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1. INTRODUCTION

This Tourism Quarterly Review summarizes the performance of the tourism sector till Q3
2024. It will detail the achievements, analyze the impact of the war on Gaza on the tourism
sector, as well as provide scenarios regarding the potential impact for Q4 2024. Additionally,
this review will include a set of priorities which will form the action plans for 2024 for the
Ministry of Tourism and Antiquities (MoTA)*

Furthermore, Quarterly Reviews will be published on the Ministry of Tourism and
Antiquities website and disseminated to key stakeholders at the end of each quarter.

To access the Tourism Statistical Dashboard, please scan the QR-Code below.

1 MoTA includes Ministry of Tourism and Antiquities, Jordan Tourism Board and Department of

Antiquities



2. TOURISM PERFORMANCE SUMMARY - Recent History

At the time, 2019 was a record year for tourism having attracted 5,360,586 Visitors, thus
generating 4.1 billion JD of receipts.

As a result of COVID-19 in 2020 the tourism sector witnessed a massive decline in tourism
numbers with a drop of ¥77% in number of visitors and ¥ 76% drop in terms of receipts
compared to the previous year.

In 2021 the offshoots of recovery began to surface with A 90% increase in the number of
visitors and receipts compared to 2020.

2022 witnessed a A 114% increase in the number of visitors Vs 2021, with an equivalent
increase of A117% in receipts.

2023 was the pinnacle of success for tourism in Jordan having attracted 6.35 million visitors
with receipts of 5.25 billion JD. Unfortunately, this trend was interrupted by the war on
Gaza which began to surface in November 2023 and continued into 2024 — details of the
impact of this war up to the end of Q3 2024 are articulated in the sections below

2019 2020 2021 2022 2023 Jan - Sep 2023  Jan - Sep 2024
# Visitors | 5,360,586 1,239,910 2,358,675 5,049,105 6,353,778 | 5,058,864 4,702,267
% Change -76.9% 90.2% 114.1% 25.8% 7%
2019 2020 2021 2022 2023 Jan - Sep 2023 Jan - Sep 2024
Receipts 4.10 1.00 1.89 4.12 5.25 4,125.8 3,950.4
(Bn JD)
% Change -75.6% 90.0% 116.8% 27.4% 4.2%




3. TOURISM PERFORMANCE SUMMARY - Q3 2024
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The number of visitors for Q3 2024 reached 4.7 million, which represents A 12.3% above
target for the same period. This, however this is ¥ 7% below the number of visitors for the
same period of 2023, but is still A 14.5% higher than Q3 visitors of 20192. The projected
drop for the year 2024 compared to 2023 is ¥ 6.6%.

22019 is internationally recognized as the “base year” for tourism performance according to UN

Tourism



Q3 Receipts Vs Targets - (BN ID)

Q3 Receipts Vs 2023,2019 (UN Tourism Base Year)
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Similarly, the receipts generated by tourism in Q3 2024 reached JD 3.95 billion JD, which
represents A 2.5% above the target for Q3 2024. However, this is ¥4.2% below Q3 receipts
of 2023, but is still A25.6% above 2019 receipts for the same period. The projected drop for
the year 2024 compared to 2023 is ¥V 4%.

It is clear the war on Gaza has a detrimental impact on the performance of tourism in
Jordan, as witnessed by the drops in number of visitors and receipts — this is explored in
details in subsequent sections of this document



4. IMPACT OF WAR ON GAZA
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As can be seen, the impact of the war on Gaza commenced in November 2023 and
continued through to Q3 of 2024, with the exception of February and June of 2024.
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Further analysis revealed that the most significant decline came from International (mainly
European and North American) visitors, but this was partially offset by an increase in GCC
visitors and Jordanian Expats. November 2023 - September 2024 witnessed a “loss” of

V 466,328 visitors compared to the same period of pervious year(s), with the biggest net
loss occurring in March 2024 (partially due to Ramadan occurring in this month).



