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1 Background 
The tourism activity generates important income for receptive tourism destinations at an 
international level.  The characterization of each one of these receptive tourism destinations 
varies depending on the diversity and quality of the offer it presents, such as for the amount of 
demand it perceives.  In this sense, Central America, and specifically the Republic of Panama, 
stands out as a new destination which presents a tendency of significant growth on the tourism 
demand.  

Panama stands out in the Central-American area, offering political and economical stability 
besides having a great diversity and wealth of resources and attractions, which provides the 
country with a high competitive advantage in the tourism sector above the surrounding countries. 
This fact is evidenced in the strong annual growth of the global tourism demand of the country, 
which excels by million of visitors. 

The tourism industry of the country, which includes transportation, lodging, restoration, leisure 
activities and services to the visitors, is one of the main and most important industries, as for its 
important participation in the GDP conformation and as in the generation of employment. 
According to the World Travel & Tourism Council, the direct impact of the tourism industry in the 
Panamanian GDP was of 4.6% in the year 2007, whereas the direct and indirect global impact, is 
of 12,3%. Definitively, the Panamanian tourism industry is growing above the growth of the GDP, 
turning into one of the most dynamic economic sectors of the country. 

The tourism income of currencies is one of the most dynamic components of the Panamanian 
exports ascending to 1.105 million dollars in the year 2005 and 1.446 million in the year 2006, this 
latter information is only 6,8 % below the income of the Panama Canal.  The growth experienced 
by this item, in the period 2000-2006, has multiplied by 2,3 times, with an average rate of annual 
growth of 16 %. In a comparative benchmarking with Costa Rica, Tourism income in this country 
for the year 2005 ascended to 1.570 million dollars (a 42 % over Panama), with a volume of 
1.679.051 visitors, opposite to 1.070.147 visitors in Panama (a 57 % above Panama). 

The tourism impact in the country is not exclusively economic, but likewise it generates an 
employment growth.  The increment of employment in the tourism industry has been of 33 % in 
the year 2006 and include more than 100.000 persons who live of the tourism activity. 

The Development Strategy of the Government of the Republic includes the tourism activity as one 
of its main pillars of economic development, which pretends to contribute to the increase and 
distribution of wealth of the Panamanian population through the growth of the national economy, 
the generation of more employments and the increase of income and well-being of the 
Panamanians, by means of the improvement of their productivity and competitiveness.  

Actually, the benefits derived from the tourism industry are mainly concentrated in the 
geographical limited space of the Province of Panama and in projects of high volume of 
investment, which has prevented it to turn into, for the moment, an instrument for the effective 
reduction of poverty. 

In this respect, given the relevance that the tourism sector acquires every year in the country and, 
in order to obtain the abovementioned objectives, the Government of the Republic, through the 
Panamanian Institute of Tourism (IPAT), fundamentally considers the disposition of an integral 
strategic frame for the tourism development of Panama, which should contain compliance 
milestones and indicators, so that the different public and private entities of Panama be 
acquainted with the scenario in which the tourism growth must develop, generating certainty, 
judicial safety and transparency in relation to the efficiency of the public management. This 
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instrument, under the name Sustainable Tourism Master Plan of Panama 2007-2020, has been 
launched by the IPAT and the tourism sector of the country, executed by the consulting firm 
Tourism and Leisure Europraxis Consulting and counts with the funding of the Inter-American 
Development Bank (IDB), in the frame of the Program PN-T1031, and the support of the World 
Tourism Organization (WTO).  

In this context, the present document constitutes the Executive Summary of the Final Report that 
integrates the whole Tourism Master Plan of Panama.  The document outlines the guidelines that 
the Tourism Policy of the country must follow for the next 12 years, consisting of the following 
main chapters: 

4 Objectives and Goals Strategies 

4 Panama Tourism Policy 

4 National Sustainable Tourism Strategy 

4 Tourism Offer and Demand 

4 Conditions for tourism development 

4 Investment Plan  

4 Implementation benefits and risks 

4 Master Plan implementation guide 

The Master Plan is the result of a process in which the participation of the actors of the sector has 
been the key for its definition as well as for its validation. The great social participation in its 
elaboration, endows it as the key tool necessary to be followed in the planning of the tourism 
activity of the country, which should contribute direct benefits to the Panamanian population 
distributed throughout the whole national territory where tourism could be developed. 

2 Strategic Objectives and Goals 

2.1 Strategic Objectives of the Tourism Master Plan of Panama 

The strategic objectives to be obtained with the Sustainable Tourism Master Plan of Panama are 
the following:  

2.1.1 Countryôs Objectives 

4 To generate economic and social wealth for Panama through the development of domestic 
and international tourism.  

4 To distribute and decentralize the social economic development, generating employment 
opportunities, new ventures and developing tourism in the potential tourism destinations of 
Panama. 

4 To position tourism as a sustainable development tool for the country and the destinations in 
its three pillars, social, environmental, and economical.  

2.1.2 Institutional Objectives 

4 To strengthen the role of the sustainable tourism and the maintenance of its competitiveness, 
from and for all the levels and actors involved (national and international), to optimize the 
acquisition of the results from the integral sustainability perspective.  
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4 To regulate tourism development and related activities, in order to ensure the integral 
sustainability of tourism. 

4 To capture domestic and foreign tourism investment for the development of sustainable 
tourism in Panama, of high added value for the country and with mechanisms that would 
sustain the reduction of poverty.   

4 To optimize the obtainment and management of financing sources for the development and 
promotion of the tourism of Panama. 

2.1.3 Product and market strategic objectives 

MARKET  

4 To generate movement distribution of visitors towards destinations throughout the country 
and to consolidate a critical mass of volume, stays and average expense that will allow the 
development of the same. 

4 To increase the arrivals, stays, sleepovers and average expense of visitors from markets 
already penetrated as from emerging markets. 

4 To develop new markets of origin of high value for Panama, due to its expense level at the 
destination, consumption habits with interest in domestic products, and displacement habits 
according to the distribution benefits objectives at the destinations. 

