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1. Introduction 
1.1 Background 

This study provides an analysis of the quality and extent of low-income Afro-Brazilian workers’ participation in the formal and informal sectors of the tourism value chain in Salvador, Bahia; from the perspective of sustainable tourism and inclusive growth. The objective is to make evidence-based policy recommendations designed to increase access and enhance the quality of participation of Afro-descendants in what is the second most important sector for the city’s economy.

The study was commissioned by the Inter-American Development Bank (IDB) to support the Municipal Government of Salvador (Prefeitura de Salvador) and the IDB project team in their preparation of the Tourism Development Program for Salvador (PRODETUR Salvador, BR-L1412). The study supports the PRODETUR objective ‘to contribute to increasing employment and income for the population in Salvador, and in particular for vulnerable people (by ethnicity – Afro-descendants – level of income and/or gender), through the consolidation of the tourism industry’ (IDB, 2015). 

Despite being the city with the largest Afro-descendant population in the world outside of Africa, 82% of its inhabitants; Salvador’s Afro-descendants, in particular women, are the lowest earners in the tourism sector, and are currently the stakeholders with the least opportunities (IDB, 2014). In view of this, the IDB hired a team of consultants specialized in Value Chain Analysis (VCA) and Inclusive Growth Tourism (IGT) to carry out a rapid appraisal of the current levels and quality of inclusion of low-income Afro-descendants in the tourism sector in Salvador, with an emphasis on the following nodes of the tourism value chain: accommodation, food and beverages, excursions and arts and crafts. The study initally focussed on three areas: Pelourinho (in the Historic Centre), Rio Vermelho, and the stretch of North Atlantic coastline from Itapuã to Ipitanga. In close consultation with the clients, the consultants selected one key site in each project location; the focus on Rio Vermelho (an affluent, middle-class area which already benefits from tourism), however, was switched to Liberdade, a low-income neighbourhood which until recently had the highest concentration of Afro-descendants in Salvador, and which has an important place in Brazil’s history, as well as being home to the emerging Curuzu Cultural Corridor. 
The study’s findings have fed into the Action Plan via recommendations intended to promote greater opportunities for the target population to access tourism jobs that will improve their living standards. These recommendations take into consideration current and upcoming opportunities to increase touristic activity and income for Salvador as a whole. For instance, along with a number of other big cities across Brazil, Salvador has experienced a surge in tourist arrivals linked to events such as the Copa América in 2007 and the World Cup in 2014 (Butler and Aicher, 2015), and tourism analysts forecast these numbers to continue rising for the upcoming Olympic Games in 2016 (Getz and Page, 2015). These upward trends generate opportunities on which large and small enterprises can capitalize, in both the formal and informal sectors.

1.2 Objectives 

The study has four key objectives: 

· To examine the relationship between tourism and the target population in the Program intervention area (three neighbourhoods in Salvador: Pelourinho, Liberdade/Curuzu, Itapuã); 

· To provide quantitative estimates, as a snapshot view, of the current (if existing) and potential benefits of tourism flowing to the local economy and the target population (particularly using data on earnings); 

· To identify constraints and opportunities to increasing the overall welfare impact of tourism on the target population; and

· To propose practical and effective measures that can be taken to improve the Inclusive Growth impact of PRODETUR for the Afro-Brazilian population in Salvador.
1.3 Summary of Results
The study highlighted the following challenges and opportunities for the target population. 
	Problems


	Opportunities

	· Lack of Afro-Brazilian representation and participation in the creation and management of the destination’s branding

· Low levels of education 
· Low socio-economic benefits for women in Tourism 
· Insecurity 
· Gaps in institutional capacity in the public (state), private, and third (CSOs) sector.

	· The strong presence of an Afro-culture which cannot be replicated or copied by competing destinations 
· International demand for well-managed destinations with an authentic cultural offer 
· The possibility of combining cultural tourism with sun and sea tourism in a single destination
· PRODETUR – provided it is aimed at developing Salvador’s USP: its Afro culture. 


