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EXECUTIVE SUMMARY
Tourism in Armenia is a growth industry. The number of international tourism arrivals
into Armenia reached 757.9 thousand people in 2011, up from 114.5 thousand people
a decade earlier.1 The Government of Armenia’s 2008 strategy targetted 1.5 million
international tourism arrivals by 2020, however, this target was surpassed in 2015.
The potential market size is over 11 million consumers (8 million Armenians living abroad
and approximately 3 million foreigners).
A recent survey of national statistics shows that Armenians are very high cultural
consumers. Different concerts, opera and ballet performances, festivals, and other
cultural events attract locals and foreigners, especially in the regional tour format or from
neighboring countries. It means, that there is also a potential for an intensification of
domestic tourism.
Despite this, there is no online platform or website that provides comprehensive, updated
and accurate information on both popular and yet undiscovered tourist destinations and
there is no on-line ticket booking system for domestic and international tourists. This is
especially a problem when looking for tourist destinations in the regions.
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RECOMMENDATIONS
•

The option of developing a new comprehensive and updated tourism website by a
private agency in close cooperation with the state structures seems to have a big
potential for Armenian tourism, especially in the regions and will definitely have a
positive impact.

•

To the state structures: To assist the Agency in charge of the creation of such a
website with all possible tools and information to make it a new, fresh and innovative
source of tourist information for Armenia.

•

The Agency in charge should make plans for research and data gathering, and study
the foreign best practice in order to make the platform most updated and easy-to-use
for users.

•

To make contacts with other such projects and include Armenia into the links from
these websites.

•

To provide the widest possible information to the media and other stakeholders, to
initiate contacts with all the regional players both private and public in order to get
support from them.

•

A comprehensive online tourist platform or website that provides updated and accurate
information on both popular and yet undiscovered tourist destinations of Armenia,
with an on-line ticket booking system for domestic and international tourists, will be a
major step forward for the development of tourism in a country like Armenia.
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PROJECT DESCRIPTION
INTRODUCTION
Tourism in Armenia is a growth industry. The number of international tourism arrivals
into Armenia reached 757.9 thousand people in 2011, up from 114.5 thousand people
a decade earlier.2 The Government of Armenia’s 2008 strategy targetted 1.5 million
international tourism arrivals by 2020, however, this target was surpassed in 2015.
Item

2013

2014

Number of inbound tourists 1,084,188 1,203,476
Number of outbound
tourists

1,080,306 1,198,060

2015
1,192,000
1,187,369

Travel exports (USD, million)

458

956.8

935.8

Travel Imports (USD, million)

502.5

1,023.9

995.8

Exchange Rate: 1 USD

410 AMD

416 AMD

478 AMD

Data Source: National Statistical Service and Ministry of Economy

Tourism is also a huge contributor to the Armenian economy. Its contribution to the
Armenian GDP in 2014 was 3,6% or AMD 163.1 billion. It is forecast to reach AMD 685.6
billion (13.7%) in 2016, and surpass AMD 1 trillion (13,5% of GDP) in 2026.3
The potential market size is over 11 million consumers (8 million Armenians living abroad
and approximately 3 million foreigners).
Potential visitors break down into the following categories:
around 3 million people living in Armenia
around 8 million people of Armenian descent living abroad
business travellers
people in transit
foreign tourists
festival goers
2 HOSPITALITY INDUSTRY RESEARCH: TOURISM AND HOTEL RESEARCH: TOURISM AND HOTEL
INDUSTRY IN ARMENIA 2011. Available from file:///C:/Users/Anna%20Ghukasyan/Documents/Tourism/
armenian-hospitality-industry-research.pdf
3 http://www.banks.am/en/news/newsfeed/11939

