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Executive Summary 
The Jordan Inbound Tour Operators Association (JITOA) approached USAID to commission this study 

with the primary objective of undertaking “deep-dive” research into the inbound tour operator sector in 

Jordan. Specifically, the study aims to better understand its importance to the overall tourism sector, and 

its value to the Jordanian economy in terms of visitor numbers, expenditure, direct value added and 

employment. The study also aims to identify how the inbound tour operator sector has been impacted by 

recent market changes and trends related to and independent of the COVID-19 pandemic, and in turn 

identify what needs to be done to transform the sector so that it is more competitive and ultimately more 

appealing to the key markets that are interested in visiting Jordan. 

Specifically, the study focused on the inbound market segments that inbound tour operators typically 

service, which include leisure tourism (including culture, adventure, and touring), faith/religious tourism, 

health, wellness and spa tourism, and some MICE tourism. It found that this sector generated an estimated 

JD501.5 million in receipts in 2019, representing 76% of all inbound tourism leisure spending in the 

country. Overall, there were 867,000 leisure package visitors travelling to Jordan in 2019. Of this JD501.5 

million, 88% of the receipts were distributed to tourism suppliers such as accommodation (33%), 

restaurants and cafés (12%), transport (17%), and guides and attractions (26%), thereby placing inbound 

tour operators in an important position in the supply chain. Only the final 12% was retained by the 

inbound operators themselves, with much of this currently being reinvested to keep pace with the growth 

in demand for tourism in Jordan. 

The direct gross value added to the Jordanian economy from this expenditure was estimated to be 

JD330.2 million in 2019, or 20.2% of total tourism direct gross value added (TDGVA). When indirect 

gross value added of JD118.4 is included, the contribution to the economy of the inbound tour operator 

sector was almost JD519 million. Inbound tour operators are significant direct tourism employers, with an 

annual wage bill of JD32.1 million. They generate approximately 2,600 full-time jobs and 350 part-time 

jobs, with operators employing an average of 18 full-time employees each, with an average monthly 

salary of JD970. 

Whilst other areas of the tourism ecosystem in Jordan have received support from the Government, such 

as through domestic tourism initiatives, inbound tour operators have found themselves without any 

sources of income due to the closure of Jordan’s borders, whilst continuing to incur costs from staff and 

office overheads. There is a clear danger that many could go out of business in the coming months, which 

would be hugely damaging to the recovery of Jordan’s tourism sector when the pandemic passes. 

Consultations with the tour operators, as well as the broader tourism sector in Jordan, identified six key 

areas that are constraining the development and growth of the sector and will be significant as the country 

moves through the Intensive Care, Recovery and Growth phases. During the current intensive care phase 

financial support and the protection of human resources are paramount in order to secure the long-term 

survival of the inbound tour operator sector. As Jordan opens up its borders to inbound tourism, during 

the recovery phase, it must ensure that it remains competitive and does not put in place too many barriers 

that make it difficult for visitors to travel, otherwise they will seek other destinations. During this phase, 

awareness of the changed and changing markets and market segments is critical, as the tourism landscape 

will be changed forever, at least to some extent, by the global pandemic. 

Improved market intelligence, marketing and distribution of holidays in Jordan will all be important 

elements that need to be addressed for Jordan to resume rapid growth as the pandemic recedes. In addition 

to this, many of the product and operational issues that were prevalent in Jordan pre-pandemic need to be 

addressed to ensure that 2019 package visitor trip levels are resumed as quickly as possible without many 

of the problems that the industry faced before.  
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1. Introduction 
 

Globally the tour operator sector has seen many changes over the last decade due to changes in consumer 

travel habits, the rising use of online technology, and now the COVID-19 pandemic. Most countries 

worldwide have seen the proportion of FIT travelers increase at the expense of those travelling with a tour 

operator, which has led to both inbound and outbound tour operators having to reassess their business 

models in order to survive, grow, and ultimately thrive. The aim of this study was to undertake a “deep-

dive” research into the inbound tour operator sector in Jordan to: 

• Better understand its importance to the overall tourism sector in Jordan, and its value to the 

Jordanian economy in terms of visitor numbers, expenditure, direct value added and employment. 

• Identify how the inbound tour operator sector has been impacted by recent market changes and 

trends related to and independent of the COVID-19 pandemic, and in turn identify what needs to 

be done to transform the sector so that it is more competitive and ultimately more appealing to the 

key markets that are interested in visiting Jordan. 