1.4 Structure of the Report
The main body of the report has five sections. Section 1 outlines the study’s background and objectives, as well as providing context on how it treats the intersecting issues of Race, Gender and Poverty in Tourism. 
Section 2 provides the analysis and mapping of the situation of Afro-descendants in the Tourism Value Chain in Salvador, with sub-sections mapping and analysing earnings across the different ACTs, levels of employment, salaries, and years of schooling by race/gender/age in each of the ACTs in the formal and informal tourism sector in Salvador, and in each of the three geographical locations. A qualitative analysis of selected nodes in the informal sector of the value chain builds on the questionnaires and semi-structured interviews carried out as part of the two waves of fieldwork for the project. A more in-depth analysis of the barriers and opportunities in terms of access to good-quality jobs, salaries, career progression, and training also draws on the qualitative research. Finally, Section 2 closes with a summary of key barriers for Afro-Inclusive Growth in for the target population. 
Section 3 outlines the Action Plan, including the problems identified by the research, their impact of those problems, and the relevant evidence for the problem. These are presented as a series of project fiches, which set out the relevant data per issue, while also enumerating suggested actions, the implementing actors who may be able to implement those actions, and where applicable the specific node and area for the action. 
Section 4 breaks down the indicative budget of US$ 5 million. Section 5 concludes, outlining ways forward for supporting Afro-inclusive actions through the Action Plan’s recommendations. In the latter half of the report, the quantitative and qualitative data, lists of organisations contacted and interviewed, and the full methods report, are set out in easy-to to-use annexes.

1.5 Methodology summary 

The research focused on collecting primary data from the field sites covered by the project, namely Pelourinho in the Historic Center, the emerging Liberdade-Curuzu cultural corridor, and Itapuã, on the North Atlantic Coast. This was complemented by secondary data collection from a variety of sources, including Brazilian national databases such as PNAD, RAIS, SIMT, and the 2010 Census (IBGE), as well as research on other similar contexts where inclusive growth tourism interventions have been developed. The primary and secondary data collected feeds into the rapid appraisal Value Chain Analysis (VCA), which provides a snapshot of each of the nodes in the tourism value chain, creating a map of Afro-descendant workers and small business owners’ participation in the formal and informal tourism sector in Salvador. 
The format of consultation meetings was agreed in conjunction with key client stakeholders (SECULT, SEMUR, IDB) as a way of circumventing the challenging project timeline and broad scope of the terms of reference. As outlined in the Methodology document submitted on the 3rd June 2015,  the consultants carried out consultation meetings with the stakeholders invited by SECULT and SEMUR. The consultants interviewed 4 groups of tourism sector stakeholders: public sector, private sector, informal sector, and a mixed group from Itapuã. These groups were composed of individuals and entitites invited by SECULT and/or SEMUR. The final sample for the consultation meetings is therefore comprised of those who participated in the meetings, rather than the sum total of those invited to participate. 
Table 1.1 Summary of interviewees and research methods utilised 
	Analysis of employment in the ACTs of the toursim value chain 
	Consultation and analysis of the Census (2010) database for the ACTs (formal and informal sector)

Consultation and analysis of the SIMT (2013) database, based on RAIS and PNAD (formal sector)

Comparative study of employment trajectory in the ACTs by race, gender, income and level of education attainment (years of schooling)

	4x group consultation meetings, institutional interviews and street interviews with formal and informal sector actors
	Government: 13 entities and 5 individuals in academia / training (public sector)
Informal sector: 20 (16 street interviews, 4 during the consultation)

Third sector (entities and individuals): 18

Private sector (individuals): 9

	Secondary data research 
	Statistics and studies from the World Tourism and Travel Council (WTTC) and the Travel Foundation 
Review of international literature covering key topics linked to the situation of Afro-descendants and women in the tourism sector
Identification of successful international case studies about the quality insertion of indigenous and authentic culture in tourism destinations


Risks and limitations
The short timeframe allowed for the project imposed certain limitations on primary data collection. This limitation has been mitigated by the employment of a rapid appraisal approach to mapping the key nodes in the tourism value chain. Primary data collection was prioritised for the nodes where Afrodescendants are highly represented and also vulnerable (e.g. Street vendors). Additional limitations include: a) the precarious security of some of the sites, which was mitigated by adopting a focus group discussion approach with the support of SECULT and SEMUR, and b) the unavailability of data on the informal tourism sector in Salvador, and limited availability of data on race in the context of tourism (these data limitations were addressed and mitigated by one of the consulting team’s success in obtaining access to IPEA’s SIMT database and the Census database). Careful consideration was also given to the sensitivity of researching racial inequality and gender discrimination in Salvador.

Figure 1.1 illustrates the different activities that were carried out for the study, including time-frames.