4 To generate and distribute domestic tourism movements of residents in Panama as a tool for 
denationalization and the development of minor destinations.  

4 To count with strategic and operative tools for the promotion, communication and marketing 
of tourism products that will project them effectively in the domestic and international tourism 
markets. 

PRODUCT 

4 To count with feasible tourism products and services in the interior of the country, developed 
with an integral sustainability criteria. 

4 To optimize, adequate and strengthen the tourism destinations offer according to tourism 
models that fits the needs and preferences of the different goal-markets for each tourism 
product to be developed. 

4 To count with human resources for tourism with high operative quality and capacity levels of 
services, businesses, and management. 

These objectives will be the guidelines of the strategies and the programming of the Master Plan, 
and are the estimation base of goals to be achieved with the Plan. 



  
 
 

Executive Summary Å Panama Sustainable Tourism Master Plan  2007-2020  

- 8 - Mayra Obando Arango 
Intérprete Público Autorizado  - Resuelto T.P. 65 de 1999 

 

2.2 Strategic goals of the Tourism Master Plan of Panama 

Departing from the previous objectives, a series of specific goals for the execution of the Master 
Plan are developed. These goals are expressed quantitatively, can be measured and must be 
monitored during the execution of the Plan. The minimal goals to be achieved by the year 2020 
are the following:  

Strategic Goals of the Master Plan 

Field Actual Objetive 2020 CAGR*(%) 

Goals for the objectives of the country 

Tourism VA of GDP 4.2% 10% 6,9 

Distribution Factor** 1.25 1.68 2,3 

Total jobs related to tourism  
(direct and indirect) 

99.459 382.557 10,9 

Goals for the institutional objectives 

Internal reorganization of the ATP 
Functional and centralized 

organization 
Decentralized organization of the 

product management *** 
NA 

Tourism norms Without specific norms 
Tourism norms at the activities, 

products and destinations level **** 
NA 

FONATUR and Financing Systems Without a specific system 
FONATUR  Regulations and 

facilitation model for financing *** 
NA 

Goals for the market objectives 

Distribution of the demand volume 
(sleepovers) 

Canal Zone: 63% 
Cocle: 30% 
The rest: 8% 

Canal Zone: 33% 
Cocle: 37% 

The rest: 30% 

Canal Zone: 7,0 
Cocle: 14,2 

The rest: 24,6 

International Sleepovers 2.400.000 10.900.000 12,4 

Domestic tourism sleepovers 559.000 2.400.000 12,2 

International arrivals 842.000****** 2.100.000 7,4 

Internal tourism movements 185.000****** 352.000 5,1 

Half stays 2.88 días 5.39 días 4,9 

Goals for the product objectives 

Development and strengthening of the 
tourism products 

4 products 12 products NA 

Training centers ND 100% qualified NA 

Professionals ND 80% qualified NA 

Indian communities engaged in tourism 
activities 

ND 
100% qualified 
(60% en 2014) 

NA 

* CAGR: Compound Annual Growth Rate 
** Nº pondered medium of different destinations where tourist stay overnight in Panamá 
*** Objective to be met in 2010 
**** Norms for activities and products in 2014 and norms of destinations in 2012 
***** FONATUR Regulations in 2009 and Facilitation Model for Financing access in 2011 
****** Adjusted estimates as per IPATôs surveys to hotels in destinations, 2008 
NA ï Not applicable 
ND ï Not available 

Source: own production. T&L 2008. 



  
 
 

Executive Summary Å Panama Sustainable Tourism Master Plan  2007-2020  

- 9 - Mayra Obando Arango 
Intérprete Público Autorizado  - Resuelto T.P. 65 de 1999 

 

 

2.3 Master Plan Work Hypothesis 

The work hypothesis that supports the calculations for the Master Plan is summarized as follows: 

2.3.1 Offer and demand hypothesis 

4 For the determination of the demand evolution in markets of origin, the growth estimations 
projected by TWO until the year 2020, with annual growths between 3 and 7.9% per issuing 
reference markets were used. In addition, the growth and behavior of the demand in different 
types of tourism product at similar international reference markets were used.  These 
hypotheses were compared with the information of the workshops, and were adjusted to 
minimum squared progressions, to later make the final projections by destinations, regions 
and the whole country.  

4 To define the evolution of the domestic and international market demand in time, it is taken as 
hypothesis that the domestic market will have a previous reaction to the international market. 
This will delay the reaction to promotion, commercialization, and to the appreciation of the 
development of international destinations of Panama. The marketing procedures will go in line 
with the Plan implementation activities, being this coordination the key at the time of achieving 
the tourism objectives of Panama.  

4 For the calculation of the necessary rooms per tourism destinations, it was considered that 
once the evolution of the estimated demand allows reaching a 54% of occupancy, the 
conditions to increase the accommodation offer in destination takes place. 

4 For the income estimates regarding the tourism expense of visitors, these have been made 
using daily expense market information per type of product (ecotourism, adventure tourism, 
etc.), at an international and competitive reference destinations level.  

4 These daily expenses per type of product will increase because improvement of the offer and 
the diversification of daily consumption opportunities at the destination.  

2.3.2 Social-economic hypothesis 

4 To project the effect of tourism over the Added Value of the GBP for the year 2020, two 
tourism economical elements were used: the projected expense per market of origin in the 
country; and an estimate of the necessary investment in tourism.  

4 The incomes per visitorôs expense were calculated from statistic data of the IPAT, market data 
of visitors per their origin and their motivation (type of product) according to international 
reports and specialized associations.  

4 In reference to the tourism investment projections, a supposition of necessary investment per 
room was taken as a base, according to international practices of the tourism real state sector. 
This necessary investment per room already includes expenses derived and associated for 
the tourism development. Three scenarios for investment per room were considered: 120, 100 
y 70 U. S. dollars. 