 

The focus of the study was specifically on the inbound market segments that inbound tour operators 

typically service, which include leisure tourism (including culture, adventure, and touring), faith/religious 

tourism, health, wellness and spa tourism, and some MICE tourism. 

The methodology deployed to undertake the study included: 

 

Online Survey of JITOA Members 

This survey, which was circulated to all members of JITOA included questions covering 

operational costs and revenues in 2018 and 2019, and key issues regarding “doing business” in 

Jordan both during 2020 (during COVID-19) and previously.  It collected key data for the model 

that was built to measure the economic impact of the inbound tour operator sector, and the key 

issues that shaped the focus of the online consultations with JITOA members.  The questionnaire 

was completed by 23 inbound tour operators and is shown in Appendix A. 

 

Consultations with Key Tourism Bodies in Jordan 

Consultations were held with officials of the Jordan Tourism Board, Aqaba Special Economic 

Zone Authority and Jordan Inbound Tour Operators Association. The main focus of these 

discussions was to understand the procedures and policies that have been put in place to support 

the sector since the COVID-19 pandemic emerged in early 2020, as well as other issues that 

affected the operations of inbound tour operators in Jordan. 

 

Online Consultations with a selection of JITOA Members 

Drawing on the findings from the JITOA Members Survey, and also initial consultations with 

JTB, ASEZA and the Board of Directors of JITOA, online meetings were subsequently held with 

a number of tour operators in Jordan that were selected to represent a range of sizes, years in 

operation, and market focus.  These were: 

• Adviser 

• Amani Tours 
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• Dakkak 

• Discovery 1 

• Experience Jordan 

• Global Organizer 

• Jordan Attraction 

• Karma House 

• NET Tours 

• Petra Tours 

• Plaza Tours 

• UTA 

• Zaatarah and Co. Tourism and Travel Agency 

A full list of consultations is presented in Appendix B. 
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2. Economic Impact of Jordan Inbound Tour 

Operators 
 

2.1 Introduction 

To estimate the economic impact of the inbound tour operator sector in Jordan, four key sources of data 

were used to construct a model that enabled not only the various estimates to be made, but also for a 

process of cross-validation between all sources to ensure a strong level of confidence in the calculations. 

The key sources of data were: 

• Tourism Satellite Account: 2016 (MoTA, DOS, USAID) 

• International Tourism Visitor Survey: 2016-2017 (MoTA, DOS, USAID) 

• Tourism Statistics: 2019 (MoTA) 

• Inbound Tour Operator Survey: 2020 (USAID) 

 

The model was created for a base year of 2019, prior to the disruption caused by the COVID-19 

pandemic.  Consequently, some of the key economic data from 2016 (the Tourism Satellite Account and 

International Tourism Visitor Survey) was “rolled forward” to create estimates for 2019.  The Jordan 

Forecaster Model that was built for the USAID “Providing Industry with Tourism Data to Support 

Tourism Resilience: Recovery Planning from COVID-19” provided some of this data. 

Travel agencies and tour operators are classified by MoTA By Law No 6 2020, Tour Operators and 

Travel Agencies into the following categories: 

• Class A: issuing and selling all kinds of tickets. 

• Class B: inbound tour operators/travel agencies offering, organizing and conducting packages 

incoming to Jordan. 

• Class C: outbound tour operators/travel agencies offering, issuing, selling and organizing 

packages outside of Jordan; sale of airline tickets must be part of the package. 

• Class D: outbound tour operators/travel agencies, whose work is limited to Hajj and Umrah trips 

only; sale of airline tickets must be part of the package. 

• Class E: Travel agencies that organize and sell domestic tourism programs. 

 

JSTA is officially registered under MoTA and was created as the sole representative of tour operators in 

Jordan.  Membership is mandatory to all operators who must be licensed by JSTA before they can operate 

according to their class.  The number of businesses currently operating in each category is shown below: 

Class Description No. of Businesses 

A Ticket Sales 104 

B Inbound Tour Operator/Agency 256 

C Outbound Tour Operator/Agency 91 

D Outbound Tour Operator/Agency – Hajj/Umrah Only 50 
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Note that there is a duplication in the counts of these businesses, as some have more than a single 

classification as shown below.  In total there are 256 businesses operating across all four classes: 

Class No. of Businesses 

B Only 145 

A+B 15 

B+C 3 

B+D 4 

A+B+C 43 

A+B+D 1 

A+B+C+D 45 

 

2.2 Key Findings 

The inbound tour operator sector generated an estimated JD 501.5 million in receipts in 2019.  This 

represents 76% of all inbound tourism leisure spending in the country.  Overall, there were 867,000 

leisure package visitors travelling to Jordan in 2019, and if an estimated 90% of these visit Petra, that 

represents JD 43.4 million in entry tickets to the site alone. 