Figure 1.1: Sequence of Activities for Afro-Inclusive Tourism VCA and Action Plan for Salvador, Bahia

 












Key Definitions and Data Sources 

Informal labour

Informal workers in Brazil are defined as those who are not formally employed with a signed carteira de trabalho (a work card which is a register of formal employment and must be signed by the worker’s employer), and who are not registered in the Cadastro Nacional de Pessoa Jurídica (National Register of Legal Persons – CNPJ), which registers companies. Informal workers in Brazil also include sole traders (autônomos) who are registered (cadastrado) – i.e. hawkers (ambulantes) – and not registered – i.e. consultants – as well as those who contribute to social security (previdência social). All these categories are considered informal due to the lack of a signed work card. Under Brazilian law, formality is conferred by an employment link (vínculo empregatício). 

Low-Income 

In this study, low income will be defined as earning up to 5 times the minimum salary (salário mínimo), that is, between R$ 788 and R$ 3,940 each month. The reason for this threshold, which is higher than is usual for studies in Brazil (which define low income as living with 1–3 monthly salaries), has to do with the target population being Afro-descendants. Arguably, the barriers that Afro-descendants encounter in the tourism sector are not linked only to their low-income status, but also to race. By widening the definition, this study may encounter valuable data on pervasive barriers to inclusion and economic advancement that are path-dependent within the sector. The action plan, however, will prioritise actions for those in the lower bracket (1–3 salários mínimos), although most actions are likely to have a racial dimension which is aimed to benefit those who may be held back by issues linked to race and find themselves in other income brackets, either lower or higher.

It is important to note that those classed as living on the poverty line or in extreme poverty (equivalent to one quarter of the minimum monthly salary – approximately R$ 197 per person per month), are extremely vulnerable, often lack basic necessities for survival, and would require social protection measures of support (e.g. Programa Bolsa Família) before even considering how to support their participation in an economic activity. 

Gender 

The benefits of tourism employment (whether in the formal or informal sector) tend to be presented in gender-neutral ways. However, tourism employment is highly gendered and – as with many other industries – draws on systemic gender inequalities to provide the large global supply of highly flexible and low-paid female workers and potential entrepreneurs (Ferguson, 2011). In light of this, the project will research whether Afro-descendant women in particular face additional barriers in accessing better-paid and better-quality jobs in tourism (in the formal and informal sectors).

Furthermore, while there is clear discrimination against women in the formal tourism sector, as well as in the labour market in general (Jiyane et al., 2012; Moswete & Lacey, 2015), there is also clear discrimination linked to race (Lovell, 2000; Coopersmith, 2006; Foster, 2006; Bucheli & Porzecanski, 2011; Gradín, 2009; Mollett, 2014). This project will study the barriers to improved labour force participation for low-income Afro-descendants in the tourism sector in Salvador.

Formal and Informal Tourism Sector & Women in Tourism 

The consultants have carried out secondary research and reviewed key literature on each theme, including documents provided by IDB, SECULT and SEMUR. Analysis of quantitative data will be done from the PNAD, RAIS, SIMT databases and other data sources from IBGE and IPEA. These will be complemented by qualitative primary research using in-depth semi-structured interviews, consultative focus group discussions, and participant observation. 

Afro-descendants and racial exclusion in the labour force 

Research into inequality and exclusion in the labour force, based on racial differences and with a focus on the Afro- descendant population in Brazil and Latin America, generally concentrates on the analysis of quantitative data sourced from country population censuses, and is based mainly on wage differentiation.

Although census analysis methods are used to determine whether a population is discriminated against based on racial background or gender, this needs to be complemented by qualitative data when planning practical and strategic solutions, since qualitative data will help the formulation of hypotheses with regards to the main barriers for the inclusion and advancement of Afro-Brazilians in the tourism sector. Semi-structured interviews and focus group discussions were therefore considered more appropriate, as they enabled interviewees to explain the barriers they face.

1.6 Intersecting Inequalities: Race, Gender, and Poverty in Tourism

Intersectionality theory
 (Williams Crenshaw, 1987, 1993) is a helpful way of understanding the relationship between social inequalities and race, gender, and poverty (or class). The present study’s focus on low-income, Afro-descendant men and women working in both the formal and informal tourism sectors makes intersectionality a particularly appropriate approach, since it allows us to unpick the relationship between race, gender, and poverty, thus affording a clearer view of how this affects the target population in their current situation, and so how it may affect their participation in the actions recommended by the Action Plan. 