4 After, the suppositions for the proportion of these expenses and investments that are part of 
products and services of Added Value for the GDP of the year 2020 were taken, starting from 
the suppositions obtained from the preliminary Tourism Satellite Account of Panama, based 
on the year 2006. The suppositions refer to the percentage expense of a visitor, of every 
market of origin that is spent in products and services of Added Value for the GDP of the 
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country.  The percentages considered are those of the column of totals. The suppositions are 
the following: 

 

 VA Economical Impact 

Area of Origin Direct VA Indirect VA  Total VA 

North America CAN_USA 24,10% 15,52% 39,62% 

  MEX 23,61% 14,07% 37,68% 

ºTotal North America 23,86% 14,83% 38,69% 

Central America GTM 20,74% 13,42% 34,16% 

  SLV 24,20% 14,90% 39,10% 

  HND 20,69% 13,54% 34,22% 

  NIC 17,67% 12,08% 29,76% 

  CRI 22,64% 13,61% 36,26% 

Total Central America 21,54% 13,55% 35,09% 

South America COL 18,79% 13,41% 32,21% 

  VEN 19,05% 12,93% 31,98% 

  Others SA 19,94% 12,84% 32,78% 

Total South America 19,16% 13,19% 32,35% 

Caribbean   19,05% 12,78% 31,83% 

Europe   23,18% 14,02% 37,20% 

RM   25,64% 14,90% 40,54% 

General Total l 21,75% 13,96% 35,70% 

 

From the previous information, the calculations to determine the total amount that represents 
the effect of tourism on the Added Value of the GDP of the year 2020 are done. On the other 
hand, a projection of the GDP of the year 2020 is done in order to determine the percentage of 
the effect of tourism over the AV of the GDP of Panama for such year. 

4 The contribution of tourism to the economy of Panama is projected based on the hypothesis of 
Panamaôs GDP for the year 2020, which is estimated to be approximately $35.000.000.000. 

4 For the calculation of direct and indirect employments derived from tourism for Panama, 
official data on the current tourism industry about the employment situation was used and was 
provided by IPAT.  Different employment ratios per room and hotel categories were calculated, 
besides the employment ratio of travel agencies, restaurants and other tourism associated 
businesses, whose official information was available. Based on these values, the need of 
tourism companies and associated employments were estimated, obtaining a total of direct 
and indirect tourism employments in Panama.  

 

3 Panama Tourism Policy 

Policies are declarations that will rule the tourism development during the Plan, and express the 
will of the government towards tourism and shall guide the actions of all the actors involved. The 
policies are the following: 

4 The sustainable development is the role model to be followed in all the management 
levels of tourism in Panama, in order to strengthen the economy of the country and 
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contribute to the achievement of the long term social, cultural, economic, political, and 
environmental objectives.  

4 Tourism management in Panama seeks a coordinated performance between the actors 
of the public, private and indian sectors, sustained in an institutional management which is 
operative, efficient, de-centralized and de-concentrated. 

4 To value and preserve the cultural and natural national patrimony through tourism. 

4 Seek the life quality improvement of the residents in the tourism destinations, through 
the dynamic integrated tourism chains of value, as a meaningful contribution to the productive, 
social and environmental development. 

4 The search of the opportunities optimization to reduce poverty through the application of 
tourism activities  

4 The promotion of domestic tourism, social tourism, and tourism for all for the 
democratization of leisure as a human right, the national integration and the taking advantage 
of the new business opportunities inside the sector. 

4 The search of the tourist system competitiveness with quality products and services, of 
sustainable characteristics and the differentiation of added value by the local contribution to 
tourism. 

4 Aim to strengthen the collaboration between institutions trough the creation of the Inter-
institutional Table with the intention of dealing with common topics and to work together in the 
implementation of the Plan. 

4 National Strategy of Sustainable Tourism 

The National Strategy of Sustainable Tourism of Panama (NSSTP) is formed by a group of 
strategies, which in turn are disintegrated in sub-strategies in the case of specific tourism 
products, focused on the planning and management of the tourism destinations of the country, 
with existing administration, planning and management interfaces of the tourism territory. 

The development of the whole Master Plan and the visions of its strategies have a marketing 
approach as the key for the success of the Plan. This approach lines up with the following 
directives: 

4 To define a positioning strategy that places Panama in the mind of potential tourists in line with 
the image it wishes to transmit. 

4 To define a clear strategy for tourism products that will allow the tourism development of the 
country. 

4 Carry out a destination strategy that allows the development of the product line in the territory. 

4 Carry out actions on the territory (transportation, infrastructures, offer, etc.) that will allow 
conditioning it to the proposed product strategy. 

4 Define a market strategy that attracts to Panama the potential clients of the tourism products 
defined for the country. 

4 Carry out the marketing and communication of Panama in coordination with the product 
strategy outlined. 
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4 Prepare the population to enjoy the benefits of tourism and to contribute in the rendering of a 
tourism quality service. 

4 Create a safe environment for the carrying out of the tourism activity 

4 Adapt the legal frame for the development of the tourism activity 

4 Adapt the organizational structure of the management of the tourism development in the 
country so it is carried out effectively. 

4 Create an effective system for monitoring and controlling the tourism development through a 
follow-up of the compliance of the Master Plan. 