Of this JD 501.5 million, 88% of the receipts were distributed to tourism suppliers such as 

accommodation (33%), restaurants and cafés (12%), transport (17%) and guides and attractions (26%).  

The final 12% was retained by the inbound operators themselves. 

The direct gross value added to the Jordanian economy from this expenditure was estimated to be JD 

330.2 million in 2019, or 20.2% of total tourism direct gross value added (TDGVA). 

When indirect gross value added of JD 118.4 is included, the contribution to the economy of the inbound 

tour operator sector was almost JD 519 million.  Indirect contribution comes from expenditure in 

supporting industries and includes items such as food and drink, fuel, office supplies, etc.  

Inbound tour operators are significant direct tourism employers, with an annual wage bill of JD 32.1 

million.  They generate approximately 2,600 full time jobs and 350 part time jobs, with operators 

employing an average of 18 full-time employees each, with an average monthly salary of JD 970. 

An infographic summarizing the key findings is presented overleaf. 
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3 Key Challenges and Solutions 

 

3.1 Introduction 

The challenges and potential solutions to the key issues identified by the inbound tour operator sector are 

detailed in this chapter of the report. They have been categorized into six distinct groups as shown below 

on the Jordan tourism sector recovery timeline. 

The stages of recovery have been identified as: Intensive Care, Recovery and Growth. At present, the 

sector is in the Intensive Care phase, whereby the key issues are financial support and human resource 

protection.  As the borders reopen and tourism restarts, issues related to post-COVID tourism markets, 

intelligence, marketing and distribution will come to the fore, followed by product and operational issues 

(many of which were evident before the COVID pandemic). 
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3.2 Financial Support 

 

3.2.1 What are the Key Issues? 

Whilst many tour operators have benefitted from the refund of their membership fees by MoTA and JTB, 

there is considerable concern and anxiety amongst all the operators that were surveyed and consulted with 

regards to their cashflows.  With around 60%-70% of annual costs being on salaries (with an average 

monthly salary being JD970), the survival of many operators is in question.  It is estimated that over the 

next 12 months as many as 30%-40% of all inbound tour operators may cease to trade. 

For most operators, this follows on from a highly successful 2019 and what was expected to be a “best 

year ever” 2020. Consequently, many operators had employed additional staff in preparation for 2020 (in 

addition to other investments such as marketing, product expansion, etc.), and are now shouldering their 

wages at a time when there is no income, and none or very little expected until spring 2021 (at the 

earliest). 

Linked to this is the issue of marketing their services when tourism reopens. Many operators are 

concerned that a lack of cashflow will prevent them from attending trade shows and undertaking other 

marketing activities that are critical to their growth of their businesses in 2021. 

 

3.2.2 Observations and Potential Solutions 

One of the most common government interventions over the COVID-19 pandemic has been the 

implementation of job retention schemes to secure employment. Due to its labor-intensive nature, tourism 

has been one of the hardest-hit sectors, and as a consequence these schemes have been at the center of 

many business support initiatives around the world. 

The Government of Jordan should urgently consider the deployment of an employee furlough scheme for 

inbound tour operators to ensure that the sector does not lose capacity to operate at full strength in the 

post-COVID recovery period. Typical schemes in other countries follow a formula that sees the state 

paying up to 80% of the salary of employees for a fixed period, up to a ceiling amount (e.g. JD 1,000 per 

month). 

An alternative would be the issuing of salary support grants to aid the payment of staff, although these are 

more difficult to manage and fairly distribute and have been favored in fewer countries. With inbound 

tour operators in Jordan averaging between 15-20 staff, a furlough-style scheme would be most suited to 

support the sector. 
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3.3 Human Resources 

 

3.3.1 What are the Key Issues? 

Tour operators ranked “finding staff with the right skills” as by far the most significant challenge with 

regards to employment in their organizations. Tour operators typically spend up to a year (sometimes 

more) training staff, and therefore this investment needs to be protected. Operators are therefore reluctant 

to lose staff as this affects their growth plans, as they would need to commence the training process again 

with new employees. 

