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Welcome to the UNESCO World Heritage
Sustainable Tourism Toolkit
Sustainable planning and management of tourism is one of the most pressing challenges
concerning the future of the World Heritage Convention today and is the focus of the
UNESCO World Heritage and Sustainable Tourism Programme.
These ‘How To’ guides for World Heritage Site managers and other key stakeholders will
enable a growing number of World Heritage Site communities to make positive changes
to the way they pro-actively manage tourism.

How to use this guide
These easily accessible ‘How To’ guides are focused on best
practice approaches to sustainable economic development
through tourism. The first of their kind, the ‘How To’
resources offer direction and guidance to managers of World
Heritage tourism destinations and other stakeholders to help
identify the most suitable solutions for circumstances in their
local environments and aid in developing general know-how
for the management of each destination.
The ‘How To’ guides bring best practice knowledge to the full
WH community, so that site managers, tourism professionals,
conservation professionals, and communities around the
world understand the possibilities of sustainable tourism and
what key issues have already been achieved.

These resources are a valuable asset to site managers
in particular, who often lack the tools and know-how to
effectively manage and maximise tourism benefits, while
minimising its negative impacts.
Our series of guides have been structured as a step-by-step
process for site managers.
Guides 1-4 establish the basic foundations for sustainable
tourism (these are coloured yellow).
Guides 5-10 are tailored to more specific issues, which will
have greater relevance at some sites than at others (these
are coloured orange). We recommend that site managers
explore each guide, however, as sustainable tourism is a
holistic process, addressing all issues in a strategic manner.
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Our Objective
The goal is to stimulate local solutions in communities
through capacity-building in best practice. With the immense
scale and variation of World Heritage Properties around the
globe, coupled with scarce human and financial resources,
this is now more important than ever. Site managers and
other stakeholders in the tourism sector must have access
to these types of innovative sustainability tools in order to
develop and formulate their own successful results.
Ideally, site managers and other users will begin to navigate
through this system by learning basic ideas and guidance.
The system then enables the user to delve deeper into any
given subject that falls in line with their local interests, needs,
and aspirations.
Our objective for these guidance resources is to enable
the growth and success of an entire community of World
Heritage Properties, making positive changes to their local
surroundings and pro-actively managing tourism in their
areas. In parallel, by establishing this community, we aim to
facilitate knowledge exchange of the most progressive ideas,
and encourage their implementation and evolution.
The driving ethic for the ‘How To’ guides is to explain
critically important ideas for sustainable tourism in World
Heritage sites in a clear and concise manner, conveying the
key knowledge and processes in a reading time of under 20
minutes per idea. Our goal is to make implementing the ideas
of sustainable tourism easier to understand and put into
practice for all parties involved.

Getting started
We understand the complex range of different societies in
which World Heritage sites exist, and the many challenges
site managers face on a daily basis. While the intention is to
encourage each site to undertake most, or at least many, of
the tasks included in the guides, considering them together
all at once may seem daunting and even impossible.
We have developed this tool as a source of guidance and
inspiration. It is a menu of ideas from which you, the user,
may choose to put into practice, helping your World Heritage
site become more sustainable for its current and future
visitors.
Getting to know these ‘How To’ guides will move your site
towards better self-management and sustainability rather
than demand a level of sophistication that might simply be
unattainable for some World Heritage sites. We would urge
all site managers to read through these resources thoroughly
and begin to think about what positive steps can be taken to
implement these changes. Again, we remind each user that
results will differ for each site, and the circumstances of the
local environment and community must always be taken into
consideration.
Sustainability is a complex system to navigate. Please feel
free to ask any questions regarding the information provided
in the ‘How To’ guides, or send us your feedback. We are here
to help.

Guide 9 Securing funding and investment
This guide will tell you some ways that you can secure investment in order to help make the
aspirations developed from these guides for your site and the destination as a whole a reality.