The schematic strategy synthesis is proposed by large segments. These strategies are  
developed in detail in the Sustainable Tourism Master Plan technical document. The synthetic 
strategies by segments are: 

 Products 

1) Consolidation of unique products 

2) Synergy among products 

3) Differentiation by ñPanam§ styleò1 

4) Promotion of main products 

5) Promotion of complementary products 

 Destinations 

1) Increase the variety of destination offers 

2) Classification of the tourism space  

3) Norms and regulation for the usage of the space 

4) Integral sustainable tourism development plans 

5) Adequacy of the tourism protected areas  

 Positioning 

1) Positioning of the countryôs trademark 

2) Products positioning 

3) Positioning by models of destination products 

 Markets 

1) Action on chosen markets 

2) Synergies with Costa Rica, Colombia, Guatemala and CATA 

3) Differentiation within the Central American offer 

 Access 

1) Creation of an air tourism Hub  

2) Promotion of air connectivity with Costa Rica 

3) Creation of a nautical and bi-oceanic maritime system 

4) Creation of demand distribution mechanisms 

                                                
1
 ñPanamá Styleò or style with ñcharmò in the development of the product, refers to the conceptualization and the specific development of the product with 

characteristics and differential elements that express a life style, a special experience for the visitor related to the Panamanian identity. The Panama style mentioned 
is independent to the positioning actions and makes reference to the concrete development of the product.  
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5) Development and strengthening of the land connectivity 

 Transversals 

1) Socialization of tourism  

2) Implementation of poverty reduction mechanisms through tourism 

3) Promotion of associations 

4) Rescue and value of nature and of culture for and by tourism 

5) Follow-up and monitoring of the sustainable development of tourism 

 Investment Promotion 

1) Development of promotional mechanisms to micro-entrepreneurs  

2) Inclusion of sustainability criteria for the promotional mechanisms for investment 

 Institutional Management 

1) Institutional coordination 

2) Management of domestic tourism products 

3) Management de-centralization and coordination for the implementation at the 
destinations level 

4) Development of clusters 

5 Tourism offer of the Master Plan  

5.1 Tourism Products 

5.1.1 Priority Products 

The structure of the tourism products strategy is done based on the following dimensions: 

4 Role of the product line for Panama: it shows the importance the product should have 
for the entire destination, and the way the product will affect the development of tourism in 
Panama. 

È Main Product: this group is composed by the products that will function as the main 
purpose to travel of the visitors, and its development will be oriented to response to this 
function. The following products compose this group: Cruise Ships Tourism, Business 
Tourism/ MICE, Shopping Tourism, Sun and Beach Tourism, Ecological Tourism, 
Active/Adventure Tourism, Nautical and Small Cruise Ships Tourism, Sport Fishing 
Tourism, Wellness/Medical Tourism, and Scientific Tourism. 

È Complementary Product: this group has a supporting function to the entire tourism of 
Panama, and receives its complementary role because it will enrich the main products. 
In this respect, the fact that a product is a complement, only affects the positioning of 
the country or tourism destinations, but its importance for tourism results equally of 
great value. These products should be developed in a parallel way to the rest as per 
the calendar of each destination. With the course of the time, these products can turn 
gradually into key products, in the case that the conditions of the product and the 
market evolve in this sense. Cultural/Community and Agricultural Tourism are part of 
this group. 
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4 Priority of action: priority of actions is established for each line of product, considering 
that each line will have different moments of execution and different types of actions; and 
that in addition, this will change according to the particular situation in every destination. 
The activities that are indicated, represent the principal volume of activities to be carried 
out during the period, although in the practice, the activities will be mixed at all times. 
These are simplified in organization (plans, studies, consultancy, agreements, lobby, 
classification, etc.) and investment (execution of projects, construction, implementation, 
etc.). In the general strategy for tourism products, the priority action is indicated according 
to different moments. 

The tourism products to be developed in Panama will be the following: 

 

 
The prioritization of the product has been likewise carried out based on the specific study of each 
product in a relative field that includes, among others, the accumulated profitability, the 
accumulated tourism income, the average expense per tourist and sleepovers, the accumulated 
tourism product demand and its competitiveness. The data gathered is valid within the term of the 
Plan, between 2008 and 2020. The data of this relation of factors together with the key actors of 
the implementation are presented in the table below. 

Line of tourism 
product 

Accumulated 
Rent

2
 

 (%) 

Average 
expense per 
sleepover 

(2020, USD) 

Accumulated 
expense per 
product USD 

Accumulated 
International 

demand 

Actual 
competiveness 

Key actors 

Cruise ship 6,5 424,92 1.594.119.900 3.735.368 High 

ATP, CAMTUR, DINAM, 
FFCA, MINVI, MOP, AMP, 
Canal Authority, Ports 
Authority 

Business / MICE 17,0 729,5 15.832.999.938 19.517.580 High 
ATP, ANAV, APATEL, 
APAVIT, APOTUR, ARAP, 

                                                
2
 The accumulated rent corresponds to the 2008-202 period and has been calculated as per the differential income of the Plan and the 

total cost of the Plan applying the following formula: Accumulated rent per product) = (Differential incomes ï Total cost assigned to the 
Plan / Total cost assigned to the Plan) 

 Source: own production 
propia 

 

Type of product Type of action 

Business Tourism/ MICE 

Shopping Tourism 

Sun and Beach Tourism 

Cruise Ship Tourism Immediate Investment 

Ecotourism 

Organization and 
Immediate Investment 

Adventure/Active Tourism 

Sport Fishing Tourism 

Wellness/Medical Tourism 

Scientific Tourism 

Cultural/Community Tourism 

Nautical and Small Cruise Ship Tourism 

Immediate 
organization, 

Investment as soon 
as possible 

Immediate 
organization, 

Investment according 
to the opportunity 

Agro tourism 
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Line of tourism 
product 

Accumulated 
Rent

2
 

 (%) 

Average 
expense per 
sleepover 

(2020, USD) 

Accumulated 
expense per 
product USD 

Accumulated 
International 

demand 

Actual 
competiveness 

Key actors 

BCVP, CAMTUR, HOPPAN, 
ATLAPA, FIGALI. 

Shopping 10,3 368,4 4.387.986.012 10.616.114 Medium-High 

ATP, APATEL, APOTUR, 
ARAP, CAMTUR, HOPPAN, 
Free Zone, Commercial 
Centers 

Beach and Sun 45,5 451,28 9.398.235.862 24.099.545 High 

ATP, APATEL, APAVIT, 
APOTUR, CAMTUR, 
IDAAN, ANAM, MOP, 
MINVI. 

