF ), established in 
2004 to promote Le Morne as a national, regional and 
international memorial site, to preserve and promote 
the historical, cultural, environmental and ecological 
aspects of the site and to encourage support projects 
related to slavery and marronage.

 � The Aapravasi Ghat Trust Fund ( AGTF ), a body cor-
porate under the aegis of the Ministry of Arts and 
Culture, was created in 2001 to manage and promote 
the Aapravasi Ghat Site.

 � The Association des Hôteliers et Restaurateurs de l’Ile 
Maurice ( AHRIM ), formed in 1973 with the primary ob-
jective of representing and promoting the interest of 
hotels and restaurants in Mauritius.

 � The Association of Inbound Operators of Mauritius 
( AIOM ), founded in 1992 to represent the interests of 
professional inbound operators and car hire companies.

Other organizations including the Mauritius Society of 
Authors, the National Art Gallery and the Mauritius Film 
Development Corporation also play a vital role in the dy-
namism of the cultural life in Mauritius.

DEVELOPMENT POLICIES

Drafted in 2009, the expired Mauritius Sector Strategy 
Plan on Tourism ( 2009-2015 ) contained very few rec-
ommendations relating to the development of the cul-
tural tourism segment. Besides, the envisaged Cultural 
Heritage Development Programme for site marketing, 
historical preservation and urban regeneration has nev-
er been drafted. The Ministry of Tourism and External 
Communications has recently drafted a Strategic Paper 
entitled “Tourism in Mauritius : A new spirit for a new man-
date ( 2015 ) to drive the tourism sector”.

As suggested in Activity 1.3.1. of the PoA, the cultural tour-
ism sector in Mauritius would also benefit from the devel-
opment of a National Policy for Heritage that will constitute 
the guiding principles for managing heritage and cultural 
assets in the country.

The White Paper developed by MAC in 2013, entitled 
Creative Mauritius - Vision 2025, is also of particular inter-
est as it makes major recommendations for the Arts and 
Culture sector in the country, including provisions for the 
creation of a National Committee for Culture and Creative 
Industries to act an advisory body. Recommendations 
have also been formulated to promote arts and culture in 
Mauritius, encourage the development of cultural events 
and attractions and, importantly, develop synergies with 
other sectors, including cultural tourism.

Photo: Miwok (CC0 1.0)



14 MAURITIUS NATIONAL EXPORT STRATEGY – CULTURAL TOURISM SECTOR • 2017 – 2021
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Traditionally, the scope of trade strategies has been de-
fined in terms of market entry, such as market access, 
trade promotion and export development. This ignores 
several important factors in a country’s competitiveness. 
For an export strategy to be effective it must address a 
wider set of constraints, including any factor that limits 

the ability of firms to supply export goods and services, 
the quality of the business environment, and the develop-
ment impact of the country’s trade, which is important to 
its sustainability. This integrated approach is illustrated by 
the four gears framework schematic on the right.

Supply-side constraints

Supply-side issues impact production capacity and 
include challenges in areas such as availability of ap-
propriate skills and competencies, diversification ca-
pacity, technology and low value addition in the sector’s 
products.

Business environment constraints

Business environment constraints are those that influence 
transaction costs, such as regulatory environment, admin-
istrative procedures and documentation, infrastructure 
bottlenecks, certification costs, Internet access and cost 
of support services.

Market access constraints

Market entry constraints include issues such as market 
access, market development, market diversification and 
export promotion.

Social and environmental constraints

Social constraints include issues related to poverty reduc-
tion, gender equity, youth development, environmental 
sustainability and regional integration.

SUPPLY-SIDE CONSTRAINTS

Box 2 : Border-in gear issues

 � Several cultural sites require rehabilitation
 � Limited protection of the various heritage and cultural sites and artefacts
 � Restricted or non-harmonized opening hours of heritage/cultural sites
 � Lack of sustainable financial plans for the management of cultural sites 
 � Limited signage of cultural and heritage sites 
 � The tourist potential of Mahebourg and its surroundings has been fully realized yet
 � The development of heritage/cultural trails remains limited 
 � The range of cultural attractions and activities needs to be widened
 � Limited impact of tourism on local crafts 
 � The tourism sector as a whole, and the cultural tourism segment in particular, suffers from 

shortages of trained personnel.
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CAPACITY DEVELOPMENT

Several cultural sites require rehabilitation.

Despite an identified need, there is currently no prioritized 
list of cultural sites requiring rehabilitation in Mauritius. 
Financial resources are currently lacking to undertake the 
rehabilitation of the sites and sources of funding need to 
be identified. The possibility of a public-private campaign 
to rehabilitate Mauritian cultural sites will be explored and 
public-private-partnership and dialogue in the Cultural 
tourism sector spurred.

 � Severity : ● ● ● ● ●
 � Value chain segment : Cultural attractions
 � PoA reference : Activities 1.1.1. and 1.1.2.

Limited protection of the various heritage  
and cultural sites and artefacts.