Why this matters
Sustainability is always to an extent about financial
sustainability. Having enough income to sustain the
heritage values of the site for future generations is a critical
issue. Money ultimately determines whether all of
the possibilities presented in the previous Guides are
actually feasible.
Resources are always finite. Very few sites have adequate
investment to do everything they need/want to do, so
all sites, to a greater or lesser extent, need to think about
attracting additional/new funding and investment
to make the progressive changes necessary for a more
sustainable destination.

1. T
 he four ways to finance World Heritage –
a beginner’s guide
There are basically only four ways to finance and sustain
your heritage site:

1) Taxation
The conventional model is based on the state, regional, or
local government imposing taxation directly (through
visitor taxes imposed at point of entry) or indirectly (through
taxing tourism businesses) on the travelling public, which
is then returned to the site as subsidy for conservation works.
For many people engaged in the conservation of World
Heritage sites, this will be the preferred model.

2) Raising commercial revenue on site
This is another common model in which site authorities
raise revenue locally from increased or higher value ticket
sales, retail, food and drink, accommodation, transport and
experiences, and re-invest this into the conservation
of the site. For many site management organisations, this
is often the solution, but it carries all the potential negative
issues that can result from greater footfall or increased
economic exploitation of the site. Raising commercial
revenue on site is important, but it will cover only
a fraction of the tourism spending in your destination, the
majority of which is not spent at the site (See Guide Seven,
Adding value through products, experiences and services).

3) Raising commercial revenue beyond the site
Some sites can sell products, services, experiences, or
intellectual property beyond the destination. A growing
minority of World Heritage communities have developed
business models that transcend the local resident and tourism
demand for products and have developed revenue streams
for products, services, experiences, or intellectual property
from beyond the destination (See Guide Seven, Adding value
through products, experiences and services).

“Sustainability is always to an extent
about financial sustainability. Having enough
income to sustain the heritage values of the
site for future generations is a critical issue.
Money ultimately determines whether all of the
possibilities are actually feasible.”

4) Fundraising or working with others to secure
investment
A growing number of sites are developing new
fundraising models. You need to be clear what your
revenue-generating strategy is, as it will inform how you
develop your destination. That will be addressed in this Guide.

2. B
 e clear how much funding/investment
is needed to maintain and bring about the
desired progressive changes to the site
and destination
Is there a funding shortfall to preserve, interpret, and enhance
the values of the site?
How much money do you need?
A sustainable tourism strategy (as set out in Guide 1,
Understanding tourism at your destination) should identify
the actions that need to be undertaken. From this, it is
relatively simple to put a cost on the different actions and
work out a timescale, which in turn, will enable an annual
budget to be calculated.
Being clear about how much funding/investment you
need and what you need it for is critical to the way
that you attract it. The first questions any serious investor
or donor are going to ask are:
‘What do you need money for?’
‘How much money do you need?’
‘What benefit will I get from giving you money, and how will
doing this help me achieve my objectives?’
‘Why hasn’t the government paid for this?’
You need to anticipate potential questions and
provide clear answers.

3. B
 e clear what you need funding/
investment for
Make a list of actions and/or activities that need to take
place and an estimate of their costs. Then, identify those
actions/activities that have no current funder. Being
clear about the need for funding is one of the most important
elements of fundraising. Some areas will attract investment
and funding more easily than others, but at this stage, just
be clear about what you need money for and why.
Identify the likely outcomes from those actions and
activities. A simple action might have several different
outcomes. For example, restoring a building or a habitat
might be an end in itself, but it may also be:

A means to alleviate poverty in the host community
by offering craftsmen or women work
Become an educational opportunity
Give visitors a chance to engage in volunteering alongside
a professional conservation worker
Become an activity to share with schools and colleges
Even become a visitor attraction where people can see
the values of the site in action.
Think about the different potential outcomes of any
given activity, starting with what you value as an outcome,
and then working towards what other people might value.