Ecotourism 42,4 539,2 3.232.084.428 4.628.372 High 

ATP, ANAM, ALAP, ANAV, 
APATEL, APOTUR, ATTT, 
HOPPAN, IDAAN, MEF, 
MINVI, MOP. 

Active/adventure 27,3 539,2 1.122.576.337 1.468.668 Medium-High 

ATP, ANAM, ALAP, ANAV, 
APATEL, APOTUR, ATTT, 
HOPPAN, IDAAN, MEF, 
MINVI, MOP. 

Nautical and small 
cruise ship 

8,7 387,24 1.982.525.413 4.084.628 Medium-Low 
ATP, DINAM, MINVI, MOP, 
AMP, Canal Authority, Ports 
Authority. 

Sport Fishing 49,0 472,805 139.652.418 257.151 Medium 

ATP, APATEL, APOTUR, 
HOPPAN, IDAAN, MOP, 
AMP. 

Wellness/Medical 22,6 246,72 2.791.354.809 690.892 Media-Alta 

ATP, APATEL, APOTUR, 
CAMTUR, HOPPAN, 
MINSA, Medical Association 

Scientific 49,8 1559,072 178.086.804 2.074.902 Media-Alta 

ATP, APATEL, HOPPAN, 
MEF, MIC, Smithsonian 
Institute, Universities. 

Cultural/community 32,0 748,952 2.117.025.648 2.273.276 Media-Alta 

ATP, ANAM, APATEL, 
HOPPAN, APOTUR, 
CAMTUR, IDAAN, Cultural 
Organisms, Indigenous 
Communities. 

Agro tourism 49,3 539,2 270.987.446 316.382 Media-Baja 

ATP, ANAM, ANAV, 
HOPPAN, APOTUR, ATTT, 
IDAAN, MIDA, MOP. 

To develop these tourism products, the following strategies should be followed: 

5.1.2 General Strategies 

4 Consolidation and development of high competitive products (Canal, Cruise ships, bi-
oceanic situation, city tourism) at a regional and international level. 

4 Generation of synergies between new tourism products and of high competitive products.   

4 Competitive differentiation through offer niches of high quality and unique style  

(ñPanam§ò style, style with ñcharmò). 

5.1.3 Product priority and de-concentration strategies 

4 In a first phase, the development of a central nucleus of tourism products that contribute 
and consolidate a critical mass of visitors. 

4 In a second phase, the development of tourism products that will allow the distribution of 
visitors to the different destinations of the country. 
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4 In a third phase, the development of support products that should be consolidating 
themselves as they are developed in the destinations. 

4 All the phases should be managed at a national level, through the responsible tourism 
entity, and should be implemented locally. 

The tourism products have also been given priority pursuant the de-concentration movement of 
the Panamanian tourism, with the purpose of avoiding ñmono-cultivationò tourism effect in the 
country. For this, the tourism products of Panama can be grouped in product families; in 
accordance to the subject, the motivation to which they respond and to the location in the space 
where they are carried out. This group is not strict, but it has a synthesis purpose and a 
comprehension and presentation facility; with which it can be suitably modified. The families of 
products will be: 

Ğ City Products: products related with the city (businesses, shopping, a cultural / 
communitarian section; a wellness-medical section);  

Ğ Nautical Products: products related with water and nautical (large and small cruise ships, 
nautical tourism, and sport fishing);  

Ğ Eco Products: products related to the concept of rural nature or ñecoò (ecotourism, 
adventure tourism, agro-tourism, scientific tourism, a section of cultural/community tourism; 
a Sun and Beach section; a wellness section).  

Ğ Sun and Beach Product: basically concentrated on trips by that motivation, excepting the 
section grouped in the Eco family. 

The evolution of tourism products with the application of the Master Plan tends to balance the 
participation of each family product in regards to sleepovers and the generated income. 3.  

 

                                                
3
 World growths expressed in the table, serves as a reference for the projections of the evolution of tourism family products in the Master Plan.  

The sources used have been: OMT, CATA (Central-America Tourism Promotion Agency), ABTA, AITO, ASTA (American), Ecotourism Society 
(TIES), Greater Miami Convention and Visitorôs Bureau; Tourism Marinas Mexican Association; Catalunya Tourism; Valencia Tourism Agency; 
Tourism Studies of Spain; Specialized Travel Magazines (Conde Nast Traveller, Hosteltur, lôEchotouristique, Revue Espaces and other 
publications), Ocean Shipping Consultants Ltd., OTCP ï MKG Consulting, University of Delaware, 2005; Medical Travel Authority, 2007 i 2008;  
Balear Tourism Institute (IBATUR); CAMTUR; wikipedia.org; Redtour.com; COC Conseil; marketnfigures.com; Smithsonian Tropical Research 
Institute; Barcelona Tourism, Costa Rica Tourism; MINTUR Cuba; Sernatur; Frontur; Familitur. 

Distribution - % of arrivals per product 

 

64% 

20% 

57% 

24% 

13% 
6% 

47% 

26% 
18% 

9% 12% 

4% 

City Sun and Beach Eco Nautical 

2008 2014 2020 

CAGR 
+4,61% 

CAGR 
+9,33% 

CAGR 
+10,07% 

CAGR 
+14,36% 

Worldwide growth 

City:  12% 
Sun and Beach:  3,30% in matured destinations ð 12% 

14% in new destinations 

Eco:  between 15% y 20% 

Nautical:  4,1% a 14,6% 

Source: Own elaboration. T&L 
2008. 
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With the application of the Master Plan, the arrivals are going to be more equitably distributed 
among the different products Panama offers, reducing the protagonist role of the City product.  
Nevertheless, for the year 2020 it is foreseen that the family of tourism city products will remain 
leading as the receptor of arrivals with a 47%. However, and in relative terms, the family of 
Nautical products will have a higher accumulated growth (14,4%). 