 

Source: JITOA Inbound Tour Operator Survey 

 

3.3.2 Observations and Potential Solutions 

At present, the situation with regards to retaining staff is highly precarious. Due to the current imposition 

of the Defense Law, tour operators are not allowed to dismiss staff from their current employment.  

Whilst this (if it were possible) would lower the overheads of operators at a time when there is little or no 

income, most operators clearly stated that they did not want to make any staff redundant as this would 

prevent them from emerging as effective operators when the COVID-19 pandemic has passed and/or 

Jordan opens up for tourism. 

However, operators also do not expect their client numbers to reach the levels achieved in 2019 until 

around 2023.  Consequently, they are likely to be overstaffed for the next 2-3 years, and it is expected that 

when Defense Law is no longer in place, there will be redundancies made in the tour operator sector.  
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3.4 Opening the Borders: Restarting Tourism 

 

3.4.1 What are the Key Issues? 

Destinations opening up to visitors, in particular leisure visitors, in this COVID-19 age require a clear and 

simple set of guidelines so that both tour operators and independent travelers have the confidence to plan 

and travel.  Evidence shows that those countries that have clearly announced the date, conditions and 

protocols for border reopening have seen strong growth in visitor numbers, whilst those that have had 

inconsistent communications around the time frame of reopening have shown net-cancellations of flights. 

Whilst Jordan has announced its reopening, at present travel to the country is not straightforward, leaving 

visitors with many procedures to comply with. Also, it is currently not possible for operators to sell tours 

to the overseas markets - accommodation establishments are not able to take bookings directly from tour 

operators for international visitors. This does not provide an enabling environment for tour operators to 

re-start their businesses. 

 

3.4.2 Observations and Potential Solutions 

Whilst there are many different examples of countries opening to tourism through simple procedures that 

minimize the risk of travelers bringing the virus in, an example of best practice can be found in nearby 

Dubai. Marketed under the banner of “Ready when you are”, the entry requirements are relatively 

straightforward: 

• All arrivals must present a valid negative PCR test that was taken no more than 96 hours before 

arrival. 

• Travelers need to complete a Health Declaration Form before their flight to Dubai. 

• Both the above are presented on arrival in Dubai, and passenger temperatures are taken. 

Most significantly, passengers arriving on Emirates flights benefit from the airline’s free travel insurance.  

This covers medical treatment should the traveler contract COVID-19 whilst in Dubai, as well as €100 a 

day for quarantine costs. 

Several other airlines have started to offer similar schemes, including Etihad, flydubai, Virgin Atlantic 

and WestJet.  Turkish Airlines and Pegasus Airlines offer similar insurance but at €15 and €12 

respectively, per passenger. 

A similar scheme for entry to Jordan and free insurance offered by Royal Jordanian could provide the 

tourism sector with the significant re-start boost it needs. 

It is also worthwhile noting that Jordan’s tourism products are mainly outdoor focused.  The risk of 

transmission of COVID-19 is therefore minimized compared to destinations where visitors spend 

significantly more time indoors. 
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3.5 Post-COVID Tourism Markets 

 

3.5.1 What are the Key Issues?  

Whilst there is considerable focus on business survival during this intensive care stage of the crisis, sight 

must not be lost of the recovery and growth stages, which are hopefully less than 12 months away. There 

is significant evidence of pent-up demand for travel in many of Jordan’s key markets, however travelers 

will re-assess where they go for holiday and what they do on their holidays in the post-COVID era. This 

will present two specific challenges for tour operators in Jordan:  

There will be a scramble for visitors as the world re-opens; most countries around the world will be 

operating from a standing start and be desperate to receive visitors. The earlier Jordan can get started the 

better. More important than a good start will be competing effectively with other destinations. Tour 

operators are a key marketing weapon in any country’s armory, and they need to be fit and ready.  

There needs to be considerable awareness of markets (generating countries) and segments (the type of 

trip) that are expected to be most active and popular once the COVID-19 pandemic eases. Tour operators 

need to adapt to these and adjust their marketing accordingly. Historically marketing strategies were 

reassessed every few years, but now they need to be updated every few months due to the changing speed 

and shape of the global recovery process. This is essential to ensure that products are marketed to the 

right market at the right time.  