4. I dentify funders and investors who might
be interested in similar outcomes
Some of the following sources should be considered for
funding (and others specific to your site!):

1) Governments and statutory bodies
In many sites there will be a relatively sustainable funding
situation with the State Party or relevant bodies taking full
responsibility for the costs of conserving, interpreting, and
enhancing the site and the wider destination. Sadly, this
will not always provide sufficient funding for the
implementation of the strategy, so other sources of
funding/investment may be necessary. World Heritage sites
are global entities, so do not confine your analysis to
local or national boundaries. Sometimes help is available
through transnational funding, such as the EU, World Bank, or
other State Parties with a particular interest in your kind of site
or activities. For example, much of the funding for the Valley
of the Kings in Egypt has come from Japan, so think more
broadly about which governments and government agencies
might be able to help.

2) Third sector charities, trusts, and foundations
In many societies around the world there are philanthropic
trusts, charities, and organisations that have funds
to invest in projects that meet their objectives. Having a
basic understanding of these is important, as it may give you
opportunities for investment. Again, think globally because
many fundraising mechanisms are now global. Identify
possible third sector donors and investors and think about
what outcomes they will require for their investment – read
their websites and funding guidance.

3) Corporate sponsorship

6) Tourism organisations and businesses

As a World Heritage site you are of significance to
the whole world, and many responsible and philanthropic
companies will value association with your site. Some
businesses may wish to secure the benefits of public
relations (PR) of being seen as investors in the preservation
of the site or be involved in a specific project. However,
be cautious about donors’ motivations and set clear
ground rules and expectations about what is and is not
appropriate. Start to make a list of companies with a link to
the site, or which might be approached for other reasons
to secure investment.

The investment required will often be commercial
investment in the tourism infrastructure rather than
philanthropic contributions for conservation. However, this
investment is also critical – remember, a crucial part
of the discussion concerns what types of development and
infrastructure are appropriate for the site and its values.

4) High net-worth individuals
Many people who have had the good fortune to become
affluent are looking for ways to leave a lasting legacy,
and there is no greater lasting legacy than to help
preserve a World Heritage site for future generations.
For this to happen, sites need to be able to present their
needs, their projects, and the chance to invest in a structured
manner. Think about where these individuals are, and how you
can get their attention with a well-thought out pitch that will
appeal to their philanthropy. When selecting individuals
it is particularly important to be aware of their personal
interests and values, and to craft individual-specific pitches.

5) Residents
Sometimes a great source of funding and investment
lies right within the site – in the form of the local
communities. Having a local community membership/donor
scheme that encourages the involvement of local people
in the preservation of the site can be a powerful tool. It
becomes about more than the money. Sometimes
people who have left the local community to go and work
elsewhere are affluent and looking for ways to return benefit
to the host community or the heritage of the site/destination.
This can be made possible with new technologies and ideas
like payroll giving or requests for donations for special
initiatives. Think about how such a scheme might work and
the ways that it could become a reality. For instance, would
people enter a lottery each week in aid of the site? Is that
appropriate to your society? If not, think of other ways to
encourage them to contribute willingly.

As we saw in Guide 6, Managing the development of tourism
infrastructure, it is essential to set the limits and
constraints on growth so developers and businesses
understand what is and is not appropriate at a World Heritage
site. In some states, there are legal mechanisms to return
a share of the gain from new developments to conservation
and local socio-economic development initiatives. Tourism
businesses are often looking to establish schemes that let
them achieve social, cultural, or environmental outcomes
as a means to give something back, or raise their profile and
perception they are a responsible business with good ethics.
There is a temptation to overestimate tourism businesses as
an easy source of funding. In reality, many tourism businesses
are small and only marginally profitable. Think about how
you can transform tourism businesses into fundraisers,
donors, or champions of the site. Think about how you can
reach out to the tourism businesses and encourage them to
develop more sustainable infrastructure or raise funds for
conservation. Many businesses are quite willing to do this
because it makes them look good to consumers, and other
businesses will quickly follow suit when they see that
it works.