5.1.4 Considerations for product development  

The Master Plan has included a specific study of the factors that can facilitate and avoid the 
development of priority products. In this respect, we are presenting below a table with the 
strengths, weaknesses, and opportunities of each of the tourism products included in the Master 
Plan.  The ATP, as the entity which is responsible for the organization and implementation of the 
Plan, should consider these factors by promoting the strengths and minimizing the weaknesses, 
as well as taking advantage of the emerging opportunities. 
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Type of product Strengths Weaknesses Opportunities 

Business/ MICE Tourism 

4 Geographical location of Panama 
and its image of business 
destination. 

4 High security throughout the country 
and specifically in the capital city. 

4 Business product developed with a 
Strong demand in the capital city. 

 

4 Limited infrastructure that facilitates 
the development of the product and 
in general of the low quality. 
(Business centers, fair and congress 
areas, etc.) 

4 Scarce hotel offer and in general of 
low quality. 

4 Limited services offer that give 
support to the product.  

4 Establish measures to erect the main business center of Latin America. 
4 Diversify the markets and take advantage of the Latin American companies in 

Panama and the nearby markets for the development of this class.  
4 Create the meeting and congress spaces with competitive and actualized technology.  
4 Develop the specialized services for businesses and for conversions.  
4 Internationalization of the Panamanian Enterprise and attract foreign enterprises to 

Panama.  
4 Promote the accessible air facilities of the country and mobility to the interior. 
4 Economical, fiscal, financial and commercial politics oriented to promote businesses in 

Panama. 

Shopping Tourism 

4 Destination with ñattractive pricesò 
and ñwith a large variety of 
merchandise for saleò.  

4 Product amply developed with a 
strong demand in the capital city. 

4 Good commercial offer. 
4 Artisans and indigenous products very 

attractive to the tourist. 

 

4 Lack of commercial offer in key 
areas (destinations ï Port of colon, 
City of Panama. Pacific Coast and 
the Tocumen airport mainly.) 

4 Low quality of the commercial offer 
in some of the destinations (Colon 
Free Zone) 

4 Lack of markets and offer for the 
sales of traditional and indigenous 
products. 

4 Creation of centers and/or commercial spaces in key areas (Port of Colon, Panama 
City, Pacific Coast, Tocumen airport mainly). 

4 Attraction of renowned International brad names that contribute to the value of the 
destination. 

4 Rehabilitation of the artisans markets in destinations and development of a central 
artisans market in the Cities of Panama and Colon. 

4 Rehabilitation of the Colon Free Zone. 
4 Implementation of the devolution of the IVA to foreigners. 

Sun and Beach Tourism 

4 Abundance of resources in a great 
Lumber of destinations of the 
country for the development of the 
activity. 

4 Te proper climate of the country and 
its ample littoral.. 

4 Lack of a clear norm that regulated 
the activity and the construction in 
the destination. 

4 Scarce planning in the development 
areas in the destinations. 

4 Limited and obsolete hotel offer. 
4 Lack o fan infrastructure of Basic 

services focused towards the 
treatment and elimination of waste. 

4 Lack of the formation of HR of the 
sector. 

4 Limited access and mobility at 
destinations, such as low quality in 
the transport services. 

 

4 Solution to the legal problems over the ownership of land 
4 Planning and arrangement processes of the territory for the development of this 

product. 
4 Integral planning of the new tourism destinations.  
4 Develop under sustainable Concepts, avoid the óCancunization ô of the destination. 
4 Regulation of secondary residences. 
4 Development of infrastructure Systems for Basic services under sustainable criteria 

(specially for the treatment and elimination of waste ï liquids and solids) 
4 Constructive and urban regulations at the destinations.  
4 Improve the access and mobility at the destinations 
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Type of product Strengths Weaknesses Opportunities 

Cruise Ship Tourism 

4 Privileged geographical location and 
a bi-oceanic condition. 

4 Presence of the Panama Canal. 
4 Excellent resources and conditions 

for the development of this type.  
4 Condition of the Port of Colon 2000 

as Home Port. 

4 Limited and insufficient port 
infrastructures. 

4 Lack and low quality of the port 
services. 

 

4 Creation and improvement of the access infrastructure and port services for cruise 
ships. 

4 Improvement of the general condition for tourism at the destination of the Port of 
Colon. 

4 Creation of a cruise ship port at the destination in the City of Panama. 
4 Development of the legal and regulation of the activity and related sectors. 
4 Lobby with key associations for the development of cruise ship tourism, new 

International routes that include Panama and new specialized products. 
4 Develop the complementary tourism offer of high quality. 

Eco Tourism 

4 Extensive offer of resources 
unexploited along the entire country 
on land and sea. 

4 International recognition of the 
resources with the presence on the 
territory of Biosphere Reserves , 
Natural Patrimonies, of Humanity 
and Natural Wealth of the UNESCO 

 

4 Lack of adaptation of the Natural 
Parks for tourism and incorporation 
of the activity to the Management 
plans. 

4 Limited hotel offer and in general 
low quality at the existing site. 

4 Lack of tourism services in the 
SINAP. 

4 Lack of understanding and formation 
of the tourism activity. 

4 Limited access to the destinations. 

4 Adaptation of the Natural Patrimonies of Humanity to tourism (Coiba National Park, 
Darien National Park, La Amistad National Park) 

4 Priority coordination with ANAM for the integration of tourism in the SINAP. 
4 Incorporation of tourism in the Management and Usage Plans of the SINAP:  
4 Promote the creation of the offer and services within the SINAP: 
4 Implementation of the figures ñadministrative and services concessionò indicated by 

the General Environment Law. 
4 Create specialized training programs in eco tourism within the local population of the 

destination. 
4 Understanding programs for the local population about the value of nature. 
4 Regulation of the activity. 
4 Develop the integration and synergies with the eco tourism of Costa Rica. 

Active/Adventure 
Tourism 

4 Excellent tourism resources that 
allow the development of varied 
offers (littoral, mountain, Rivers, 
volcanoes, etc.) 