These intersecting inequalities are exacerbated by the project’s geographical location: being an Afro-descendant in a ‘developing’ country setting, and in the specific socio-economic and historical context of the Northeast of Brazil, has implications that are distinct from those pertaining to Afro-descendants elsewhere in Brazil. 

Recent research on intersecting inequalities in the broader context of social and economic development (Kabeer, 2010; Arauco et al., 2014) has shown that strengthening social justice is key in addressing intersecting inequalities. Those “most likely to be left behind by development are those facing ‘intersecting inequalities’”, where economic disadvantages intersect with “discrimination and exclusion on the grounds of identity and locational disadvantage.” 
 This framework of intersecting inequalities illuminates the relationship between social mobilisation – such as that done by civil society and social movements – with political change, leading to constitutional reform (changes in legal frameworks), which in turn lead to increased political participation (including by those very populations likely to be left behind), which finally leads to changes in the way governments provide a combination of universal and targeted and affirmative actions (country-wide social development programmes, targeted development policies, and affirmative actions like quotas and, in the case of Brazil, initiatives like the Ministry of Social Development’s Busca Ativa programme). This is an iterative cycle, with different starting points: Political Change → Constitutional Reform → Increased Political Participation → Combination of Universal/Targeted/Affirmative Actions → Social Mobilisation. At the same time, Political Change also links to Increased Political Participation; Social Mobilisation links to Constitutional Reform, which in turn links to Combination of Universal/Targeted/Affirmative Actions.

This is particularly important in the context of this study for the PRODETUR, given that Salvador’s Unique Selling Point is considered to be its Afro-descendant identity, and that the political project behind SEMUR – a key partner for the component of the PRODETUR programme – is a concerted effort to renounce colour-blindness, which “misdiagnoses social inequality as a residual individual problem; it masks systemic racial injustice; and […] cripples the capacity for collective organisation and democratic mobilization” (Guinier and Torres, 2002: 55). Initiatives like the Programa de Combate ao Racismo Institucional (Tackling Institutional Racism Programme – PCRI), the slogan Salvador Livre do Racismo e a Descriminação, SEMUR’s Selo da Diversidade Étnico-Racial, the Prefeitura de Salvador Afro-descendant quota programme, and the Observatório da Discriminação Racial, da Violência contra a Mulher e a Homofobia held during Carnival – all serve to strengthen cross-governmental and civil society partnerships, providing a visible reminder of the Prefeitura’s commitment to policies which strengthen citizenship. Tackling systemic inequalities is a fundamental part of enabling change, and Brazil is considered a worldwide example due to its success in reducing inequality through targeted social policies which tackle issues of race, gender, class, and the rural–urban divide.

The advantage of this component of the PRODETUR is that it aims to implement development policies which promote socio-economic development, including for the population groups who are generally marginalised by such programmes due to the intersection between their economically deprived status and their ‘cultural devalued identities, locational disadvantage and lack of political representation’ (Arauco et al., 2014). Salvador has the advantage of an existing policy framework which was designed to take this into account. However, the challenge of tackling intersecting inequalities is still significant given that research shows that social and political mobilisation for social justice goals are more important than technocratic aspects of policy formulation – indeed, the genesis of SEMUR is a good example of this. Nonetheless, research also shows that data is a fundamental element in understanding how these populations are being reached by government policies (or not) in order to ensure they are not continually marginalised and thus left behind. Brazil has already achieved much in terms of the legal frameworks which exist for the protection of vulnerable populations, but those interviewed for this study state that implementation is weak and political commitment could be higher. 

According to recent research carried out in Brazil and six other countries (Arauco et al., 2014), the following are key elements in addressing intersecting inequalities:
 

· Social movements demanding changes in the ‘rules of the game’ 

· Political trajectories and processes of constitutional change that facilitate and enable these changes to take place

· Social guarantees (legal-administrative mechanisms that specify rights and responsibilities of the State in order to realize citizens’ given rights to basic social minimums such as education, health, housing etc.) i.e. the State must provide schools in order that citizens may exercise their right to education, hospitals for the right to health, etc. (WB, 2008)

