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[bookmark: _GoBack]Great Himalaya Trail Development Programme
ToRs Online Communications Consultancy  


1. Background

Requiring relatively low levels of capital investment, tourism – by some estimates the world’s largest industry – can yield high levels of employment and income for the poor, particularly in rural areas where biodiversity and indigenous cultures have not yet been significantly eroded.  

The Government of Nepal has prioritised economic reconstruction and development particularly in support of impoverished rural areas and disadvantaged groups, including women. It has identified tourism as a ‘national priority industry’ and has committed to investing in improved road and air access to remote districts, however business and employment opportunities are urgently needed.

At present, Nepal’s tourism industry (and therefore the benefits to local people which are derived from it) is concentrated in a ‘tourism triangle’ comprising the Kathmandu valley, Pokhara, Chitwan, Lumbini and the three established trekking destinations of Annapurna, Sagarmatha (Everest) and – to a lesser extent – Langtang.  Of the 132,929 recorded trekkers in 2009, a full 86% travelled to these three small geographical areas.  The Great Himalaya Trail Development Programme (GHTDP) is aiming to spread these benefits more equally over the country and in particular to five new destinations: Humla, Dolpa, Gorkha, lower Solukhumbu and Taplejung districts. 

GHTDP is harnessing tourism with a market-led approach to improve livelihoods and bring sustainable development opportunities to remote and poor communities in impoverished Nepal mountain regions through the creation of an iconic and globally significant new tourism product for Nepal. 

The “Great Himalaya Trail” (GHT) is a network of existing paths and trade routes spanning the length of the country from Darchula and Humla in the West to Kanchenjunga in the East, packaged and promoted into one of the world’s great walks. On the longer term, the GHT has the potential to traverse the length of the Himalayan Range stretching through impoverished mountain areas of Pakistan, India and Bhutan. 

Through a marketing strategy GHTDP hopes to: 
· Market the GHT as a brand that attracts more visitors to Nepal and especially to trek;
· To entice trekkers who visit Nepal to explore some new destinations and not just visit the ‘tourism triangle’;
· Encourage tourism stakeholders to collaborate for shared marketing outcomes.  

To increase income and employment opportunities out of tourism for the local population in the GHT districts, GHTDP is concentrating its activities on 3 fields:
1. Improved marketing and promotion of GHT and the destinations that are part of it
2. Improved enabling environment in different districts that are part of GHT (starting with 5 districts)
3. Improved business development in different districts that are part of GHT (starting with 5 districts)

The Ministry of Tourism and Civil Aviation (MoTCA) is taking the lead in the Programme, with a Programme Implementation Unit based in the Ministry, consisting of MoTCA staff and SNV advisors. Besides, different committees have been formed among which a Marketing Task Force, consisting of representatives of MoTCA, SNV, Nepal Tourism Board (NTB) and the Trekking Agent Association of Nepal (TAAN). In addition a Steering Committee has been formed to monitor the process.
2. GHTDP goal and purpose

Goal: To reduce poverty in targeted districts of Nepal (Humla, Dolpo, Gorkha, Solukhumbu and Taplejung)  

Purpose: To spread tourism benefits more widely and inclusively in five GHT districts (Humla, Dolpo, Gorkha, Solukhumbu and Taplejung)
3. Objectives of the Assignment 
There are three parts to this assignment:
1. Develop an (online) communications strategy and action plan 
2. Provide interim website management and capacity building
3. Develop a mapping strategy and action plan 
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Objectives of Assignment 1: Develop an (online) communications strategy and action plan

To date communicating GHTDP and GHT has been ad hoc. It is recognised that for successful implementation of GHTDP and therefore successful marketing and positioning of GHT, a comprehensive and coherent communication strategy is required. 

There are two aspects to communicating the GHT: one is associated with the development project (GHTDP) and the other associated with marketing the GHT. So one communication strategy and action plan needs to be developed that meet both requirements. This communication strategy will focus on developing online solutions to communication needs that are integrated with and complimentary to the Marketing Strategy (available on request). The GHT website is a critical and cost effective tool to provide information to a wide audience. It can improve the marketing and promotion of GHT and the remote destinations that are part of it. It can also improve the communication of GHTDP core team and partners if used effectively and exploited to its maximum capacity. To ensure the website functions to its optimal ability there needs to be a rigorous analysis of content and usability and communication bottlenecks.