A recent survey of national statistics shows that Armenians are very high cultural consumers.4
Different concerts, opera and ballet performances, festivals, and other cultural events attract
locals and foreigners, especially in the regional tour format or from neighboring countries. It
means, that there is also a potential for increasing domestic tourism.
Despite this demand, there is no online platform or website that supplies comprehensive,
updated and accurate information on both popular and undiscovered tourist destinations
and there is no on-line ticket booking system for domestic and international tourists. This
is especially a problem when planning to visit tourist destinations in the regions.
There are already several websites containing information on Armenia`s historical and
cultural monuments, geographical areas, and information for travellers. These are
websites primarily developed and launched by state institutions and local municipalities.
However for various reasons they are not regularly updated or improved.
There are also websites operated by travel agencies, which mainly advertise the tourist
trips that they offer and are limited to the target audience. Officially, there are approximately
125 travel agencies in Armenia. Some agencies have information only in the language
of their target market (e.g. Russian), while others attempt to target bigger markets and
provide information in other languages.
The third category is websites developed by private individuals and/ or companies. Some
of these websites are excellent but concentrate on a specific topic, such as manuscripts,
or the monuments of a specific region, etc. These websites do not always have Russian
and English versions and most of them are in Armenian only, developed for a narrow
audience and very often contain outdated information.
The Non-Commercial State Organisation “Service For The Protection Of Historical
Environment And Cultural Museum Reservations” under the Ministry of Culture of the RA
has a website which lists all the monuments in the territory of Armenia.5 The website has
data on all the historical and cultural monuments, locations, addresses, winter and summer
opening hours, etc. In addition to many more, on this website there is no English text on
Dvin ruins, which is a site of an ancient palace and town, a capital of royal Armenia and
a site with highly interesting items excavated. Nor does this website provide interesting
descriptions of its photos of the ruins, or directions on how to get there, etc.
Another source for information on Armenia`s monuments and sites is Informational DataBook on Monuments under the Ministry of Culture of the Republic of Armenia which exists
only in Armenian. 6
The UNESCO Cultural Development Indicator Suite, Armenia
www.hushardzan.am
6
www.armmonuments.am
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There is limited tourist informational online. International tourist platforms cover Armenia
poorly. Trip Advisor, for example, has only one place of interest to see in Vanadzor, nor
there is any mention of Dvin Ruins (4th c.) in Ararat Marz.
The list of websites is in Annex 5.

Options
There are two main options to improve this situation:
Option No.1: Develop a comprehensive online tourism website for Armenia by a private
entity in close cooperation with the state
Option No. 2: Leave the development of the platform to the state sector
Option No. 1 Develop a comprehensive online tourism website for Armenia by a
private entity in close cooperation with the state
An agency engaged in tourism development could launch a digital platform with a
comprehensive on-line, social media and mobile application that improves travellers’
experience in Armenia. All the state and non-state structures involved in the development
of tourism for Armenia, as well as cultural institutions and regional self-governing
authorities.
This platform will provide:
Easy access to information on the main places of interest
Information on lesser-known attractions and activities off the beaten track
Promotion of places of interest in the regions of Armenia
On-line payment mechanisms for entrance tickets to tourist sites and events
Links to Armenian attractions on international, regional and local tourism
networks
Support to community budgets

The online community demands excellence and is highly competitive. Therefore, any
online service requires accurate, frequent and real time updates. An example of a similar
platform is the project www.musement.com, which provides updated information and
helps to organise visit to more than 50 countries worldwide. It helps travellers get the best

from destinations by providing a great choice of local tours and attractions. You can buy
tickets and make reservation to any museum or place of interest online via the platform.
It makes the visit planning much easy and enjoyable.
An excellent information system will not by itself guarantee success in today`s market.
Much depends on the quality of the products and services that meet and exceed
customers` needs.
The site should include information on a wide variety of tourist experience, such as:
Churches and monasteries
Museums
Ancient ruins, fortresses, bridges
Art galleries
Local food markets
Pretty villages, nature sites
Natural parks, mountain peaks, rivers, lakes
Fountains
Local crafts
Shopping
Libraries and cultural centers (houses of culture)
Festivals, other traditional local events
Entertainment
Hotels, B/Bs,
Transportation facilities
Emergency services
Banks

The site will be proactive in developing webpages with and for small communities, which
could benefit from increases in tourism. Opening up undiscovered parts of the country to
tourists and making it easier to get information online would be a unique selling point of
this website.

Technical characteristics
The web-platform will have the following sections:
1. Marzes; cities and towns (destinations) (with photos)
2. Maps
3. Attractions - monuments, churches, museums, fortresses, theatres and concert halls,
natural wonders, lakes, rivers, ancient ruins, musical performances, sports events, etc.
4. Food and wine
5. Hotels, motels, B&Bs
6. Restaurants, taverns, cafes
The information will be presented in three languages: Armenian, English and Russian.
To make it more appealing the website will have a high level of image content.
There will be descriptions of the sites with explanations of their historical importance and
interesting stories.
Each Marz will have comprehensive information on interesting locations in its cities and
villages and by clicking on a map icon, a visitor will be able to read further information in
a separate window.
Where an entry ticket is required the visitor could make an online payment to the website
online and get a printed confirmation e-ticket.
A mobile application will be developed in addition to the web platform.
The project will be connected with social media (Facebook, Instagram, Twitter, Pinterest,
etc.). It will have a blog for exchange of comments and ideas. In addition, there will be a
special section for tour operators and travel agencies to inserts various ads and offers.