There is a lack of effective protection of the nominated 
properties that could result in the deterioration of the vari-
ous sites. As envisaged by the Management plan of the 
Aapravasi Ghat Trust Fund, measures should be taken 
for conservation and enhancement of the buffer zones, 
i.e. an area surrounding the nominated property which 
has complementary legal and / or customary restrictions 
placed on its use and development to give an added layer 
of protection to the property. 

 � Severity : ● ● ● ● ●
 � Value chain segment : Cultural attractions
 � PoA reference : Activity 1.1.6.

Restricted or non-harmonized opening hours  
of heritage / cultural sites.

The opening hours of several heritage / cultural sites could 
be extended in line with improvements in transportation 
infrastructure and connectivity between cultural sites and 
Port Louis.

 � Severity : ● ● ● ○ ○
 � Value chain segment : Cultural attractions and support 

infrastructure
 � PoA reference : Activity 1.1.3.

Lack of sustainable financial plans  
for the management of cultural sites.

The absence revenue model for cultural sites in Mauritius 
negatively affects the sector and the quality of its offer-
ings. The majority of the management structures currently 
in place for various cultural assets have not adopted sus-
tainable financial strategies for their operations.

 � Severity : ● ● ● ● ●
 � Value chain segment : Cultural attractions
 � PoA reference : Activity 1.1.5.

Limited signage of cultural and heritage sites.

Very limited information on the existence and proximity 
of heritage sites and cultural activities is currently visible 
alongside the Mauritian roads. Signage of cultural sites 
could be further developed, in particular providing direc-
tion and distance to sites of interest with time tables for 
specific cultural attractions.

 � Severity : ● ● ● ○ ○
 � Value chain segment : Cultural attractions and support 

infrastructure
 � PoA reference : Activity 1.2.3.

CAPACITY DIVERSIFICATION

The tourist potential of Mahebourg and its 
surroundings has been fully realized yet.

The heritage sites, the waterfront, the Marine Protected 
Area, the islets and the proximity of the city to the airport 
are important assets for the development of tourism, and 
cultural tourism in particular, in Mahebourg. The integrat-
ed development of Mahebourg into a special attraction 
zone of Mauritius will be envisaged under this Strategy.

 � Severity : ● ● ● ○ ○
 � Value chain segment : Cultural attractions and support 

infrastructure
 � PoA reference : Activity 2.1.2.

The development of heritage / cultural trails 
remains limited.

The Ministry of tourism of Mauritius has recently identified 
94 heritage sites for the Port Louis Heritage Trail, a cul-
tural journey for discovering historical sites of the capital 
city and its surroundings. The implementation, includ-
ing the development of signage describing the history of 
places for a better cultural appropriation on the part of 
visitors, will be done through the National Heritage Fund. 
This heritage / cultural trails concept could be expanded 
to additional cultural places across Mauritius, including 
Mahebourg and Souillac. 

 � Severity : ● ● ● ○ ○
 � Value chain segment : Cultural attractions
 � PoA reference : Activities 2.1.3. and 2.1.8.
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The range of cultural attractions  
and activities needs to be widened. 

If numerous heritage sites and cultural attractions already 
exist in the country, the Mauritian cultural tourism sector 
would greatly benefit from the creation of new cultural 
flagship projects. The development of pilot national culi-
nary festivals as well as the establishment of homesteads 
and culture villages where tourists can visit, hear and learn 
about Mauritian culture has notably been envisaged. The 
local theatre scene such as the Mauritian theatres featur-
ing local history and local creative artists also need to be 
revitalized and promoted and their programs regularly 
updated into a calendar of cultural events. 

 � Severity : ● ● ● ○ ○
 � Value chain segment : Cultural attractions
 � PoA reference : Activities 2.1.6., 2.1.10. and 2.1.11.

Limited impact of tourism on local crafts.

Local crafts such as model shipbuilding could be further 
promoted and included into tourist offerings and tours. 
Improved access to international markets should also be 
provided to the local craft industry, in particular through 
facilitated participation in trade shows.

 � Severity : ● ● ● ● ○
 � Value chain segment : Spill-over effects
 � PoA reference : Activity 2.1.12.

DEVELOPING SKILLS  
AND ENTREPRENEURSHIP

The tourism and the cultural tourism segment 
in particular, suffer from shortages of trained 
personnel.

There is, overall, a lack of sufficiently trained professional 
operating in the tourism industry in Mauritius, with lim-
ited knowledge on Mauritius cultural tourism offerings. 
Specific areas of professional scope include tour guides 
( for both land and sea based ), tour operators, transla-
tors ( especially for emerging market segments including 
Chinese tourists ), event managers, among others. Other 
professional services including chefs and traditional musi-
cal bands also appear to be lacking appropriate trainings.

It is to noted here that the Government indicated in its 
budget speech 2016 / 2017 that it will enlist 4,000 persons 
under the National Skills Development Programme for 
training in technical skills that are in high demand, includ-
ing training for 1,000 young people in the tourism and 
hospitality sector3.