4 Lofty singular and natural spaces 
without being exploited. 

4 Benevolent climate and without 
great contrasts. 

4 Lack of sector regulation 
4 Lack of offer and services in an 

ample Lumber of destinations. 
4 Lack of formation in the application 

of the activity. 
4 Limited access to the destinations. 

4 Priority coordination with ANAM for the integration of adventure tourism in the 
protected areas adapted within SINAP.  

4 Incorporation of adventure tourism within the Management and Public Use Plan of the 
SINAP: 

4 Promote the creation of the offer and services for this type of tourism within the 
SINAP. 

4 Implementation of the figures ñadministrative and services concessionò indicated by 
the General Environment Law  

4 Create specialized training programs in adventure tourism within the local population 
of the destination. 

4 Promote the creation and development of enterprises that satisfy the demand of this 
product. 

4 Improve the safety conditions, through the regulation of the activity and the obligatory 
contracting of responsibility and accident insurance. 
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Type of product Strengths Weaknesses Opportunities 

Nautical and Small Cruise 
Ship Tourism 

4 Privileged geographical location and 
bi-oceanic condition. 

4 Presence of the Panama Canal. 
4 Diversity and abundant of resources 

for the development of this type of 
tourism. 

4 Lack of infrastructure for the 
development of the activity. 

4 Lack of services and complimentary 
services. 

4 Lack of knowledge of the existing 
resources. 

4 Lack of qualified H:R: to attend this 
product. 

4 Lack of sector regulation and its 
activity. 

4 Develop specific infrastructures: wharf system, ports and marinas of medium and low 
dimensions to facilitate the navigation within the influence area of Panama.  

4 Develop wharfs, ports and marinas with bunkering Systems and full service in small 
destination that will support the general system. (ex. Tuira, Sambu, Montijo-Mariato 
destination, etc.).  

4 Develop the complementary offer of specialized products and services for nautical 
tourism and the recreation boats: nautical schools, specialized commerce, storage 
services and dry dock for sail boats, etc. 

4 Specialized training to service this product.  
4 Lobby to attract or develop specific events o for international projection. 
4 Identification and selection of lands for its concession to private enterprises for the 

construction of wharfs and marinas. 

Sports Fishing Tourism 

4 Privileged geographical location and 
bi-oceanic condition. 

4 Diversity and abundant of resources 
for the development of this type of 
tourism  

4 Certain development and 
organization of the product in the 
country of International competition. 

4 Lack of the offer destined to the 
product and of supporting 
infrastructures. 

4 Concentration of the main product in 
a unique destination even if there is 
an abundance of resources in the 
whole territory of the country. 

4 Lack of qualified H:R: for the 
development of the product. 

4 Lack of a specific regulation for the 
activity. 

4 Very limited access to the 
destinations in which it can take 
place. 

4 Actually the offer is reduced and has its best referral in Piñas Bay, in the Tropic Star 
Lodge. Nevertheless, the offer has good potential if infrastructure is developed for 
fishing, promoting the creation of the offer and specialized products are developed. 

4 Training to professionalize the activity. 
4 Specific regulation for the activity 
4 Improve air access to the destinations since these are so far away of the main access 

road infrastructures. 

Wellness/Medical 
Tourism 

4 Excellent geographical location and 
climate 

4 Good quality of some of the medical 
centers and an excellent preparation 
of the medical staff 

4 Abundance of resources to cover all 
diversifications of the product n 
(thermal, talasotherapy) 

4 Limited offer destined to the activity 
of this product. 

4 Lack of specific lodging offer for this 
product. 

4 Lack qualified H:R: for the 
application of the product. 

4 Lack of a specific policy that would 
promote the growth of the sector. 

4 Lack of a specific regulation for the 
development of the activity. 

4 Lack of a quality system that 
guarantee the safety of the product.. 

4 Coordination with the health sector (hospitals and clinics) that will allow the taking 
advantage of the synergies and benefit from tourism. 

4 Develop de lodging offer to the needs of the visitors in the treatment of health.  
4 Develop a lodging offer that integrates the wellness activities (SPAs, relaxation 

activities, talasotherapy, thermal activities, etc.) 
4 Conditioning of natural resources for the thermal activities (ex. Boquete - Caldera 

destinations) 
4 Training of H:R: of the tourism sector and tourism training of the H:R: in the health 

area. 
4 Promote the development of the activity through fiscal, economical, technical, financial 

mechanisms for the investment. 
4 Regulate the activity (tourism, medical/wellness tourism) 
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4 Search of synergies and agreements with health and esthetics center of international 
recognition. 

4 Develop an official certification system that guarantees the safety of the patient (for 
esthetics and health tourism) 

Type of product Strengths Weaknesses Opportunities 

Scientific Tourism 

4 Presence of ample land and marine 
natural spots unexploited in which 
unique endemic species live. 

4 Presence in the country of 
Worldwide recognized institutions 
like the Smithsonian. 

 

4 Limited offer of scarce 
competitiveness at university and 
investigation centers level. 

4 Lack of specific lodging offer for the 
development of the product. 

4 Lack of a specific policy that 
promotes the growth of the sector. 

4 Take advantage of the presence of various centers such as the Smithsonian in the 
country. 

4 Creation of investigation centers with adequate technology and equipment to offer a 
competitive offer.  

4 Develop the lodging offer associated with the scientific investigation centers. 
4 Lobby with NGO and the Panamanian and International for the development  of this 

tourism product in Panama.  
4 Promote scientific investigation through incentives and economical, fiscal and 

institutional mechanisms.  
4 Search of synergies with destinations such Ecuador (Galapagos-Coiba), Costa Rica 

and other central American countries. 