The communications strategy should:
· Identify ways to improve communicating key GHTDP and GHT messages internally with the core team and partners and externally with the private sector and other stakeholders. The majority of solutions will be online;
· Identify and evaluate the opinion, perception and expectations of stakeholders (including key partners and the private sector) regarding GHTDP, in particular regarding operations and activities;
· Develop an understanding through consultation of what the market would like from the GHT website in terms of: functionality, content, usability, reliability and purpose;
· Ensure effective collaboration and support from a wide pool of stakeholders;
· Raise the public profile of GHTDP and GHT nationally and with identified market segments;
· Review the options surrounding functionality, content, usability, reliability and purpose and search engine optimisation to understand where and how the site can be improved;
· Develop a detailed understanding of how and in what ways the website can best promote the GHT and GHTDP and meet the market’s needs;
· Turn this research into a strategy with an action plan that recommends the best way for GHT and GHTDP to communicate key messages online.
· Examine the GHTDP and determine the communication requirements that must be met to support the programme’s goals; 
· Work with the marketing expert to identify and detail approaches for fulfilling the GHTDP’s communication requirements in a co-ordinated strategy. 
Activities of Assignment 1 
A. Review of website content and communication requirements
· What are the opinion, perception and expectations of stakeholders (including key partners and the private sector) regarding GHTDP, in particular regarding operations and activities and GHT. Why is GHTDP and GHT perceived in certain ways and what factors influence these perceptions? What are the expectations of stakeholders and are they realistic? Do stakeholders see the benefits of the activities undertaken by GHTDP and the value of GHT? 
· What are the communication needs of the core team and partners and the private sector and other stakeholders to support the delivery of GHTDP work plans and goals and how frequently do messages need to be communicated; 
· Survey / Interview Tour Operators (internationally and locally) to see what they would expect of and need from the Great Himalaya Trail website's content[footnoteRef:1] [1:  Ensure any consultations/surveying is done in collaboration with the mapping strategy requirements and if possible or relevant the baseline survey so we do not become a burden on the private sector.  ] 

· Survey tourists (the target market specified in the GHT Marketing Strategy) - what too would they expect and need?
· How do expectations match with what is available on the website currently?
B. Review usability 
· How do users interact with the website, and can they find what they are looking for or what interests them? Study the website's usability with tourists from our target market. What are the key improvements that should be made? 
C. SEO review
· How do people search for / find the GHT website and what are the keywords where the GHT website is not ranking well?
· How can current content be optimised to reflect important keywords?
· What new content needs developing?
D. Backlink review
· How can we increase referrals from respected websites?
· On which popular sites could / should content about the GHT be developed and what kind of content should be written?
E. Social media
· In the communication strategy include social media[footnoteRef:2] as a subsidiary communication option and recommend innovative communication channels for GHT content.  [2:  When to post links to reach fans, how to get people to share on to friends etc. ] 

F. Sustainability
· Identify the mechanisms for collecting, editing and/or writing content about the GHTDP and build capacity among GHTDP team members in collecting information about GHTDP field activities.
· Develop terms of reference for any people/consultants that may need recruiting.
G. Communication strategy and action plan
Based upon the research findings, develop a communications (online) strategy and action plan and timeline.
· A risk assessment of the strategy.
· Provide a list of activities that should be completed and their priority, timeline for completion, estimated cost and frequency, where relevant. Include in this list the persons best placed to complete the activity and how the different people involved should be managed and paid for. Ensure activities and their prioritisation consider value for money, the risk assessment and GHTDP project goals
· Set achievable (realistic), quantitative targets for all parts of the strategy.
· Provide a SWOT analysis to give a clear overview of the foundation of the strategy
· Outline a strategy to exploit the benefits of good communication
· Provide a financial overview of the cost to implement the strategy and its benefits
· The strategy should have a time frame of 5 years, with a detailed plan for implementation of activities for years 1 and 2.