Practical steps for developing the platform
The following nine steps would support the initial stages of the implementation of the
project:
1. Conduct a survey of tourism managers and tourists to establish the information need
2. Agree a contract with an online financial payment entity to organise online payments
and agree how they will pay cultural agencies
3. Hire an IT team to support the Project
4. Discuss with the IT team the structure and drafting of the website
5. Establish connection with social media
6. Consult with tourism industry players on the draft site layout and engage them in the
development of the platform

7. Present the idea to Government agencies and interested institutions and request
support
8. Construct a detailed Roadmap to support the implementation of the Project
9. Select and train 11 Marz (regional) coordinators to compile a list and photo archive of
attractions as well as a calendar of events and festivals in their areas
10. Contact cultural institutions managers in each Marz
11. Collate and edit the texts and photos and other relevant information into groups;
12. Translate the information into English and Russian
The following benefits will be expected from the this format of cooperation by the private
body and the state structures for the creation of the website:
•

•

•
•

The website will contribute largely to the tourism development aspirations as mentioned
and sounded by various Armenian state and private structures. By encouraging such
cooperation, the authorities of Armenia will give a clear sign of the readiness to take
concrete steps for changing the situation in the mentioned field.
The development of such a website will greatly promote Armenia`s regions and local
cultural and tourist networks. The regional centres and local municipalities will only
benefit from such an initiative.
Transport information and online payment systems for tickets to tourist attractions will
facilitate easier travel to regional sites
The launching of such a platform online in three languages will serve as an excellent
opportunity for encouraging everybody to visit Armenia, to get to know her culture,
history, to visit the museums and other places of interest.

Option No. 2 Leave the development of the platform to the state sector
The following sites are currently available in Armenia:
1.
2.
3.
4.

www.hushardzan.am
www.armmonuments.am
All the regional administration bodies (Marzes) websites
Local tourism pages which are not updated and exist in Armenian language

If the state has not developed such a site so far, then it would seem unlikely that it would
invest in developing more comprehensive tourist-information sites in the future.
The state does not have sufficient resources for hiring qualified IT staff and regional
coordinators to develop the website and monitor the regional developments and
input them into the website with a regular schedule. The state structures do not

have the appropriate training, language skills and experience of the best practice to
lead the website development exercises on their own. Best examples of this, are the
websites www.armmonuments.am and www.hushardzan.am. For example, these
websites do not have any practical information on Dvin ruins (4 th century), how to
get there, whether a ticket is needed, contact info either in Armenian, or in English
and Russian. There is a huge academic text in Armenian on the formerly great
capital of Armenia, with references to 1982 and 1988 books, and only in Armenian
and Russian.
The lack or scarcity of such information on Armenia`s historical and cultural monuments
targeted at the foreign audience online will make it difficult for the country to advertise
on her tourism potential. It will further impede foreign individuals or companies to go
online and check on a concrete place of interest to plan ahead and get more info. Lack of
information on the facilities for travel, routes, logistical info, possibilities for ticket purchase
on-line or reservation of seats in a bus heading to a location will continue to be a major
obstacle for tourism development.
The following will continue be the major problems, in case the tourism comprehensive
website development is left to the state structures:
-

Scarcity and limitedness of regional tourist infrastructure information;
Insufficient information on the out-of-way monuments and sites of interest;
Travellers interested in other than Christian monument tourism will not go for more
and the number of these travellers will not increase
Armenia`s tourism presence online will continue to be limited and outdated;

RECOMMENDATIONS
•

•

•

•
•

The option of developing a new comprehensive and updated tourism website by a
private agency in close cooperation with the state structures seems to have great
potential for Armenian tourism, especially in the regions and will definitely have a
positive impact.
To the state structures: To assist the Agency in charge of the creation of such a
website with all possible tools and information to make it a new, fresh and innovative
source of tourist information for Armenia.
The Agency in charge should make plans for research and data gathering, and study
the foreign best practice in order to make the platform most updated and easy-to-use
for users.
To make contacts with other such projects and include Armenia into the links from
these websites.
To provide the widest possible information to the media and other stakeholders, to