 � Severity : ● ● ● ● ●
 � Value chain segment : Entire value chain
 � PoA reference : Activities 1.2.1. and 1.2.2.

3. Hon. Pravind Jugnauth, Minister of Finance and Economic 
Development ( 2016 ). Budget Speech 2016/2017 – A new era  
of development Republic of Mauritius. Page 6.

Photo: Giorgio Minguzzi (CC BY-SA 2.0), Séga music @ Cotton Bay Hotel.



17VALUE CHAIN ANALYSIS AND SECTOR DIAGNOSTICS

BUSINESS ENVIRONMENT CONSTRAINTS

Box 3 : Border gear issues

 � Limited accessibility of numerous cultural and heritage sites
 � Absence of policy instruments and dedicated strategic plans to guide the development of cultural tourism
 � Lack of coordination between the public and the private sector 
 � Lack of clarity about the roles and responsibilities of the key institutions.

INFRASTRUCTURE AND REGULATORY 
REFORM

Limited accessibility of numerous cultural  
and heritage sites.

Public transportation, largely dominated by bus transpor-
tation, and connectivity between city centers and most 
cultural attractions appears to be insufficient, therefore 
limiting the influx of tourists to cultural and heritage sites. 
City tour buses for tourists sightseeing, also featuring cul-
tural assets, also appear to be largely underdeveloped 
in Mauritius.

 � Severity : ● ● ● ○ ○
 � Value chain segment : Support infrastructure
 � PoA reference : Activity 1.2.4., 1.2.5. and 2.1.13.

Absence of policy instruments and dedicated 
strategic plans to guide the development  
of cultural tourism in Mauritius.

There is a crucial need for a National Policy for Heritage 
in Mauritius to define the guiding principles for managing 
heritage and cultural assets in the country. Such policy 
could include provision for the development of a dedicat-
ed label for heritage sites, to be utilized as an indicator of 
good practices and official recognition by the Mauritian 
government as a heritage site. A revision of the govern-
ment policy on entrance fees at cultural sites should also 
be envisaged.

It will also be of utmost importance that the new strate-
gic plan for the period 2016-2020 – that is currently being 
developed by the Ministry of Tourism – includes a com-
ponent on spurring cultural tourism, to be integrated with 
the main Mauritian product. 

 � Severity : ● ● ● ● ●
 � Value chain segment : Entire value chain
 � PoA reference : Activities 1.3.1, 1.3.4. to 1.3.6.

QUALITY OF INSTITUTIONAL SUPPORT

Lack of coordination between the public  
and the private sector.

The development cultural tourism sector would greatly 
benefit from the establishment of a public-private sector 
roundtable whose main objective would be to identify 
policy aspects for cultural tourism that can be integrat-
ed in the conventional Mauritian Tourism offering. This 
roundtable could also act as an interface with the tour-
ism operators with the aim of discussing the value prop-
osition to integrate the cultural tourism product in their 
service offerings.

 � Severity : ● ● ● ● ● ●
 � Value chain segment : Entire value chain
 � PoA reference : Activities 1.3.2. and 1.3.3.

Lack of clarity about the roles and 
responsibilities of the key institutions.

Several institutions currently have human resources di-
rectly or indirectly dedicated to the sector but efforts 
are not made in a coordinated and articulated manner. 
The ambiguity of the situation results in confused man-
dates and a lack of clarity of the respective roles and re-
sponsibilities, particularly regarding investment policies 
and services provided to cultural tourism operators by  
key institutions. 

 � Severity : ● ● ● ● ○
 � Value chain segment : Entire value chain
 � PoA reference : Activity 1.3.8.
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MARKET ACCESS CONSTRAINTS

Box 4 : Border-out gear issues

 � The high concentration on a few export markets is a risk for the sector
 � Limited knowledge of tourist requirements related to cultural tourism
 � Absence of disaggregated data about cultural tourism 
 � Low visibility of the Mauritian cultural tourism on the international scene
 � The Mauritian culture is not sufficiently valorized in key international transport infrastructures 
 � Absence of modern and dedicated tools for the promotion of cultural tourism.

MARKET ACCESS AND POLICY REFORM

The high concentration on a few export 
markets is a risk for the sector. 

Attracting tourists from emerging target markets, espe-
cially counties potentially interested in cultural tourism, 
will be essential to reduce dependency on European tour-
ists’ arrivals and to spur cultural tourism. The aim of the 
Government is to be less euro-centric and is targeting 
emerging markets such as India and China, which already 
account for 14 % of the total tourism market share.

 � Severity : ● ● ○ ○ ○
 � Value chain segment : Distribution and marketing
 � PoA reference : Activity 1.3.7.

TRADE AND BUSINESS SERVICES SUPPORT

Limited knowledge of tourist requirements 
related to cultural tourism.