· Enhancing opportunities 

· Affirmative actions which promote development

· Specific policies and programmes which show commitment to the reduction of intersecting inequalities over time.
Salvador provides the backdrop to a radically new approach to race relations in Brazil, with the Secretariat for Reparation (SEMUR) the only institution of its type in the whole country. As government, civil society, social movements, and citizens all work to move on from the myths of ‘racelessness’ and racial democracy, Salvador shows that valuing and promoting Afro-descendant heritage, culture, and practices through its people is underpinned by a commitment to political and social equality in a democratic context which aims to rise beyond institutional racism, sexism, and classism. 
Women in Tourism 
Inclusive growth tourism has enabled the tourism sector to demonstrate its potential for creating jobs and income-generating activities in less developed or developing countries to benefit local communities in remote destinations (Baum, ibid.). The International Labour Organisation’s (ILO, 2011) toolkit for the reduction of poverty through tourism highlights the opportunities that exist for both sexes in this regard. Furthermore, opportunities exist for creating self-employment in small and medium sized income-generating activities, thus creating paths towards the reduction of poverty in local communities, particularly for women. 

A study of the challenges and opportunities faced by women in the tourism industry in the state of Bahia (Di Ciommo, 2007) reveals that women see jobs and income-earning opportunities as ‘dreams’ to which they aspire, highlighting the importance they givn to financial independence and being able to support one’s family. Mothers were said to ‘dream’ of public day-care centres for children under six, so that they could go out to work and leave the children in good care. Participants in the study pointed out that job opportunities abound during tourist season and that they can benefit from the large number of tourists in the community. Day-care centres could therefore really make a difference to the lives of many women. Our study showed similar results, with a number of interviewees representing women working in the tourism industry saying that it is difficult for women to work given their child-caring roles, and that for help they often turn to other family members, who may not always be available.
The women interviewed for this study expressed significant interest in attending training courses which would qualify them for a job and, consequently, enable them to earn their own income. This would also lead to better work opportunities in hotels, as well as other tourism trades and services in which men dominate. Many women expressed their desire to secure their own income as a way of acquiring financial independence, as well as helping their immediate and extended family. This is supported by interviews with organisations such as FIEMA and the CRAM, as well as similar studies in the field (Di Commo, 2007). 
Investing in training to upskill and professionalise women in the workplace also makes good sense from the policy-maker’s perspective: research suggests that increased professional and training opportunities for women (including young educated women and women with limited education) can have positive impacts for tourism development. This is echoed in the literature (Lovel and Feuerstein, 2002). UNWTO (2011) highlights the potential for women in employment within an inclusive growth tourism context:

Tourism can also help poor women break the poverty cycle through formal and informal employment, entrepreneurship, training, and community betterment. Not all women are benefitting equally from tourism development, however. In some cases, lack of education and resources may prevent the poorest women from benefitting from tourism development. While in some regions tourism helps empower women, in other regions, tourism negatively affects the lives of women and perpetuates existing economic and gender inequalities.

In the context of Salvador, however, this is not equally true for all, since the level of educational attainment is sometimes compromised by race and/or gender and/or class. This is representative of the significant challenges that any development project in this area will have to address, and which PRODETUR will have to take into consideration. 
As identified by Jiyane et al. (2012) and Moswete and Lacey (2015), women’s employment in the informal sector of tourism is characterised by a low level of education, marginalisation, family problems (such as being widowed or a single parent) and lack of business skills and knowledge, all of which lowers women’s chances of getting a job in the formal sector and thus limits their opportunities to earn a decent wage. If formal employment is found, options are usually limited to part-time, low-paid and seasonal areas of the industry such as hospitality, cleaning and retail (Ferguson, 2009; Sinclair, 1997a; 1997b, cited in Tucker and Boonabaana, 2012: 437–455).

In Latin American countries, there are also barriers to women’s inclusion within the tourism industry as a result of widespread sexism, whereby women are still expected to conform to traditional societal roles such as the dona-de-casa (housewife), even though most work outside of the home due to increased economic pressures (Duffy et al., 2015).

On a wider scale, research shows that in many global destinations, women earn less than men for doing jobs of equal value (Baum, 2013). One of the main causes is the way women’s competencies are valued in comparison to men’s. Moreover, jobs requiring similar skills, qualifications or experience tend to be poorly paid and undervalued when they are dominated by women. For example, the mainly female room attendants in hotels frequently earn less than male kitchen porters, whose work demands different forms of physical exertion but an equivalent level of skill. Additionally, the evaluation of performance, and hence pay level and career progression, may also be biased in favour of men. Where women and men are equally well qualified, more value is attached to responsibility for capital than to responsibility for people.

