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United Nations agency & leading international 

organization in travel & tourism since 1946:  
Å global forum for tourism policy issues  

Å practical source of tourism know -how 

  



A collaborative platform aimed at 

fostering sustainable and 

competitive tourism along the 

historic routes.  

 

3 key areas:  

 

üMarketing and Promotion 

 

ü Destination Management and 

Capacity Building 

 

ü Travel Facilitation 

 

 

Building the Maritime Silk Road for Tourism 
 



  

ôéthe most important  
route  in the history 
of mankindéõ 

MARCO POLO ALEXANDER THE GREAT ZHANG QIAN ZHENG HE  



Forbes: 'The Silk Road is one of the 
world­s most powerful brands, perhaps 
even bigger than Disney or Coca-Cola' 



Targeting the Silk Road Traveller 
 

 
Top Experiences ï  

Ranking  
 

61% Explore ancient Silk Road 

cities 
 

58% Visit UNESCO World 

Heritage Sites on the Silk Road 
 

44% interested to try local Silk 

Road gastronomy 
 

39% Attend local festivals and 

events 
 

39% Visit art galleries and 

museums 
 



 

Western tourists interested in the Silk Road tend to be 

older, wealthier 

UNWTO Silk Road seminar at World Travel Market, 

November 2017 

 

Cruise passenger profile aligns with Silk Road 



 

1. Italy 

2. Spain 

3. Greece 

4. Turkey 

5. China 

6. Indonesia 

7. Egypt 

8. Croatia 

9. Japan 

10. Russia 

 

TripAdvisor 2017 Travel trends research for UNWTO 

 

Top ten countries associated with Silk Road 
 



Maritime museums 

Example: China 

 

 

 

Product which the MSR can offer 



Touring routes 

Example: Cheng Ho Trail Indonesia 

 

 

Product which the MSR can offer 