Lack of market intelligence appears to be an important 
constraint for Mauritian operators, as very little informa-
tion is available on critical buyer requirements related to 
cultural tourism. This inadequate knowledge of buyers’ 
requirements not only negatively affects the development 
of the sector, it also prevents the design of relevant and 
adapted marketing and promotion strategies. 

 � Severity : ● ● ● ● ○
 � Value chain segment : Distribution and marketing
 � PoA reference : Activities 2.2.1. and 2.2.2.

Absence of disaggregated data about cultural 
tourism.

There is currently no data available in the national statis-
tics and surveys to check on the precise extent of pro-
gress made by the cultural tourism sector, particularly 
in terms of experience. More disaggregated and sector 
specific information is needed to obtain a comprehensive 
picture of the sector and identify areas for improvement.

 � Severity : ● ● ● ● ○
 � Value chain segment : Entire value chain
 � PoA reference : Activity 2.2.4.

NATIONAL PROMOTION AND BRANDING

Low visibility of the Mauritian cultural tourism 
on the international scene.

If Mauritius is a well-known destination for sun-sea-sand 
tourism internationally, and in Europe in particular, its herit-
age sites and cultural attractions remain largely unknown 
and rarely promoted by international tour operators.

Engaging with international operators abroad should be 
envisaged to market cultural tourism in Mauritius, along 
with regular sun-sea-sand offerings. Similarly, it is recom-
mended that an awareness-raising campaign be carried 
out to inform Mauritian consulates and representations 
abroad about cultural tourism offerings in the country.

 � Severity : ● ● ● ● ○
 � Value chain segment : Distribution and marketing
 � PoA reference : Activities 2.2.3. and 2.3.2.
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The Mauritian culture is not sufficiently valorized 
in key international transport infrastructures.

Unlike sun-sea-sand ( SSS ) tourism, information available 
to tourists on heritage / cultural sites is extremely limited 
at the airport / seaport and the activities related cultur-
al tourism are not sufficiently promoted when landing in 
Mauritius. Similarly, limited information on cultural attrac-
tions and activities in Mauritius is available on Air Mauritius 
and other airlines flights.

The landing experience of tourists could be improved to 
include information on cultural tourism. A calendar of ac-
tivities could for instance be developed and disseminated 
at the airport.

 � Severity : ● ● ● ○ ○
 � Value chain segment : Distribution and marketing
 � PoA reference : Activities 1.1.4. and 2.3.1.

Absence of modern and dedicated tools for  
the promotion of cultural tourism in Mauritius.

There is currently no dedicated website or mobile applica-
tion for the promotion of cultural tourism attractions capa-
ble of providing tourists with all the practical information 
on the different cultural events and sites they require to 
plan their holidays. Among other things, a virtual gallery 
for identified national heritage sites could be developed 
and brought online.

 � Severity : ● ● ● ● ○
 � Value chain segment : Distribution
 � PoA reference : Activities 1.2.6., 1.2.7. and 2.1.7.

SOCIAL AND ENVIRONMENTAL CONSTRAINTS

Box 5 : Development gear issues

 � Large crowds of visitors can pose a serious risk to the conservation of these sites
 � Integrate a regional cultural tourism dimension through the "Vanilla Islands concept".

SUSTAINABLE DEVELOPMENT

If cultural heritage is one of the main drivers 
of tourism, large crowds of visitors can pose a 
serious risk to the conservation of these sites. 

In a recent paper on sustainable tourism, the United Na-
tions Conference on Trade and Development ( UNCTAD ), 
insisted on the importance, in developing cultural heritage 
sites, to create partnerships with local communities to en-
able the assessment and management of the impacts of 
tourism on their communities.

REGIONAL DEVELOPMENT AND INTEGRATION

Integrate a regional cultural tourism dimension 
through the “Vanilla Islands concept”.

There is an opportunity to develop a new destination 
brand at the regional level. This could be done by ensur-
ing that the Mauritian value proposition resulting in any 
destination product development as part of the affiliation 
includes Cultural Tourism as an important subset.

 � Severity : ● ● ● ● ○
 � Value chain segment : Marketing
 � PoA reference : Activity 2.1.9.

Environmental sustainability and climate 
change

In terms of environmental impact, continued efforts are re-
quired to make the sector less dependent on fossil fuels ; 
reduce the sectors negative impact on natural resources 
such as the coral reefs ; and to render it less vulnerable 
to climate change.
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THE WAY FORWARD

VISION

In order to develop a vibrant cultural tourism sector and to 
reinforce the contribution of this segment to the broader 
tourism industry, competitive constraints and structural 
deficiencies along the four export development gears 
( supply side, business environment, market entry and 
development side ) will be addressed and identified op-
portunities will be leveraged. The following is a deline-
ation of the proposed vision and strategic approach in 
this direction, agreed with all stakeholders of the cultural 
tourism value chain.