Objectives of Assignment 2: Provide interim website management and capacity building

Ensure the GHT website maintains its first place rank, is always working, and is kept up to date for the next 6 months. The website should be the first and most comprehensive point for information about the Great Himalaya Trail. Provide interim management of the website and set up the site to ensure communication needs are met.  Build capacity for handing over the website management. 
Activities of Assignment 2 
Responsibilities include:
· Have overall responsibility for the website, steer its direction, ensure it is always working, and ensure it is kept up to date for the next 6 months;
· Complete work required to optimise the website. Ensure GHT maintains its first place rank for “Great Himalaya Trail” related searches and is found for trekking and adventure related keyword searches;
· Implement ST-EP Experimental tasks for The Great Himalaya Trail website; 
· Introduce people to the GHT and make backlinks / generate referrals;
· Engage with responsible tourism professionals on LinkedIn;
· Transfer a selection of the GHT’s Flickr photos to Panaramio and geocode them;
· Engage on Lonely Planet’s Thorntree and TripAdvisor’s Nepal forum;
· Add news as required, blog entries, new GHT treks, articles as required for SEO;
· Assist where practical with implementation of the Marketing Strategy;
· Develop terms of reference and clear roles and responsibilities for the website maintenance and management;
· Assist in recruiting the correct people and build their capacity for website maintenance and management so that the website management and maintenance can be handed over without glitches;
· Be the contact person for the GHT Marketing working group on the website;
· Perform the following tasks:
	Content / writing
· Discuss with marketing consultant the strategy of the website 
· Generate interesting articles about trekking in Nepal (Culture, festivals, trek routes) and comment on articles of interest to the target market that appear elsewhere on the web. 
· Liaise with marketing working group to post news about the GHT Development Project on the website.
· Interview people of interest about particular topics of interest. 
· Rejuvenate maintain the freshness of existing content throughout the site. 
	Content management
· Manage the website content through the Wordpress Content Management System 
· Add tags, keywords, excerpt
	Facebook
· Promote the GHT Nepal Facebook page as widely as possible 
· Post new articles on the page at regular intervals (Facebook is only a tool to promote the content on the website)
· Post comments and share links on pages of relevance in a polite and tactful way.
	Programming
· Ensure security patches or upgrades are applied as available. 
· Develop functionality as requested by the assignee. 
· Fix any bugs that arise.
	Graphics
· Resize images for placement on the web. 
	Additional
· Manage the GHT ‘info’ inbox and forward incoming mails to the appropriate person
Objectives of Assignment 3: Develop a mapping strategy and action plan

In order to improve the marketing and promotion of GHT and the remote destinations that are part of it, the GHTDP believes that providing information through maps will be beneficial, but this needs rigorous analysis to determine if that is the case, and if so, to what extent. The objectives include:

1. An analysis of how GIS mapping is used in tourism promotion around the world, highlight current best practices and to determine and quantify the contribution GIS can make towards tourism objectives. 
2. Develop a mapping strategy to enable the GHTDP to harness the benefits of GIS mapping to positively affect tourism (visitor numbers, length of stay, distribution, absolute spend, spend in value chain) in relation to the Great Himalaya Trail and its Development Programme districts.
3. Provide the marketing task force of the GHTDP (consisting of MoTCA and relevant public and private sector institutions, including NTB and TAAN) with a presentation of the mapping strategy so that they fully understand the possibilities and next steps. 
Activities of Assignment 3
A. Conduct general research into GIS mapping for tourism
A short desktop analysis should be conducted which will: 