7) Visitors
A growing number of destinations around the world are
developing systems to encourage direct financial
contributions from visitors to sustain the heritage at
the heart of the destination, or for local socio-economic
development. In some societies and cultures, the preference
is for a mandatory tax imposed on visitors at the entry
point, on the ticket price, or on beds in the accommodation
sector. In other cultures, the preference is for voluntary
contributions from visitors through communicating the
site’s needs and making it easy to donate during the holiday
experience.

8) Citizens of the world
The rise of internet-based crowdsourcing models means
that sites can, and should, reach out to an interested
and sympathetic audience around the world. You can establish
a relationship with them that makes them participants in the
life of the site, as wll as potential donors for social initiatives.
The platforms already exist to do this, but very few sites
have developed suitable projects and projected them into the
world for donations.

5. M
 atch funders/investors who might be
persuaded to fund/invest in particular
outcomes or activities
Keep it simple – develop a table with three columns.
The first column should list the most important actions/
activities for the site/destination. The second column should
list the potential outcomes of investing in those actions/
activities. Finally, the third column should list the potential
sources of investment/funding, and the particular focus that
each funder would require before investing.

6. D
 ecide on a simple fundraising/investment
strategy targeted at your most likely sources
of appropriate investment
No destination has the time and resources to pursue all
possible avenues of funding/investment simultaneously, so
make strategic choices about how to spend your time
and effort. In some cases, some governments may have
an enlightened approach to sustaining their heritage, and
recognize its value. Your efforts here might best be devoted
to working with those government entities and agencies to
explain/persuade the need for investment, and how it can
deliver on government objectives.
If you are starting with limited or no resources, then
you need to look at a simple mechanism to grow income and
capacity (like outsourcing fundraising to tourism businesses)
and build towards more complex and resource
intensive models over time.

7. D
 evelop your pitch to funders/investors

Develop projects/ideas that deliver your needs and
your funder’s/investor’s objectives. Some well-resourced
sites may publish a prospectus setting out their vision for the
site, and the different ways that funders/investors can achieve
different objectives. If resources are more modest, then
write a simple summary of each project and bullet
point why someone might want to invest in it, using the
insights gained from your homework on prospective funders
(see above ‘Identify funders and investors who might be
interested in similar outcomes’).
Every potential donor has a right to a clear
explanation of what you need money for, how you will
spend their money, and what it will achieve in the long or
short term. Sometimes it helps to think of your different
avenues of funding as different people, each with a particular
character – do a little character sketch about their
interests/concerns. Write out a mini-script tailored to
each particular donor to help you simulate how you might
talk to that person about potentially helping you.

8. Funding/investment is often competitive, so
you must learn to communicate value
Major funders and investors will look for
professionalism and the capacity and systems to handle
money in a responsible, accountable, and professional manner.
This means that your organisational structure is
critical. Investors will be interested in:
How their money will be handled
The administrative costs of handling their money
Your track record at handling monies and delivering outcomes
through spending it
In some cultures, donors and investors prefer the fundrasing
body to be a registered chartiy or not-for-profit organisation
with published accounts and the regulation and transparency
that comes with such systems.

8. Funding/investment is often competitive, so
you must learn to communicate value
Major funders and investors will look for
professionalism and the capacity and systems to handle
money in a responsible, accountable, and professional manner.
This means that your organisational structure is
critical. Investors will be interested in:

9. Bundle outcomes together to attract funders/
investors to new activities
Different funders and investors will have different concerns,
but sometimes bundling together outcomes in more
holistic solutions helps them to justify their investment.
Some of the most effective fundraising programmes in the
world creatively package outcomes from projects so they
can appeal to new/different funders. For example, an
education funder may be able to invest in conservation works
if it is developed to include schools and colleges teaching
conservation skills. The outcome desired may be conservation
work, but by widening the project to be educational
means, new or non-conservation-focussed funders
can also invest.
By looking at the needs and the funding opportunities in
a holistic way, many organisations have found ways to
attract investment and achieve their own – and the donor’s
– objectives, even when these seem quite different at first
glance. Pragmatism is the watchword of fundraising –
do what works.