 

3.5.2 Observations and Potential Solutions 

Observations made through analysis of digital research and booking data indicate that there are some key 

post-COVID-19 trends emerging in the leisure travel sector. These include: 

• Dream-trip planning: travelers plotting epic or once-in-a-lifetime trips. 

• Wellness breaks: travelling for physical and spiritual rejuvenation. 

• Adventure: travel to wilderness and remote locations, including dark skies tourism to see the stars 

and planets. 

• Camping and glamping: sleeping underneath the stars in temporary or semi-permanent structures. 

• Experiences: the pursuit of passions including walking and cycling activities, cooking, painting, 

as well as water-based activities such as diving. 

These trends are highly compatible with Jordan’s main products, leading to the conclusion that there is 

significant potential for the country to bounce back rapidly once the pandemic is brought under control or 

eliminated. 

In addition to these growth segments, Jordan needs to be aware of the speed of emergence from the 

pandemic in each market. Traditional markets that have been the mainstay of the sector (e.g. the USA) 

may not return as quickly as some of the smaller, emerging markets (e.g. Eastern Europe). So, a level of 

adaptability is required to ensure demand is maximized. In the medium to long term this may become a 

highly positive side-effect of the pandemic, with operators engaging with new markets more rapidly that 

might have happened otherwise. 

However, the level of success will depend on: 

• Intelligence, marketing and distribution of leisure packages 

• Product and operational improvements in the sector 

Both these are covered in Sections 3.6 and 3.7 below. 
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3.6 Intelligence, Marketing and Distribution 

 

3.6.1 What are the Key Issues? 

The COVID-19 pandemic has accelerated several digital trends, the most significant of which are the 

research and purchase of holidays online. Long periods of lockdown have seen significant increases of 

research into holidays, visiting destination websites and browsing online travel agents. Even before the 

pandemic, in 2019, more than 60% of travel bookings in Europe and the United States were digital, and 

online travel agents can have a market share as high as 50%, particularly for smaller independent hotels 

and operators. 

The Inbound Tour Operator Survey showed that whilst most operators used their websites for marketing 

their products, effective use of social media channels were less prevalent, indicating significant 

opportunity for improved digital marketing. 

 

Source: JITOA Inbound Tour Operator Survey 

 

Operators identified introductions/matchmaking with international operators in key source markets as the 

most significant activity that would help them to market more effectively. However, jointly in second 

place was having a specialist in-house marketing team and better digital marketing skills. 
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 Source: 

JITOA Inbound Tour Operator Survey 

 

Whilst having better research and information regarding source markets and market trends was ranked 

fourth, in the consultations several operators highlighted the requirement for truly independent research 

on source markets. Several were concerned that JTB’s research was politically motivated and might not 

accurately reflect global tourism trends. 

 

3.6.2 Observations and Potential Solutions 

Many tourism businesses have struggled to keep pace with changing consumer preferences around digital.  

In particular, many tourism SMEs have not been fully able to integrate new digital capabilities in the way 

that larger businesses have, with barriers including language issues, and low levels of digital fluency. The 

commission rates on existing platforms, which range from 10% for larger hotel brands to 25% for 

independent hotels and other operators, also make it difficult for SMEs to compete in the digital space. 

Jordan would benefit significantly from increased visibility of its products online so that operators of all 

sizes are able to market and sell their products more effectively – levelling the playing field for SMEs.  

The Tourism Exchange Australia (www.txa.com.au) platform, which was created by the Australian 

government is an example of enabling at scale. It acts as a matchmaker, connecting suppliers with 

distributors and intermediaries to create packages attractive to specific segments of tourists, then uses 

tourist engagement to provide further analytical insights to travel intermediaries. The system works for all 

sizes of business, from micro to small, medium, and larger hotels, resorts, tours, attractions, and event 

operators. 