‘
To reposition Mauritius as a sustainable,  

vibrant and diversified cultural destination 

”
If cultural tourism is, to some extent, emerging in Mauritius, 
especially thanks to the presence of numerous national 
heritage sites and cultural attractions, the sector largely 
remains in the shadow of the traditional sun-sea-sand 
mass tourism. If international visitors might get an insight 
into the Mauritian culture through the bundling of cultural 
attractions with existing and more traditional offerings, cul-
ture is not yet a driver of the tourism activity in Mauritius. 
The term “reposition” takes on its full meaning here as 
cultural tourism is currently being absorbed by the tradi-
tional tourism product.

In order to do so and to increase the attractiveness of 
this niche, Mauritius should revamp its cultural tourism 
offerings, particularly by developing robust value-added 
and diversified cultural offerings and by rehabilitating its 
cultural and heritage assets. Promoting and making cul-
tural attractions and events more accessible and visible 
to the general public is also a prerequisite for Mauritius 

to become a “vibrant” cultural destination. As indicated 
in the recent strategic paper Tourism in Mauritius : A new 
spirit for a new mandate ( 2015 ), the tourist should be led 
to ‘experience the pulsating culture of Mauritius through 
its rich heritage’.

The development of the cultural tourism sector in Mauritius 
must however follow a sustainable path, that is, as per the 
UN definition, a tourism that takes full account of its cur-
rent and future economic, social and environmental im-
pacts, addressing the needs of visitors, the industry, the 
environment and host communities. 

Photo: Giorgio Minguzzi (CC BY-SA 2.0), Séga mauricien  
- La pirogue - Mauritius isl.
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STRATEGIC OBJECTIVES
The vision set up for the strategy is delineated in three 
strategic objectives built around the key areas where ac-
tion is required over the following five years.

Strategic objective 1 : Facilitate the rehabilitation of important cultural assets  
and support infrastructure, including transportation and information

The potential of the cultural tourism sector in Mauritius 
is severely affected by the lack of proper maintenance 
of a majority of its cultural and heritage sites, coupled 
with inadequate support infrastructure and information 
campaigns.

In operational terms, this objective will be reached first of 
all through improving the maintenance of cultural tourism 
sites and attractions, in particular by launching a public-
private campaign to rehabilitate previously identified and 
prioritized Mauritian sites. The possibility of launching pro-
curement process for rehabilitation will also be explored. 
Assistance to management structures of various cultural 
assets will be provided under this strategic objective, with 
a view to develop sustainable financial plans and strate-
gies. Extending opening hours of heritage and cultural 
sites will also be envisaged.

Emphasis will also be put on improving the infrastructure 
related to the cultural tourism sector, including transpor-
tation and connectivity between cultural sites and city 
centres, in particular focusing on bus transportation. 
Improving the quality of the human capital through the 
development of specific, targeted training programmes 

will be another important component with a view to allevi-
ate current and future expected shortages of trained per-
sonnel in the Tourism sector, embedding cultural tourism 
aspects in the programmes. A particular attention will be 
paid to specific professional services and competencies 
such as translators for emerging market segments, tour 
operators, event managers, among others. Developing 
modern and dedicated tools such as mobile applications 
and websites providing information on the cultural attrac-
tions of Mauritius will be encouraged.

Finally, it will be vital to develop policy instruments that 
will guide the cultural tourism sector development in 
Mauritius, something that can be achieved by drafting a 
National Policy for Heritage constituting the guiding prin-
ciples for managing heritage and cultural assets in the 
country. The possibility of setting up a public-private sec-
tor roundtable to identify policy aspects for cultural tour-
ism to be integrated in the conventional Mauritian tourism 
offerings will also be explored. Another important com-
ponent under this operational objective will be the as-
sessment of the current investment policies and services 
provided to the sector by key institutions with a view to 
identify existing gaps and provide recommendations.

Strategic objective 2 : Integrate Cultural Tourism within the main Mauritian tourism products  
with robust value-added offerings and market Cultural Tourism to key destination markets

Faced with the predominance of the sun-sea-sand tour-
ism in Mauritius, it is of utmost importance for the cultural 
tourism sector to develop robust value-added offerings 
in order to better integrate within the main Mauritian tour-
ism products. 

Operationally, this translates into developing competitive 
product offerings related to the cultural tourism sector, in 
particular through widening the range of cultural attrac-
tions and activities in the country. The development of 
new cultural attractions such as national culinary festivals 
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and culture villages will be envisaged as well as the ex-
pansion of the heritage / cultural trails across Mauritius. 
The integrated development of Mahebourg into a spe-
cial attraction zone of Mauritius, along sustainable de-
velopment guidelines, will also be envisaged. In addition, 
studies will be conducted to assess the feasibility of in-
tegrating cultural tourism attractions within the Smart 
City Scheme. At the regional level, the opportunity of de-
veloping a regional cultural tourism dimension will also 
be explored through the “Vanilla Islands concept” with 
a view to develop a new destination brand, embedding 
Mauritian cultural assets. 