10. E
 stablish mechanisms for fundraising
from the tourism sector and particularly
from visitors
Here are some options for establishing fundraising
mechanisms (Note that the different mechanisms require
more capacity and expertise as you descend the list):
1) Donation boxes and envelopes
One of the simplest forms of fundraising. You can ask
businesses to position donation boxes or envelopes
in appropriate places, and periodically hand in the funds
collected to a central source.
2) Ticket levy schemes
Another relatively simple mechanism, you can ask
attractions and transport providers to add a payback
levy to their ticket price for the conservation of the site,
and collect that levy before handing it in periodically to a
central source. Businesses can, and should, tell visitors why
they are doing this, and how it sustains the site.
3) Payback products
Businesses can add a payback premium to some of
their products and publicise to customers that, every time
that product is purchased, a set donation goes towards the
conservation of the site. Again, businesses periodically hand
the funds into a central source.
4) Charity auctions
Some conservation charities raise significant amounts of
money through auctions of donated products, goods,
and experiences.
5) Visitor gifting
Accommodation businesses (or those offering other services
and products) can operate an ‘opt-out’ or an ‘opt-in’
system, asking visitors to donate an additional amount
on top of the usual cost of the service to go towards
conservation or community development. This is sometimes
called ‘travellers philanthropy’ and has operated in some
destinations for more than two decades, raising significant
amounts of money.
6) Membership or friends schemes
Visitors, businesses, or residents are asked to pay a
membership fee to become a patron of the site. In return,
they may be given some benefits, such as chances to visit
restoration works, attend opening exhibitions at the site, etc.
Sometimes local people are given special access to the site
through such schemes, and visitors can maintain their support
for the site long after their visit has ended.

7) Crowdsourcing
There are now numerous crowdsourcing websites that, for
free or for a small charge, enable projects to be presented
to potential donors around the world. The key to effective
crowdsourcing is developing and presenting the
actions/activities required at the site level in an
attractive manner, appealing to donors’ philanthropy.
On some sites, perks are added to contributions over a certain
amount. The appeal of these sites is often the social nature
of the help being provided, with people donating as a group,
as friends from a business, a football team, church group,
etc. They are a great way to attract large numbers
of small donations, which all add up!
8) Payroll giving
Residents, visitors, or citizens of the world can donate a
percentage of their weekly, monthly, or annual income
to the site through a direct payment mechanism into a
central source, which then funds conservation works. Because
this is automated, it can be an effective and enduring way
to raise funds, but encouraging sign up requires resources.
9) Legacy gifting
Residents, visitors, or citizens of the world are
encouraged and assisted to write into their will an
endowment to the conservation of the site. This is a way
for anyone to leave a powerful and enduring legacy after
a person’s life. It is a deeply meaningful source of income
that should be illustrated somewhere on the site, such as,
for instance, a plaque listing the donors’ names. However,
be mindful that due to the nature of the donations, it can
take time to deliver revenue.
10) Corporate sponsorship
Businesses are often keen to associate with some of
the world’s most important historic sites, regardless of
whether they are locally based or not. The value is in
the association with the site and being seen doing
something good as a business, which is respected by both
their customers and their staff. Not all businesses will be
appropriate for all sites – selection needs to be conscientious
– but opportunities do exist for great conservation work
to be financed through this route.
11) Special events or experiences.
Some heritage sites have found other innovative ways to
raise funds for conservation, such as offering access to
filmakers for use as a movie set, holding sporting
events, or musical concerts. Clearly the first priority must
be protecting the heritage and the intangible values of the
site, as well as the quality of life of residents. Yet, often there
is great scope for such activities which may be very lucrative
in raising much needed funding for conservation – if the right
experts are consulted in the process.