For operators to benefit from such a system (and indeed, online marketing in general) having a visually 

impactful and content rich website is important. Website improvements should be a priority for many 

operators, including expert advice on search engine optimization (SEO) to increase visibility. Finally, 

there is a clear lack of informative and readily accessible tourism research and a level of mistrust in 

published national tourism statistics. The development of an independent tourism research department 

that includes the public and private sector in its decision making and operations is clearly required. Whilst 

many operators undertake their own research, this is limited and many lack resources to do it effectively. 
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3.7 Product and Operational Issues 

 

3.7.1 What are the Key Issues? 

Many of these issues have been identified in other studies and are known weaknesses within the tourism 

sector in Jordan. However, they became prominent in this study as constraints that operators recognize as 

holding back the development and growth of tourism in the pre- (and subsequently post) COVID eras. 

Tourist Guides: There is a general lack of guides with in-depth knowledge about Jordan’s history and 

culture, as well as with good language skills. Guides that speak English, Chinese and Portuguese were 

highlighted as being in short supply, and better knowledge of Jordanian history was also identified. 

Transport: Most tour operators identified tour buses as being too short in supply and too old. Overall, 

there appears to be a lack of modern transport to move groups around in Jordan. None of the operators 

raised the issue of segmentation in the sector preventing them from operating land transport; indeed a few 

referred to it as being beneficial as it outsourced an investment expense that they would otherwise need to 

address. 

Accommodation: The severe shortage of accommodation in Petra was raised by virtually all tour 

operators that were consulted. This is clearly impeding operations, particularly during the high season.  

There is a concern that the COVID pandemic may be responsible for a loss of up to 20% of rooms in 

Jordan, creating even greater pressure on the accommodation sector. 

Seasonality: Several operators felt that the tourism sector was becoming less seasonal, as demand year-

round was rising. This of course is welcomed by operators as it helps with cashflow. However, many 

operators still felt that there was much that could be done to increase demand in the low and shoulder 

seasons, which would enable them to operate more efficiently. 

Tourist Sites: Many historical sites lack proper interpretation, and museums are often outdated and 

provide poor presentation. Littering and intentional damage (vandalism/graffiti) in and around sites is 

lowering their attractiveness and value. There is also a risk of over-tourism in certain sites, particularly 

Petra. 

Air Access: Royal Jordanian tends to serve the traditional (historically speaking) markets that have 

visited Jordan; however, some operators believe that the airline should be more aware of global demand 

trends such as increased interest in Jordan from Latin America. Several Low-Cost Carriers (LCC), 

including European giants Ryanair and easyJet, recently entered the market and opened routes to Jordan. 

These have led to an increase in independent travelers, marking a significant shift away from the 

traditional package traveler (although this segment still dominates). LCC visitors tend to be younger and 

more adventurous, as well as more interested in off-the-beaten track (non-traditional) destinations. 

Sustainability Awareness: The post-COVID tourist is expected to be more environmentally aware than 

ever before. Destinations that have clear and effective green tourism policies and practices are expected to 

benefit the most. 

Institutional Structure: Tourism laws are too restrictive and outdated, and there is duplication of some 

roles between MoTA, ASEZA, PDTRA and some of the other ministries. This often leads to a lack of 

communication and understanding between the various tourism associations and government, reducing 

Jordan’s overall competitiveness. 
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3.7.2 Observations and Potential Solutions 

Tourist Guides: Tour guide training courses were identified as being too lengthy (9-12 months), require 

too high-level qualifications (a 4-year bachelor’s degree) and therefore too many barriers for entry. Fast-

track intensive courses on general and specialized topics were suggested by several operators as a way of 

increasing numbers whilst maintaining quality. 

Transport: More modern fleets of buses (of all sizes) are required, of an international standard and safety 

(such as having seat belts). It is expected that smaller groups will increase in popularity in the post-

COVID era, and therefore supply needs to be boosted in 8 to 12-seater transport. 

Accommodation: Increased room availability, particularly in the 4-star category, is urgently required for 

visitors to Petra. 

Seasonality: Operators could help spread demand across the year more effectively if they had access to 

accommodation prices at least 12 months in advance. Many operators pointed out that hotels tended to set 

their prices at short notice, based on demand and what their competitors are doing. Having a more long-

term pricing strategy would allow operators to offer competitive low season prices in the marketplace.  It 

was also felt that JTB (and all operators) should start to promote Jordan as “one season”. The weather is 

good for most of the year, and therefore it is possible to visit most of the key attractions in any month.  

Visitors tend to avoid “low season” travel as it is perceived to offer a poor experience in many 

destinations, which is not necessarily the case in Jordan.  