Several factors contributed to the reduction of international tourist arrivals including
concerns over travel safety due to the war on Gaza as well as cancellation of inbound routes
by Low Cost Carriers.
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The financial impact of the loss in visitor numbers (¥ 375,729,289 Nov 2023 - Sep 2024)

2023 2024

1

02
23,167 496

11,126,04
B 10,544,985

B 422710
.
1,926,399
I 20
47,034
11977155
I :- 20040
20,2575
73,620
I 19,100,280
=
.
I 17 2s 00
I 07610
355,970
‘ 3 060

B 1166550

&
=
n
=]

[41,276,389)
36,052,922}

tag13.400 [l
[2.340,961)
[
(5.424,68¢) [
15,22
15.003.423) [ ]
wsaose N

2156540
matrses)
12,582,875)
(4,534,25
191,727
(2,933,658)

1.276,641)

517
(@

isee7osz1) (I
{o.873;576)

(72.253,1886)

(63310

(84.910,527)
14,288,841 (60,134,588} (28,552,133} (27,001,919) 23,628,299 [111,454,212) (21,289,416) (52,416,071) 8,408,359 (33,824,856) (18,186,006) (45,846,945)
Oct

Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sap

By taking the average expenditure of each segment (International, GCC, Arab and Expats)
into consideration, it can be deduced that the tourism sector in Jordan “lost”/would have
gained an additional 375.7 million JDs between November 2023 and September 2024 had
Jordan received the same number of visitors in previous/similar timelines.

It is worth noting that the main clients of hotels are international visitors, hence a drop in
their numbers will significantly reduce hotel occupancy rates; conversely the increase in
GCC, Arab and Jordanian Expats may not fully compensate the absence of international
tourist as far as hotel occupancy rates are concerned due the fact that these segments are
more likely to have their own accommodation and tend to visit rural areas where there is a
dearth of hotels.

However, despite the negative impact of the war on Gaza, the tourism sector remains
resilient, with the number of newly-registered tourism establishments outpacing the
number those closing down. This phenomenon is apparent even in times of turbulence such
as COVID-19 period.?

3 Source: MoTA — Licensing Department
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The most significant impact of the war on Gaza emanated from international tourist — For
the period of November 2023 till September 2024, the number of international visitors
declined by ¥ 665k, thus reflected by a drop of ¥ 544 million JD. This huge drop in
international visitors was partially compensated by an increase in GCC visitors A 213k
visitors with a value of A 164 million JD. Additionally, the receipts of Jordanian Expat visitors
increased by A 55 million JDs, whilst the receipts from Arab visitors declined by ¥ 51 million
JD. These fluctuations resulted in a global decline of ¥ 466k visitors with a value of ¥ 376
million JDs.

# of Visitors/Receipts lost compared to previous months distributed according to expenditure categories in TSA
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By reflecting the expenditure patterns of the various tourist categories (international, GCC,
Arab and Jordanian Expatriates) on the percentage of spending on the expenditure items as
per the Tourism Satellite Account (TSA), it can be deduced that for the period of November
2023-September 2024, the Accommodation sector “lost” ¥ 42 million JD and the Food &
Beverages sector “lost” ¥ 33 million JD.



5. PREDICTIONS FOR 2024

The impact war on Gaza on the tourism sector began to surface in November 2023. Nov-Dec
2023 witnessed a “loss” of ¥ 109,856 visitors had the same number of visitors for the same
period for the same months of the previous year arrived during this period. Similarly, H1
2024 saw a “loss” ¥ 239,842 visitors. Additionally, Q3 saw a “loss” ¥ 116,631 visitors.