11. W
 ith more advanced fundraising techniques
you need to build capacity and fundraise in
an increasingly professional manner
Grow your skills and capacity over time and aim to
become professional in your fundraising. Fundraising is often
an afterthought for some destinations, delivering tokenistic
amounts of revenue. However, in the most dynamic
destinations, fundraising is effectively a professional
activity that resources itself, or turns seed capital invested
by core stakeholders into a long-term revenue stream. Any
fundraising strategy for a significantly sized site should set
out the steps required to move from the starting
point to a more professional approach with the capacity
and skills to be self-sustaining.
The goal should be an ongoing donation-giving
relationship, not a one-time donation. The best kind of
donor is one that keeps on giving, preferably through a
mechanism that is automated so the transaction costs stay
low. This ties in nicely with the marketing goal of a
destination, which should also be about lasting relationships
to encourage future visits. Great destinations keep talking to
their visitors, engaging them in activities and initiatives.

12. I t’s not just about money

If your site has very limited resources, it may be more
effective initially to look for help from some of your residents,
visitors, or sympathetic citizens of the world. Clay Shirky,
an American writer, has written of there being a growing
‘cognitive surplus’ in the developed world – affluent
people with free time who are often willing to use
their education and professional skills to help good causes.
You may already have an amazing web designer visiting your
destination each year who could create a website for you at
little or no cost as a philanthropic gesture, but you need
to explain and communicate the need before anyone
will recognise it and respond. Give people an opportunity
to volunteer.

13. Will tourists really donate?

Yes, if the need is legitimate, and if it is simple,
trustworthy, and quick. There is a growing body of
evidence around the world that visitors do donate if the
destination sets up appropriate structures that make it simple,
not time consuming, and trustworthy by having a legal
structure and clear philanthropic aims (charities or not-profit
organisations work best because people do not like giving
money to governments that also collect taxes). Schemes
also need to be clear about the difference they will
make, and why other sources like the government are not
already paying for this action/activity.
Technology has limitations, simple is often better. Approximately one-half to two-thirds of people on the planet do
not have smart phones or internet access from a computer,
and while this percentage is rapidly decreasing, you still
need to be wary of over-reliance on technologybased solutions. Many sites will have poor mobile phone
reception, and many people will still prefer to give a cash
donation rather than complete an online financial form for a
financial transaction. Look at the full range of fundraising
solutions and work out the approach, or combination of
approaches, that will yield the best return on the investment
of time and money.

14. Online fundraising should not be confined
to the destination
Fundraise where people spend their money, including
at their computers in their homes. More than half of holidays
are now booked online in some technologically advanced,
affluent countries. As this may be the biggest transaction
of a person’s holiday, asking for donations should be
embedded into the online learning and booking
systems. This means it must be part of the websites that
visitors use to learn about the site, find accommodation
and transport, and through which they book their holidays.

15. Embed fundraising in a strategic approach

Fundraising should be embedded in everything the
destination does – a key part of the strategy, a protecting
force for the heritage, an enabler for the local community,
and part of the ongoing relationship that the destination
has with its visitors. More and more, people value deeper
and lasting relationships with the important places
they visit, and in this context, making donations is seen
as part of their commitment, something positive, and not
a dull or resented obligation. There is also a growing body
of evidence that says consumers expect destinations and
tourism businesses to play a role in sustaining natural and
cultural heritage.

Guide 9 Case study
Land of Frankincense (Oman)

Baseline situation

What did they do?

The Land of Frankincense (LoF) World Heritage site is
composed of four archaeological sites related to the antique
trade of Frankincense and other luxury items across the
Dhofar province of Oman: Shisr (sometimes called Wubar);
Sumhuram; Al Baleed; and Wadi Dawkah.

The matter of conservation is pivotal to the preservation of
the World Heritage site’s Outstanding Universal Value (OUV),
and the LoF is fortunate the government currently provides a
fairly healthy contribution to the upkeep of the site. However,
LoF has also initiated a scheme of ‘self-financing’ to
ensure that conservation efforts remain funded even
beyond the government contribution, with the ultimate goal
of becoming self-sufficient.

LoF has two primary management problems to deal
with – the fairly substantial archaeological remains require
specialist investigation, analysis, and conservation; all of
these activities also require funding.