Another key component under this strategic objective is 
to build better understanding of target markets by iden-
tifying critical buyer requirements related to cultural tour-
ism, and by developing adequate services and tools to 
capture data on cultural experience in the national statis-
tics / surveys on tourism. 

Finally, it will be of utmost importance for the future of 
the sector in Mauritius to conduct robust marketing of 
Mauritian cultural tourism product and service offering, 
in particular through developing marketing material and 
engaging with international tour operators to market cul-
ture tourism along with regular sun-sea-sand offerings in 
destination markets. 

Strategic objective 3 : Deploy an effective implementation management  
mechanism for efficient implementation of the strategy activities

The third strategic objective relates to the effective imple-
mentation management of the present Cultural Tourism 
Strategy for the Republic of Mauritius. 

Operationally, this translates into institutionalizing and em-
powering a steering committee - in the form of a public-
private sector platform - that will take responsibility for 
oversight of the PoA implementation, including mobiliz-
ing implementing institutions in order to align the differ-
ent development policies to the present Cultural Tourism 
strategy. The committee will also be responsible for the 
planning of the required human and financial resources 
in the 5 upcoming years, supported by the deployment 

of a robust monitoring and evaluation framework related 
to sector PoA implementation. In addition, a Secretariat 
will be operationalized to support the committee in op-
erational aspects.

Another key component under this strategic objective 
will be to conduct resource mobilization for NES imple-
mentation activities, in particular by informing donors and 
development partners on resource mobilization needs 
and opportunities related to the cultural tourism sector in 
Mauritius and by elaborating project fiches and project 
proposals from PoA activities.
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Figure 8 : The strategic scope

Vision
To reposition Mauritius as 
a sustainable, vibrant and

diversified cultural destination

Strategic objective 1:
Facilitate the rehabilitation

of important cultural assets
and support infrastructure.

including transportation
and information

Strategic objective 2:
Integrate Cultural Tourism
within the main Mauritian

tourism products with robust
value-added offerings and

marke Cultural Tourism to key
destination markets

Strategic objective 3:
Deploy an effective

implementation management
mechanism for efficient
implementation of the

strategy activities

LEVERAGING MARKET 
OPPORTUNITIES
Even though the cultural tourism sector in Mauritius is cur-
rently relatively limited in terms of offerings, considerable 
scope exists for growth as the demand for cultural attrac-
tions from international visitors is on the rise worldwide. 

IMPROVE THE ACCESSIBILITY  
OF MAURITIUS 

The newly launched Africa-Mauritius-Singapore-Asia Air 
Corridor positioning Mauritius as an aviation hub in the 
region will greatly contribute to improving accessibility for 
visitors from new emerging markets in Asia and Africa. 
More generally, it will be important review the Air Access 
Policy for Mauritius within Africa and outside Africa to as-
sess whether it is conducive to attracting tourists ( espe-
cially from emerging target markets ) interested in Cultural 
Tourism.

PENETRATING NEW MARKETS

As highlighted in the budget speech 2016 / 2017, Mauritius 
should, in order to diversify tourism sources, intensify the 
marketing of Mauritius in Africa, also building up market-
ing efforts in the Gulf regions, Scandinavian countries and 

Eastern Europe. An Asian and African strategy should 
also be further developed for a more pronounced exploi-
tation of the potential of these source markets, support-
ed by a greater use of technology for e-marketing / digital 
marketing4.

INTEGRATE THE CULTURAL TOURISM 
PRODUCT WITHIN THE SMART CITIES 
INITIATIVE

The Smart City Scheme is an ambitious economic devel-
opment programme aimed at consolidating the Mauritian 
International Business and Financial Hub by creating ide-
al conditions for working, living and spurring investment 
through the development of smart cities across the is-
land5. For the project components being launched in the 
first phase, there is an opportunity for the sector to identify 
cultural tourism aspects that can be developed in con-
junction with the other Smart City components.

4. Ministry of Tourism & External Communications ( 2015 ).  
Tourism in Mauritius : A new spirit for a new mandate, p. vi.
5. Board of Investment ( 2016 ). Smart Mauritius, Live. Invest.  
Work. Play, p. i.
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INTEGRATE A REGIONAL CULTURAL 
TOURISM DIMENSION THROUGH  
THE “VANILLA ISLANDS CONCEPT”

The “Vanilla Islands concept” is seeking to develop a new 
regional destination brand. In this context, stakeholders 
involved in the development of the cultural tourism sector 
in Mauritius should ensure that the Mauritian value propo-
sition resulting in any destination product development 
as part of the affiliation includes Cultural Tourism as an 
important subset. 

ROLE OF INVESTMENT

Exploiting the opportunity areas identified within the sec-
tor value chain will require significant investment, from 
both domestic and foreign investors. Both FDI and do-
mestic investment are seen as essential to accompany 
the ambitions of the cultural tourism sector in Mauritius, 
a sector that lacks adequate investment in capital, man-
agement capacity and knowledge.