The average percentage drop up to Q3 2024 is ¥ 7%. If this percentage of decline continues
throughout Q4 2024, the additional “loss” of visitors for Q4 2024 will amount to ¥ 86,759,
hence the total “loss” of visitors since the start of the war on Gaza will reach ¥533,847.
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In term of receipts, the impact during Nov-Dec 2023 witnessed a “loss” of ¥89,686,721 ID
had the same number of visitors for the same period for the same months of the previous
year arrived during this period. Similarly, H1 2024 saw a “loss” ¥ 187,124,961 ID.
Additionally, Q3 saw a “loss” ¥98,917,608 ID.

The average percentage drop of receipts up to Q3 2024 is ¥ 4.2%. If this percentage of
decline continues throughout Q4 2024, the additional “loss” of receipts for Q4 2024 will
amount to ¥ 70,968,837 JD, hence the total “loss” of receipts since the start of the war on
Gaza will reach ¥430,286,541 ID.

These above-mentioned calculations represent the “realistic” scenario. This is more
optimistic than the predictions of the Central Bank of Jordan (CBJ)?%, who estimate a “loss” of
V¥ 700 million JD.
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It is worth noting the impact of the war on Gaza is not uniform across the Kingdom and
various establishments in Tourism value chain, with Petra being the most affected location
due to the significant drop in international visitors, which represent over two thirds of
Petra’s visitors - MoTA will be pleased to collaborate with ASEZA & PDTRA to conduct
further analysis of the impact of the war on Gaza in the Golden Triangle in order to assess
the special circumstances of this region.

4 Meeting with MoTA and CBJ on 17% July 2024



6. PRIORITIES FOR 2024

In pursuit of continuous improvement and resilience to deal with the challenges that face
the tourism sector especially during times of turbulence such the war on Gaza, MoTA will be
focusing on the following priorities during 2024 and beyond.

6.1. Economic Modernization Vision Requirements

MoTA will deliver its commitments to the Economic Modernization Vision (EMV) by
following up on all of the government priorities that are specific to tourism, each of which
consists of a number of activities with specific delivery dates. MoTA will monitor the
performance of these activities on a monthly basis and report to the Prime Ministry Delivery
Unit (PMDU). Additionally, MoTA will focus its efforts and activities to ensure the delivery of
growth in tourism KPls as specified in the EMV.

6.2. Jordan National Tourism Strategy (2025-2028)

MoTA will develop a National Tourism Strategy (2025-2028) to succeed the (2021-2025)
version. This will take into consideration all the requirements of the EMV including KPIs and

Priorities.

Action
SMART  plans
EMV 10% YoY Growth
) 99k Additional Employees Project 01  -—--semmmeee
KPI's | Enhance visitors experience _L—» Project 02  ---- -
’ JNTS 2025-2028 - i [ SS——
4 Project 03 EMV 2023-2025
( |
] EW’}UN Growth J Project 01 -—- \ | Prierity 01
g | Resilience / | Project 02 - \ ol Priority 02
e Development Fund P . \ E L.
& USP Marketing £ IProduCt Development — Project 03 -—- \ Priority 03
E Product Development E iH R - A\
S| Quly of Services 5. | ATuman Resources [T 4§ R — )\ «| Priority 01
Enhance visitors experience 9 | Marketing Project 02 - S 8| priority 02
= Project 03 g Ol priori
g IHeritags Protection ——___ rojec ’,/ Priority 03
=l ™~ /
Resilience ) 0| ||Reforms : e Project 01  -—-- Priority 01
LﬂrdLsn Zsca Unique Destination — Project 02 o =| Priority 02
ir/Land Connectivity Project 03 -—-- Priority 03

Heritage Protection/development
Quality of Services

Product Development ‘ Project 01
Incentivize Investment A Project 02 -
Sk\ng,’Upskn\ungfﬂeskwllwnchrkforte H Project 03

& Local Community Empowerment

Pillars

Sector Development

6.3. Connectivity

The war on Gaza has diminished the level of air connectivity between Jordan and tourism
source markets due to the cancellation/reduction of routes operated by Low Cost Carriers
e.g. >Ryanair reduced its routes to Jordan from 25 to 3 and others such as easylJet cancelled
all its flights. In 2023, these carriers operated 2,925 flights to Jordan, carrying 445,856
visitors 82% of which are international visitors.