•

initiate contacts with all the regional players both private and public in order to get
support from them.
A comprehensive online tourist platform or website that provides updated and accurate
information on both popular and yet undiscovered tourist destinations of Armenia,
with an on-line ticket booking system for domestic and international tourists, will be a
major step forward for the development of tourism in a country like Armenia.
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Annex 1
Background
The Armenian historical and cultural heritage always fascinated a lot of people from all
over the world. This fascination brought French, German and Russian archaeologists to
Armenia at the end of the 19th century who further contributed to it, uncovering a wealth
of history and presenting it to the world. Over the years this interest kept increasing, and
during the Soviet times, the cultural and historical richness of Armenia, as well as its
natural beauties, occupied an unshaken position among the major attractions. The years
of the Independence only strengthened the status of Armenia as a self-standing entity
with a vast cultural heritage and opened the doors cultivating this interest.
The Armenian historical and cultural heritage always fascinated a lot of people from all
over the world. This fascination brought French, German and Russian archaeologists to
Armenia at the end of the 19th century who further contributed to it, uncovering a wealth
of history and presenting it to the world. Over the years this interest kept increasing, and
during the Soviet times, the cultural and historical richness of Armenia, as well as its
natural beauties, occupied an unshaken position among the major attractions. The years
of the Independence only strengthened the status of Armenia as a self-standing entity
with a vast cultural heritage and opened the doors cultivating this interest.
As in any country, one of the best places to get to know the national culture and identity
is museums and places of attraction. Some go to see ruins of a church or a fortress, or see a
local food market, a house-museum of a famous scientist or a writer.
The first country to adopt Christianity in 301 A.D., the invention of the Armenian alphabet
in 405 and the centennial of the Armenian Genocide, inter alia, contributed to the drastic
increase of interest towards our country and a willingness to travel to a distant small
country to discover the ancient monuments and heart-breaking histories. As a result,
Armenia today witnesses a growing number of tourists and other visitors; hotels add up
every year, B/Bs, taverns, restaurants, cafes, all contributing to a nice welcome to the
guests.
As in any country, one of the best places to get to know the national culture and identity
is museums and places of attraction. Some go to see ruins of a church or a fortress, or see a
local food market, a house-museum of a famous scientist or a writer.

Annex 2. MARKET ANALYSIS
(CURRENT SITUATION)
Currently, the population of Armenia is 2,998,600 people7 . Around 1,500,000 live in
Yerevan, the capital of the country. The rest resides in the regions.
According to unofficial information, 8 million people of Armenian descent live outside
Armenia. Part of them were born abroad, another part left Armenia during the Soviet
times and after Independence (1991).
Every Armenian family tries to visit Armenia at least once. For many others, it has
become a tradition and they visit the country occasionally. It can be either for visiting
family members, friends, or enjoying the country of their ancestors and becoming familiar
with their history. Armenians try not to lose the connection with Armenia and as a part of
any trip a visit to a cultural heritage site is a must.
Another number of visitors are foreigners who come to Armenia on business or in transit,
or during a tour of the region (Armenia, Iran, Georgia, Azerbaijan). These visitors try
to find one or two hours and make a cultural program, or visit a museum or a place of
interest on their way.
The last category is local residents: visitors from other regions, students and those who
may have an interest in visiting museums, foreign nationalities residing in Armenia..
The local and central governments of Armenia organize various festivals and events,
the aim of which is to promote tourism and travel to Armenia. Business conferences,
presentations, exhibitions are organized from time to time which also attract many visitors.
Before identifying the needs and problems of a real travel experience in Armenia, we first
need to define what we understand as a “travel experience” and what is that grabs the
attention of a traveller.
Some claim that this needs to be first famous historical sites – museums, churches,
open-air complexes, monasteries, etc. Others add art galleries, monuments, fortresses,
excavation sites and local food markets.
We tried to look into this issue from the point of view of a foreigner who visits the country
and is not familiar with it. Naturally, a traveller is interested in everything that is connected
with Armenia or Armenian culture and history. They want to see churches, monasteries,
museums, ancient ruins, fortresses, bridges, art galleries, local food markets, nice villages,
7

http://www.armstat.am/file/doc/99499383.pdf

natural parks, mountain peaks, rivers, lakes. We will use the term “place of interest”
or “attraction” for all of these different sites in this text to avoid any misunderstanding.
This will also include boutique souvenir shops, fountains, house-museums, libraries and
cultural centers.
A number of concerns were revealed when researching this policy brief by some travel
agency managers and hotels. Most of them said it was difficult to get full and updated
information online on the places of interest in the regions and to provide potential guests
and visitors with links. The tourist trade managers said they had to apply to community
organizations, local travel agencies or people who know somebody in the region and who
may be able to connect with a destination.
They noted that today most travellers prefer getting information online and prefer
searching the web in advance of their trip and get some information on the country they
are going to or learn about new and interesting places in the regions. This need from
the consumers intensifies the need to change the conventional approaches to cultural
heritage presentation and management in Armenia.
The tour industry also said the lack of detailed, digital local maps in English and Russian
and lack of information on entry fees, opening hours, transport, access and facilities
online damage the country`s tourist industry potential. At present, the only solution is to
take a cab and drive to the destinations and make an independent search right on spot.
There have been attempts to address this issue, and multiple websites have been created
where information was diligently compiled and presented, but there was no further
development in updating the information and adding more places of interest, or even
expanding the framework to include the regions as well.
This also creates difficulties for the regional travel managers to make multi-location tours
because they cannot get information from other regions in a fast and in accurate manner.
Providing broader information will also help to change the perception of Armenia as a
country where one can only see churches and Christian monuments.