· Briefly summarise the research on the use and popularity of GIS mapping for tourism globally. 
· Research best practice globally with regard to using maps in tourism 
· Review of research into how GIS mapping is used to increase visitor numbers, length of stay or expenditure (amount, distribution related to GHTDP goals) with examples
· Analysis of how other tourism destinations and trails approach the use of maps for supplying information to tourists and how maps link in to other online and offline services.
B. Analysis of GIS mapping in Nepal
Supply side
· A review of maps and mapping tools currently produced for trekking in Nepal (local and international companies, paper and electronic maps)  their standard relative to similar trekking destinations, and information on dissemination and updating.
· List principal companies and stakeholders involved in trekking map production with an overview of capacities, strengths and weaknesses
· Include a summary of where the mapping project work under the GHTDP has currently reached.
Demand side
· Consult with private tourism operators (internationally and nationally) to find out how maps affect their business in Nepal, what they find lacking, and their recommendations
· Consultations with mapping stakeholders (private, Governmental and NGO sectors) to understand opinions about map-making in Nepal and the constraints faced and how GIS could help them do better work (for instance planning or reporting)
· Consultations with tourists (FITs and package) about their expectations for the provision of information related to choosing a trek, undertaking a trek, and the role online and printed maps play in that.
· What kinds of information (goods, services, itineraries, points of interest etc.) would the above mentioned expect to find on a map?
C. Gap analysis / SWOT analysis
Given the results from A and B, present the opportunities available to develop GIS mapping for tourism in Nepal. Focus on the mountain and hill regions of Nepal and specifically the GHTDP sections.
· Review the state of Nepal’s mapping offering with respect to international best practice 
· Outline the results of consultations with mapping stakeholders to understand opinions about map-making in Nepal and the constraints faced.
· Present stock take of GPS (and non-GPS) data potentially available from the public / private and NGO sector and its potential uses with regard to mapping. Also explain the current product offerings available.
· Identify potential benefits, and the associated costs and challenges / risks to achieving those benefits.
· Develop terms of reference for any people/consultants that may need recruiting.
D. Mapping strategy and action plan
Based upon the research findings, develop a Mapping Strategy with action plan and timeline. Include:
· A risk assessment of the strategy.
· Provide a list of activities that should be completed and their priority, timeline for completion, estimated cost and frequency (mention expected revenue generation where relevant). Include in this list the persons best placed to complete the activity and how the different people involved should be managed and paid for. Data ownership, intellectual property rights and data sharing. Ensure activities and their prioritisation consider value for money, the risk assessment and GHTDP project goals
· Set achievable (realistic), quantitative targets for all parts of the strategy.
· Provide a SWOT analysis to give a clear overview of the foundation of the strategy
· Outline a strategy to exploit the identified benefits (including recommendations of how to use mapping as a marketing tool within the marketing strategy).
· Provide a financial overview of the cost to implement the strategy and its benefits
· The strategy should have a time frame of 5 years, with a detailed plan for implementation of activities for years 1 and 2.
Additional duties
· Attend fortnightly GHTDP marketing task force meetings (consisting of MoTCA and relevant public and private sector institutions, including NTB and TAAN).
· Work out of the SNV office at least 2 days per week to participate in team discussions and planning processes and attend weekly GHTDP team meetings.
· At the end of the contract ensure that the marketing task force and the GHTDP core team understand the online strategy and the importance of the action plan and how to proceed and have a sound understanding of the website’s purpose and how their work relates and value the importance of good communication. 
· Perform other ad hoc requests that relate to strengthening the communication and management requirements of GHTDP.
4. Deliverables
· Final (online) communication strategy including executive summary, references and consultation notes, risk analysis and a prioritised action plan.
· Final mapping strategy including executive summary, references and consultation notes, risk analysis and a prioritised action plan.
· Website is optimised and updated.
· Competent website management team are in place. 
· Key stakeholders understand the importance of good communication, maps and the website.
5. Technical and professional capacity of lead consultant(s)
· Considerable working experience in the tourism industry
· Considerable working experience with websites and communications, particularly related to tourism
· Practical experience in marketing tourism products
· Practical experience carrying out tourism related research
· Demonstrable experience using web based platforms to market and promote tourism
· Excellent English language ability and sound writing skills.
· Considerable working experience with GIS and mapping, particularly related to tourism
· Demonstrable experience using web based platforms to market and promote tourism and maps.
6. Duration of the assignment
6 months.

Note: As per prevailing tax law of the Government of Nepal we deduct tax from the contracted amount.

Technical proposals should include:
· Timeline / work plan for the 6 months including the number of days.
· Daily rate (or lump sum) and expenses 
· CV(s) of proposed consultant or team
· For more information on GHT please visit: www.thegreathimalayatrail.org

The last date for submission of the proposal is 15 August  2011, 1700 hours in electronic copy or in hard copy, to the address mentioned below. Please state the vacancy code in the subject line (2011-20)
SNV NEPAL
P.O.Box: 1966
Kathmandu Nepal
nepal@snvworld.org
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