MoTA will endeavor to compensate such losses by providing financial incentives to airline
operators such as LCCs, Charter Flights and Regular Operators including Royal Jordanian to
expand their routes networks from existing/new tourism source markets.

Connecting the most popular tourism sites with land transport facilities (scheduled bus
service) is under consideration by MoTA — this will enable visitors to expand their travel
itineraries to a wider geographical span, which will also distribute the benefit to the

different localities/ local communities.

5 Source: Jordan Tourism Board



6.4. Seasonality

One of the biggest challenges faced by the Jordanian tourism sector is that of seasonality,
whereby the low season poses a number of issues such as underutilized resources, thus
impacting hotel occupancy rates, reduced revenues and diminished employment. To reduce
the negative impacts of seasonality fluctuations, MoTA will develop bespoke/targeted
marketing campaigns for each segment that will include financial incentives for tour
operators who extend the tourist length of stay to 6+ nights, joint marketing campaigns,
sponsorships of large events/festivals/conferences in the low season etc. Marketing plans to
combat the impact of seasonality will be developed based on high level of patterns of
tourist segmentation (International, Arab and Jordanian Expats) as well at lower levels of
granularity (country level).

Targeted Marketing to reduce seasonality
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6.5. New Products/Source Markets

MoTA will pursue new source markets including, but not limited to the Chinese, Russian,
African, Indian, Pakistani, Malaysian, Indonesian and Arab markets including foreigners
residing in GCC countries. Marketing plans will also focus on various product segments e.g.,
Medical & Wellness + Faith tourism in Africa where a high percentage of the population are
of the Christian faith such as Ethiopia (64% Christians), Kenya (85% Christians), and Rwanda
(94% Christians) in addition to specific campaigns for Islamic faith tourism. Other product
segments that are ripe for growth include adventure tourism and MICE tourism (Meetings,
Incentives, Conferences and Exhibitions); therefore, MoTA will actively offer incentives to
attract international conferences to take place in Jordan.

MoTA will utilize a variety of communication channels such as digital media, exhibitions,
sponsorships, conferences and partnerships to promote the various tourism product
segments.

Additionally, MoTA will build on the declaration of Jordan as a regional hub for Medical &
Wellness Destination by UN Tourism — to this end MoTA has formed a Wellness Council
whose members are experts in this domain who are tasked with creating a long-term
Wellness strategy & associated action plan in addition to the establishment of a Wellness
Academy in the Dead Sea in collaboration with UN Tourism.

6.6. Investments

Investments are the growth engine for the development and advancement of tourism in
Jordan. MoTA, in collaboration with UN Tourism has published the “UN Tourism Investment
Guide” for Jordan. Additionally, MoTA has completed a Kingdom-wide scan of all potential
tourism investment opportunities, which will form the basis for a “Tourism Investment
Map” that may be published on MoTA website.

Furthermore, MoTA has established a “Tourism Development Fund” as referenced in the
newly-published Tourism Law in order to enable SME/Micro entrepreneurship and provide
financial assistance to the sector in times of difficulties.

6.7. Training and Employment

The tourism sector currently employs 56,022 employees, most of which are in the
hotel/restaurant segment. MoTA’s training program, in line with the newly-released
Training Strategy will focus on skilling, re-skilling and up-skilling of job seekers, existing
employees and well as service providers in local communities. Additionally, training will be
provided to “front liners” especially informal groups such as camel and horse riders in Petra,
4x4 vehicle drivers in Wadi Rum, local guides, tourism bus drivers, tourism police and
passport control staff at border points.