Net FDI outside of the real estate sector has remained 
very low, with a small exception for the financial services 
and construction sectors. If more disaggregated and up-
to-date data would be needed to obtain a clear picture of 
the level of investment in the sector, it is safe to state that 
investment is extremely limited in the cultural tourism sec-
tor in Mauritius. Though there appears to be exploratory 
interest in the sector, foreign partners are not yet willing 
to invest, despite an enabling business environment. This 
neither contributes to the future development of the sec-
tor, nor to the transfer of the know-how and skills neces-
sary for the development of the sector.

Factors of attraction exist, however, in the cultural tourism 
sector, including :

i. Mauritius’ strategic location and proximity to emerging 
African and Asian markets, including China and India

ii. Stable political and economic environment
iii. Enabling business environment
iv. Competitive investment regime and climate
v. Tourism sector is a high priority for the government
vi. Presence of qualified English and French speaking 

workforce

STRUCTURAL ADJUSTMENTS  
TO THE VALUE CHAIN –VALUE OPTIONS 
AND FUTURE VALUE CHAIN

Unlocking the potential of the sector will require trans-
formations throughout the value chain. These adjust-
ments, as reflected in the future value chain schematic, 
are the result of targeted efforts to address the competi-
tive constraints identified and capitalize on the structural 

adjustments required to retain, add and create value in 
a more effective way. The future value chain will be char-
acterized by :

i. Improved awareness amongst tourism operators on 
the business case for pursuing cultural tourism

ii. Improved and targeted marketing in international 
markets with a strong cultural tourism dimension

iii. Well-defined and well-integrated cultural tourism of-
ferings integrated in main Mauritius tourism products

iv. Rehabilitated cultural assets and a deployment of a 
sustainable maintenance plan 

v. Improved landing experience for tourists by provid-
ing a snapshot of Mauritian culture and offerings to 
tourists on arrival

vi. Improved human capital in the sector especially per-
taining to cultural tourism offerings

vii. Reinforced network of tourism offices throughout the 
country with provision of cultural tourism information.

viii. Improved transportation between Port-Louis and 
sites of heritage and cultural interest

ix. A national heritage policy developed with detailed 
provisions for heritage and cultural assets and other 
aspects

x. Streamlined information collection related to Cultural 
Tourism

xi. Cultural tourism integrated into the ongoing smart 
cities initiative

xii. Enhanced in-market support from Mauritian trade 
representations 

xiii. Cultural Tourism features in Mauritius’s tourism in-
volvement within the vanilla islands concept

xiv. Homesteads / culture villages where tourists can visit 
hear and learn about Mauritian culture developed.

Photo: Giorgio Minguzzi (CC BY-SA 2.0), Cavernes Patates,  
Rodrigues Island 



26 MAURITIUS NATIONAL EXPORT STRATEGY – CULTURAL TOURISM SECTOR • 2017 – 2021

Figure 9 : Mauritius cultural tourism future value chain
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IMPLEMENTATION 
MANAGEMENT FRAMEWORK

This Cultural Tourism Sector Strategy, part of the NES 
Mauritius, endeavours to generate the conditions for a 
favourable expansion of the sector so as to contribute 
to overall socioeconomic development. Nevertheless, 
a strategy in and of itself is not enough to ensure the in-
dustry’s sustainable development. Such development will 
require the elaboration and coordination of various activi-
ties. While the execution of these activities will allow for the 
Strategy’s targets to be achieved, success will depend on 
the ability of stakeholders to plan and coordinate actions 
in a tactical manner.

Indeed, the Cultural Tourism Sector Strategy is not the 
strategy of any specific institution ; rather it is the strat-
egy of Mauritius, and to ensure its success it is neces-
sary to foster an adequate environment and create an 
appropriate framework for its implementation. The follow-
ing section presents some of the key success conditions 
considered necessary for the Strategy to be effectively 
implemented and achieve self-sustainability and long-
lasting benefits for the country.

Institutionalize and empower a steering 
committee responsible for oversight on PoA 
implementation

A key success criterion for the cultural tourism strategy is 
stakeholders’ ability to coordinate activities, monitor pro-
gress and mobilize resources for the implementation of 
the Strategy. It is recommended that the country estab-
lishes a sector-specific platform under the NES secretariat 
for public-private deliberations that acts in an advisory 
capacity to the NES Secretariat, the government and the 
private sector over issues related to or affecting the cul-
tural tourism sector and its Strategy. 

The formal dialogue platform will require a high level in-
volvement of the TSN members ( public and private ), as 
their role is crucial and will impact the effectiveness with 
which the Strategy is implemented. Likewise, the ability 

of the private sector, comprising of lead firms – including 
foreign investors – as well as SMEs, to provide inputs to 
the strategy implementation process will significantly in-
fluence the success of the strategy. 