Annex 3. SWOT analysis of the platform
Strengths

Weaknesses

1. Superior quality - an easy-to-use
solution

1. Lack of brand awareness

2. Expertise in networking

2. Lack of targeted financing

3. Social responsibility

3. Diminished role of cultural institutions
in our society

4. Good public image
5. Implementation of best practice
6. Personal engagement
7. Online access
8. Mobile application
9. Blog for users
Opportunities

Threats

1. Growing market

1. Regulation with the state institutions

2. Community partnerships

2. Problems with online payment
mechanisms with the cultural
institutions

3. Development trends

3. Stimulation of museum community
interest

4. Regional partnerships

4. Lack of proper local (regional)
infrastructure

5. Internet promotions
6. Contribution to the budget

Annex 4
Sample Content
Below is a sample of what a section on one Marz, (Lori in this case), will look like:
“Lori is one of the Marzes (regions) of the Republic of Armenia. It is the third largest
region in Armenia and is famous for its beautiful landscape. The scenery is fascinating:
natural springs, mountains, forests and rivers add up to this beauty. Besides, this Lori
has around 70 places of interest which include the ruins of the Lori fortress (11 c. AD), 12
more ancient and Middle Age fortresses, 30 Christian monuments - churches, monastery
complexes (famous Monasteries Sanahin and Haghpat being among them). There are
also museums and art galleries in the Marz.”
These locations are advertised by all the travel agencies, which include a visit or a tour,
but they do not provide enough information on the directions and the location useful for
an independent traveller. There is some basic information on the municipal authority
website but not enough for deciding on whether to travel there. There is no information on
the entrance fee etc. Some information is in Russian, some is in English, but there is no
unified standard online source for a foreign traveller.
All this information should be communicated to a traveller, in three languages.
In our proposal, the exact place on the local map, as well as on the Marz map will be
shown. Pictures will also be added. Contact data and opening times will be provided next
to the pictures.
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Annex 5
1. www.champord.am – tourist and entertainment media, only in the Armenian language
2. www.hushardzan.am - an informative website although most of the information is
not usable by tourists. The information is superficial, is not practical and cannot be a
guiding info. Although for making a general understanding it can be enough. In most
cases there is no translation into English.
3. www.armmonuments.am – website of the State Monument Protection Agency,
provides a list of terms related to monuments, includes names of monuments, marzes,
towns. Not relevant for a tourist or a visitor.
4. www.travel.am – English language website, does not include all the destinations,
includes info on 168 travel agencies
5. http://www.tourismarmenia.org/#axzz4aUW6H0FS – website of Tourism Information
Center
6. http://www.tourismarmenia.net/
7. http://www.armenia-hayastan.com/ - Armenia Tourism Blog, only English
8. http://www.ecotourismarmenia.com/ - needs large scale improvement
9. http://discoverarmenia.org/tourism.php AGBU Youth Tourism Program
10. http://www.armenianheritage.org/en/ - Armenian Monuments Awareness Project

Annex 6
List of References
1. Armenian festivals:
a. https://picnichotels.com/top-6-tourism-festivals-in-armenia-in-2015/
b. http://ayastour.com/3329/jump-into-armenian-festival-life-in-2016-whathow-and-when
c. http://www.armradio.am/en/2015/11/20/my-armenia-project-to-supportcultural-heritage-tourism/
d. http://www.solimarinternational.com/tourism-projects/my-armenia
e. https://armenia.usembassy.gov/news112015.html
2. http://www.timeout.com/travel/features/985/undiscovered-armenia
3. National Statistical Service www.armstat.am
4. Institute for Armenian Studies, Yerevan State University http://www.
armenianreligion.am/
5. http://www.armstat.am/file/doc/99499383.pdf - website of the Statistical Service of
Armenia
6. Armenian Wine festival http://armenianwinefestival.am/
7. Smithsonian Center for Folklife and Cultural Heritage http://www.folklife.si.edu/
cultural-sustainability/my-armenia/smithsonian
8. Yerevan City www.yerevan.am
9. Happy Holidays Travel Agency http://happyholidays.am/aboutarmenia/#post1198
10. www.banks.am
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