Additionally, MoTA has developed a repository of over 220 local experiences and published
their details on https://traveljordanian.com/



https://mota.gov.jo/AR/List/%D8%A7%D9%84%D9%81%D8%B1%D8%B5_%D8%A7%D9%84%D8%A7%D8%B3%D8%AA%D8%AB%D9%85%D8%A7%D8%B1%D9%8A%D8%A9_%D9%81%D9%8A_%D8%A7%D9%84%D9%82%D8%B7%D8%A7%D8%B9_%D8%A7%D9%84%D8%B3%D9%8A%D8%A7%D8%AD%D9%8A
https://traveljordanian.com/

6.8. Domestic Tourism (Urdunna Jannah)

Despite the fact that revenues from domestic tourism do not contribute to MoTA’s receipts
targets, MoTA has developed a domestic tourism program with financial subsidies (free
transport, free guide and discounts at restaurants/ hotels/camps) to enable Jordanians with
limited income to enjoy an abundance of Jordanian tourism destinations and provide
economic activity to the various operators in the tourism ecosystem (hotels/camps,
restaurants, tourism transport, tour guides and tour operators).

Additionally, Urdunna Jannah is an important management tool to boost/restore economic
activity in the tourism ecosystem — due to the economic difficulties faced by tourism entities
in the Golden Triangle (Petra, Agaba and Wadi Rum) as a result of the decline in
international tourist in these locations, MoTA was able to direct domestic tourism to these
location by sending 94,011 out of the 261,009 domestic tourists up to Q3 2024 via its
Urdunna Jannah program.

O JOIDAN

Kingdom of Time

-

# Domestic Tourists o # Tour Operators # Tourism Transport/ # Hotels/ Camps
Tour Guides

122,375 163 3,170 44

261,009 157 8,631 69

6.9. Site Management

Historical sites such as Jerash, Citadel, Mukawer, Umm Qais, Um ar-Rasas, Ajloun Castle,
Agaba Castle, Shobak Castle etc. are major tourism assets, therefore their Rehabilitation,
Restoration, and Maintenance is a key priority for MoTA —to this end, MoTA will mobilize
over 70 projects in pursuit of this important activity. Such projects will include new
innovations such as the Research Center for Archaeological Studies and Storing of Artifacts
at the Nuweijis Site, Tabarbour.

Additionally, Umm El Jimal was inscribed as a UNESCO World Heritage Site — this will entail a
cluster of activities revolving around site improvements & maintenance (visitor center,
gates, roads...), promotions such as narratives/videos/signs/local guides etc. as well as
product development & investments such as shops, restaurants and local community
handicrafts.



6.10. Regulatory Reforms

MoTA will complete the activities associated with the new Tourism Law (issued in May
2024) and its associated bylaws/instructions. Additionally, MoTA will focus its activities on
classification of tourism entities, thereby leaving the licensing function to local authorities,
hence improving the investor journey.

6.11. Digital Maturity Assessment

MoTA will collaborate with the Prime Ministry Delivery Unit to conduct a Digital Maturity
Assessment with a view of digitizing a full set of services and applications such as Data
Management Platform.

6.12. Crisis Management

MoTA will develop Crisis Management Plans that will take into consideration the perceived
risks facing the sector and develop Action Plans in order to alleviate the impact and ensure
resilience and sustainability of the sector.

6.13. Market Research/ Studies

MoTA plans to conduct a number of studies including Tourist Satisfaction Survey, Entry/Exit
Survey and Tourism Satellite Account (TSA).



/7. SUMMARY

2023 was a record year for tourism in Jordan. The war on Gaza has impacted the tail end of
2023 and continued through Q3 2024 mainly due to the decline in international tourist
arrivals. Despite the fact that the tourism sector is of sensitive disposition, it has proved
itself to be resilient and capable of swift recovery. MoTA and its key stakeholders including
the Central Bank of Jordan, Social Security Corporation and the Development and
Employment Fund as well as the various Tourism Associations are monitoring the situation
on a regular basis and taking all possible actions to mitigate/reduce this impact and pave the
path to a smooth recovery.

END OF DOCUMENT