To enable to long-term conservation at LoF, Sultan
Qaboos University (SQU) in Muscat, Oman, has
developed a co-operative relationship with German
academic institutes to offer conservation training to
resident Omanis. Additional costs, such as research
and ongoing excavations, have also been raised
through crowdsourcing.

Strategic priorities
Implementing self-sustainability through tourist income.
Conserving the archaeological sites that represent the ‘Land
of Frankincense’ – the Frankincense trees that grow in the
region, which are also related to antique trade heritage, are a
conservation concern.
Minimising visitor damage to the archaeology.
Capacity building at a local level so that Omanis can carry out
conservation and other specialist activities.
Ongoing research and excavation at the World Heritage site to
improve knowledge and education about the Frankincense and
luxury good trade across the Arabian Peninsula.

How did they get buy-in?
The undeniable archaeological value of the LoF, the
draw it has for tourists, and the need for conservation
in order to keep this site’s OUV intact are they key reasons
for government funding – elsewhere in the world similar
criteria may attract private funding or investment. Offering
young people new learning and career opportunities,
and other local business (e.g. those trading in frankincense
and myrrh produce) opportunities to sell to a wider customer
base have also been instrumental to the ongoing success of
this site.

What are the results?
What worked?
Although the model of self-financing is not yet self-sufficient,
the strategy still represents a good example of such an
effort. Entrance fees and monies made through the
selling of goods related to the heritage site, namely
frankincense, are used to fund personnel at the World
Heritage site and contribute to other conservation and
maintenance costs – the site is not used to turn a profit.
SQU in Muscat, Aachen University, and the German
Academic Exchange Service have joined forces
to establish an architectural study programme at
SQU – over forty young Omanis have now been trained in
conservation and site management. Training local specialists
is more sustainable in the long term as sites can rely on local,
or even resident, specialist talent, rather than paying foreign
freelance fees, which are often expensive.
Crowdsourcing has also been successfully used to
finance further research and excavation at Al Baleed
Archaeological Park. In 2013 a campaign was launched on
the crowdsourcing website ‘Indiegogo’ to raise funds for field
and laboratory supplies for ongoing excavations. Almost twice
the required amount was raised: the target was $1900, and
a total of $3350 was collected. Obviously such success
through a medium that depends solely on public donations
is not guaranteed, but Al Baleed represents one example
that demonstrates the potential value of this
investment platform.

What was tough?
Putting in place a system of self-sustainable finance
has clearly been a challenge. Efforts have been ongoing
for more than 10 years, and, although headway has been
made, the site is not yet operating in a self-financed capacity.
Providing the appropriate training to staff at the
World Heritage site has also been a challenge; the need
for conservation has already been emphasised, but visitor
management is also important at a Site with such extensive
archaeology. Furthermore, with more than 100,000 annual
tourists – a high of 480,000 was recorded in 2008 – this will
become increasingly tough for the World Heritage site.

The Land of Frankincense experiences two main
types of tourism – so-called ‘kharif tourism’, during
monsoon season, and international tourism. In 2011, the
income from both these forms of tourism was judged
to be enough to cover conservation costs at the
archaeological parks, as well as representing a major source
of income across the Dhofar region. Although not yet selfsustainable, raising enough through tourism to cover such
an important aspect of the World Heritage site’s upkeep
is a significant step to have sucessfully achieved.
With the assistance of international experts, more
than forty young Omanis have been trained in
conservation and site management. This capacitybuilding also contributes significantly to the ongoing
sustainability of tourism at the Land of Frankincense
World Heritage site.

What lessons can others take from this?
Self-sustainability is the ultimate goal for World
Heritage sites, although it may be more difficult for some
– particularly those that are not equipped for, or are without,
the capacity for accommodating tourists. However, any
site with a consistent number of paying tourists can
design a strategy for self-sustainability, dependent on
factors such as costs of upkeep, staff, security, etc. The Land
of Frankincense World Heritage site also illustrates that – no
matter how secure a funding stream may appear – it is always
wise to have contingency measures in place.
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