Tourist Sites: Improvement of facilities such as restaurants, cafés and bathrooms in and around sites is 

critical to improve visitor experience and deliver the “promise” that is made in marketing and 

promotional materials. Measures to curb littering and vandalism (including penalties) at sites are also 

urgently required. 

Air Access: Direct flights generate the greatest demand for leisure tourism in destinations. Greater 

awareness of emerging trends within Royal Jordanian and attracting direct routes from foreign airlines 

and low-cost carriers will significantly impact demand for Jordan. Whilst the LCCs potentially offer a 

threat to the inbound tour operators, most viewed their emergence as an opportunity, particularly in 

providing a boost to local transport, small hotels (pensions), and traditional restaurants away from the 

typical tourist routes. Some operators also saw an opportunity to sell trips to these visitors after they had 

arrived in Jordan. 

Sustainability Awareness: There are already some good examples of tour operators adopting green 

tourism initiatives, such as Experience Jordan’s carbon offsetting program whereby it is using hydroponic 

farming to provide food for camping tours and supply eco-lodges.  The Government can encourage and 

support such schemes by providing grants and/or funding that is dependent on the implementation of 

sustainable practices. 

Institutional Structure: A global trend shows that partnerships – strong coordination and cooperation 

between public and private sector – are rapidly developing in many countries, as these are seen to 

facilitate the development of the tourism sector. Several operators called for a greater private sector voice 

within JTB to improve its effectiveness, and others suggested a single overarching body to set and enforce 

world-class standards for the entire industry, including a new Tourism Law. 
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4. Conclusions 
 

The study clearly identifies the value of the inbound tour operator sector in Jordan. With it generating 

over half a billion Jordanian dinars, and contributing to over 20% of total tourism direct gross value added 

(TDGVA), it is clearly an important segment within the tourism sector. 

However, it has, arguably, been the hardest hit by the COVID-19 pandemic, with virtually no 

opportunities for generating income and little support from government interventions. The area that needs 

most urgent support is human resources. Tour operators clearly value their staff as many have trained 

them over several years and are reluctant for them to leave. With salaries being the largest overhead for 

most operators, a salary support grant scheme could save many operators from collapse, which would 

severely affect Jordan’s ability to compete with other destinations when tourism opens up globally. 

Generating a level of confidence for both tour operators to market and sell and visitors to travel is 

essential in order to restart the industry. There needs to be a clear and simple set of procedures that are 

fixed from the time visitors book their holidays, to raise that level of confidence to one that will generate 

bookings. At the same time, these need to protect residents and travelers alike, and minimize the risk of 

spreading COVID-19. 

A range of other issues that have inhibited the growth of the inbound tour operator sector should be 

addressed at this time, when there is a natural break in the annual tourism cycle. Many destinations are 

taking this opportunity to re-think tourism development and marketing strategies, and Jordan should do 

the same. Awareness of how markets might change in the post-COVID-19 era is also important, and 

Jordan can expect to benefit from many of these due to the type of product it offers. 

2020 was expected to be a bumper year for tourism in Jordan. This has not turned out to be the case. 

However, the sector has considerable potential and a bright future. Destinations will become increasingly 

competitive in the future, especially as the race to rebuild tourism sectors across the globe will be at full 

pace. Jordan must therefore ensure the inbound tour operator sector, and indeed all stakeholders, are in a 

position to prosper when tourism resumes its pre-COVID-19 levels of growth. 
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Appendix A: Inbound Tour Operator Survey 

Questionnaire 
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Appendix B: List of Consultations  
 

Name Company/Organization 

HE Dr Al Razzaq Arabiyat Managing Director, Jordan Tourism Board 

HE Mr. Sharhabeel Madi Tourism Commissioner, ASEZA 

Board of Directors Jordan Inbound Tour Operator Association, including the following 

tour operators: Petra Tours, Amani Tours, Zaatarah and Co. Tourism 

and Travel Agency, and Discovery 1 

Ms. Ghada Najjar Karma House 

Mr. Ayman Abdulkarim Experience Jordan 

Mr. Nabih Riyal Plaza Tours 

Mr. Ziad Dakkak Dakkak 

Mr. Anan Dirawi Global Organizer 

Mr. Ahmad Shanti Adviser 

Mr. Sam Dababneh Jordan Attraction 

Ms. Raja’ Jazzar NET Tours 

Mr. Mahmoud Salameh UTA 

 