Cultural/Community 
Tourism 

4 Presence of the Panama Canal as a 
cultural base of the country. 

4 Presence of a live indigenous 
culture and the existence of singular 
ethnics. 

4 Abundance and variety of resources 
at a patrimonial and cultural level 
with Patrimony of Humanity 
monuments. 

4 Lack of adaptation and placing a 
value to the existing resources for 
tourism. 

4 Lack of the structuring of thematic 
tourism products in a community 
environment. 

4 Rejection of certain ethnic groups in 
the development of tourism. 

4 Incipient museum offer. 
4 No definition and vague knowledge 

of the product. 
4 Lack and inconsistent offer of 

adaptable cultural routes. 
4 Lack of lodging offer and services 

for the development of the offer. 
4 Lack of sanitation and Basic 

services system at the destinations. 
4 Limited access to the destinations 

and mobility within them. 

4 Declaration of the Panama Canal as a Worldwide Patrimony of Humanity. 
4 Recuperation for tourism of the sites and attractions of Panama tat are Worldwide 

Patrimony of Humanity (fortification Portobelo-San Lorenzo and Old Panama and 
historical district of Panama) 

4 Recuperation and adaptation for tourism cultural activities and the patrimonial and 
traditional sites (Archeological site Los Barriles, traditional festivities Las Tablas, 
traditional festivities of the Devils and Congos in Portobelo, National fest of the Black 
Christ, other) 

4 Training and understanding of the local communities, the indigenous community, for 
the participation in the operation of this type of tourism. 

4 Strengthening of indigenous communitiesô organization with a managerial capacity for 
tourism activities. 

4 Due to the lack of disposition for the tourism development of the Kuna Yala region it 
requires a special effort in it through a progressive integration of the activities and 
territories as part of the offer of the Panamanian tourism product.  

4 Facilitate a sanitation and Basic services system needed in the destinations in order 
to offer a development and a competitive tourism offer. 

4 Improve the access by road to the destinations of this type of tourism. 
4 Promote the lodging offer and complimentary activities (tours, transport, etc.) of 

community management through economical, financial and technical mechanisms. 
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Type of product Strengths Weaknesses Opportunities 

Agro tourism 

4 Attractive resources unexploited in 
an ample Lumber of destinations. 

4 Development of rural and agro 
tourism activities in the country 
(cultivation of coffee, banana, sugar 
cane, cattle, beekeeping, etc.). 

4 Lack of valuating the resources for 
tourism. 

4 Lack of specific lodging offer for the 
development of the product. 

4 Lack H.R. training for the sector. 
4 Limited access and mobility at the 

destinations. 

4 Definition of a competitive agro tourism model for Panama associated to the 
characteristics of farming production of the country (cultivations of coffee, banana, 
sugar cane, type of cattle, etc.) 

4 Establishing promotion measures for the farming productive transformation integrating 
tourism as an alternate activity and not replacement.  

4 Developing a lodging offer adapted to the demand base don the farming activity of the 
country. 

4 Promoting the creation of products through the local activities. 
4 Training and understanding the rural communities and its population. 
4 Promoting the development of various infrastructures of access to rural sites where 

the product is developed due to the bad connectivity to the rural zones in general. 
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5.2 Tourism Destinations 

The Sustainable Tourism Master Plan 2007-2020 has elaborated a tourism classification proposal to 
stimulate the management of the sector in Panama.  This classification arises from the concept 
"Tourism Destination Regions" development, which is formed as ample spaces that include groups 
of destinations linked through closeness, connectivity and functionality relations in the logic of 
tourism production system.  It established, eight (8) regions, including Twenty six (26) tourism 
destinations of great importance for the tourism development of Panama. 

 

The way in which tourism products overturn in the regions, is visualized in the following map: 

Regions and Tourist Destinations of the Panama Sustainable Tourism Master Plan 2007 - 2020   
Tourist  Region 1   Tourist  Region 5   
Bocas del Toro   
Changuinola  ï  Naso  ï  Ngöbe  -  Teribe   
Chirirquí Grande  ï  Ngöbe  -  Península Valiente   

Campana  ï  Chicá  -  Valle de Antón   
Costa Pacífica   
Penonomé  ï  El Copé  -  Natá   

Tourist  Region 2   Tourist  Region 6   
Volcán Barú  ï  Cerro  Punta  -  PILA   
Boquete  -  Caldera    
Golfo de Chiriquí   
Comunidades Ngöbe  ï  Buglé   

Ciudad de Panamá   
Las Perlas   
Puerto de Colón   

Tourist  Region 3   Tourist  Region 7   
Costa Caribe Veraguas   
San Francisco  -  Santa Fe  ï  Calobre   
Golfo de Montijo  -  Mariato   
Pacífico Ver agüense  -  Soná   
Coiba   

Portobelo  -  Santa Isabel   
El Porvenir  ï  Cartí   
La Miel  ï  Puerto Obaldía   

Tourist  Region 4   Tourist  Region 8   
Ocú  -  Santa María  ï  Parita  ï  Chitré   
Las Tablas, Sto. Domingo  ï  La Palma  ï  Guararé   
Pedasí  ï  Tonosí   

Tuira   
Sambú   
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A great detail of the product destination in each particular destination of the regions is available and 
may be consulted in the final technical document of the Master Plan. .  

Á 5.2.1 Priority Destinations 

From the 26 destinations in the Master Plan and with the purpose of orienting the implementation of 
the action plan, a group of tourism destinations whose development is priority within the strategic 
frame of the Plan, was selected. It is important to highlight that even tough there are destinations 
that are not included in this priority list, it does not mean that they should not be developed. 

In the analysis for the selection of priority destinations the following criteria was employed:  

4 Situation of the destination: destination potential to develop the product 

È Major or minor potential of resources and attractions capable of responding to the 
product. 

È Current situation of the destination as a base for the development of the product (direct 
and indirect support offer) 

4 Feasibility of the demand: potential of demand for the product present in each destination. 

È Volume of the current demand for the product at the destination. 

È Potential growth of the demand in such destination. 

È Access situation of the demand of the product to the destination. 

4 Market feasibility: potential of competing with other reference markets of the product at the 
destination. 
È Differentiation potential of the product at the destination 

È Synergies potential of product with other products at the destination 