It will also be required that a nominated Secretariat coor-
dinates, monitors and mobilizes resources for implement-
ing the Strategy

The main functions of the public-private platform should 
be the following : 

1. Act as a consultative group pertaining to the cultural 
tourism sector, enabling the private sector and govern-
ment representatives to identify priority issues ;

2. Coordinate and monitor the implementation of the 
Strategy by the government, private sector, institutions 
or international organizations so as to ensure Strategy 
implementation is on track ;

3. Identify and recommend allocation of resources nec-
essary for the implementation of the Strategy ;

4. Elaborate and recommend revisions and enhance-
ments to the Strategy so that it continues to best re-
spond to the needs and long-term interests of the 
sector ;

5. Propose key policy changes to be undertaken, based 
on Strategy priorities, and promote these policy 
changes among national decision makers ;

6. Guide the secretariat in its monitoring, coordination, 
resource mobilization, and policy advocacy & com-
munication functions so as to enable an effective im-
plementation of the Strategy ;

As discussed above, the public-private platform should 
be supported by a secretariat to complete the daily op-
erational work related to implementation management of 
the Strategy. The core responsibilities of the secretariat 
should be to :



28 MAURITIUS NATIONAL EXPORT STRATEGY – CULTURAL TOURISM SECTOR • 2017 – 2021

A. Support and organize the regular meetings of the pub-
lic-private platform.

B. Monitor progress and impact of Strategy implemen-
tation.

C. Coordinate strategy implementation partners.
D. Mobilize resources to implement the Strategy.

Specific tasks falling under these broad areas of activi-
ties include :

 � Formulate projects proposals including budgets for 
implementation of activities of the strategy ;

 � Develop annual and bi-annual work plans for approval 
by the public-private platform ;

 � Collect information from project implementation and 
prepare regular monitoring reports to be submitted to 
the public-private platform ; 

 � Advocate in favor of the Strategy to public and private 
partners ;

 � Execute any other tasks given required by the public-
private platform.

Private sector support and participation

It is recommended that private sector operators contrib-
ute, directly or in partnership with public institutions, to 
the implementation of the Strategy. Their implementation 
efforts can range from providing business intelligence 
to institutions, contributing to development projects, ad-
vocacy, etc. In brief, the private sector’s practical knowl-
edge of business operations is essential to ensuring that 
the activities of the Strategy are effectively implemented 
and targeted. 

Sensitization of implementing institutions  
to build ownership

The key implementing institutions detailed in the PoA 
need to be informed of the content of the strategy and 
the implications for their 2016-2025 programming. This 
sensitization is essential to building further ownership, 
and it provides institutions with the opportunity to review 
the PoA in order to confirm the activities they can imple-
ment immediately, in the medium and long term. Such a 
programming approach will permit better resource alloca-
tion within the responsible agencies. This allocation can 
be formalized by integrating the activity of the Strategy in 
the programme planning of the institution. While the fi-
nancial dimension is often required, the human resource 
element is no less important. 

Financial resource mobilization  
for implementation

While resource mobilization is only part of the solution, it 
plays a crucial and indispensable role in supporting the 
strategy implementation. An integrated resource mobili-
zation plan should be elaborated as soon as the NES is 
adopted. Resources mobilization involves planning the 
sequencing of communications with donors, project de-
sign, project proposals / application and resources col-
lection and management. This should facilitate, leverage 
and strengthen the impact of diverse sources of finance 
to support sustainable and inclusive implementation, in-
cluding national resources, development aid and private 
investment. 

 � National resources through direct budget and sup-
port program : The Government will need to validate 
a defined minimum budget support toward the imple-
mentation of the different Strategy components of the 
NES, including the cultural tourism sector. This sup-
port for the Strategy’s activities will demonstrate the 
Government’s commitment to the initiatives. 

 � Alignment of donors’ support and interventions 
with the Strategy : Little attention and support have 
been directed towards the cultural tourism from the 
international donor community. The public-private 
platform, together with the authorities, will have to 
capitalize on the significant momentum gained as 
part of the Strategy design process and leverage it for 
a smooth and efficient implementation. International 
development agencies can indeed use the Strategy 
as the logical framework for their programs as they will 
surely benefit from its favorable conditions for opera-
tion ( i.e. political endorsement, private sector buy-in, 
and improved collaboration with national institutions ). 
The PoA of the Strategy should serve the public-private 
platform as well as the national institutions to improve 
communication and facilitate the negotiation, planning, 
coordination and evaluation of commitments made in 
the context of development aid, in particular through 
the development of programmes and project propos-
als aligned with the priorities of the strategy.

 � National and foreign investment : The strategy should 
benefit from a solid channel of communication, capa-
ble of conveying reliable information to the companies 
about the export-related opportunities in the industry, 
and in turn of communicating to the Government the 
needs that investors have identified to operate suc-
cessfully. Investment flow in Mauritius could serve as 
a valuable driver of for certain specific areas identified 
in the strategy and requiring support. Even so, it must 
be targeted at specific prospects in order to benefit to 
the industry’s development as detailed in the future 
perspective section of the present Strategy.
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