While Brazil has seen improvements in gender equality in work over the last two decades, things are still markedly unequal in the tourism sector. Women’s participation in the formal and informal workforce has increased, although the increase in registered women (com carteira assinada) has not risen as much or as quickly as men entering the formal sector. The combination of Brazil’s stagnant economy with a wider global financial crisis has put greater pressure on women at work (European Commission, 2010). This is partly due to economic downturn being used as a reason to limit or cut gender equality measures, and also because women bear a significant share of the burden in managing households. The impacts of economic crises on women and girls are quite different in developing as opposed to developed countries. Research in Latin America and the Caribbean shows that female workers are disproportionately affected. While many workers engage in lower-paid and riskier work as a coping mechanism during crises, ’women and girls were particularly vulnerable to risky, unprotected, and often informal employment, and the decline in primary school completion rates for girls exceeded that for boys’.
 According to World Bank research carried out in Brazil (Agénor and Canuto, 2013), gender equality makes good economic sense, and having an ‘equal work, equal pay’ policy offers the potential to increase Brazil’s GDP growth rate by 0.2 percentage points. This does not include other impacts such as the production of human capital, or indeed the impact that infrastructure development can bring (Canuto, 2013). As Agénor and Canuto (ibid.) point out:

In 2008, women’s wages were only 84 percent of men’s, and the gap increases at higher levels of education. Among those with 12 or more years of schooling, women earned merely 58 percent of men’s salaries. For the most part, the wage gap appears to reflect discriminatory practices and social norms. Brazilian women, even those working full time, continue to bear the brunt of time allocated to family chores.

Baum (2013) highlights that even where there are opportunities to access jobs in the tourism industry, sexism in the workplace means women are frequently confined to their existing jobs, with limited opportunities to work in new or different areas. Furthermore, access to promotions and leadership roles is severely limited – something which the present study confirms. 

Similarly, unskilled or semi-skilled women tend to work in the most vulnerable jobs, where they are more likely to experience poor working conditions, inequality of opportunity and treatment, violence, exploitation, stress and sexual harassment (ILO, 2010, in Baum, 2013). There have been many improvements as regards gender-based violence in Brazil, including the implementation of new legal frameworks such as the 2006 Maria da Penha Law against gender violence and the 2015 Latin American Model Protocol for the Investigation of Gender-related Violent Deaths
 – a change to the penal code to include femicide and tougher sentences. This has brought some results, although it is still a significant issue in Brazilian society, where sexism is prevalent at home and in the workplace (Bennett et al., 2010; Expositó et al., 2010)

Afro-descendants in Tourism

Tourism is a significant source of jobs and income globally, accounting for 10% of global GDP, and sustaining nearly 277 million people in employment, equivalent to 1 in 11 jobs on the planet (WTTC, 2015). Tourism is growing significantly in developing countries, which accounted for 46% of total international arrivals in 2011 (WTO, 2011). Since 2010, the number of international tourists to Brazil has increased steadily, although this yearly increase has halved in the last 3 years, dropping from 5% to 2.5% (WTTC, 2014). It is however safe to assume that arrivals went up in 2014 since the World Cup attracted more than 1.35 million inbound visitors, 70% more than was expected (Brazil Tourism Ministry, 2014). The World Travel and Tourism Council predicted arrivals would reach 6,352,000 in 2014 – marking a 9% increase – and that this figure would reach 14 million international visits by 2024 (WTTC, 2014a:7). In view of this, an increase in the number of tourists travelling to Brazil, and in particular to a vibrant Afro-Brazilian Salvador, has the potential to catapult Afro-descendants out of poverty by increasing the portion of earnings from tourism accruing to them (Ciccione, 2012).

Afro-descendants living in Salvador possess considerable cultural assets, and there is a significant opportunity to capitalise on this to make cultural tourism the engine of economic development for the producers of this culture. The nature of the tourism industry is spatially selective; it can have tremendous positive impacts on areas that have unique historical and cultural elements (Blakely and Bradshaw, 2002: 230) – such as Salvador, with its UNESCO World Heritage Historic Centre and Intangible Cultural Heritage ranging from the Baianas do acarajé, to the rodas de Capoeira and the Samba de Roda (more specifically of the Recôncavo of Bahia, but also practiced in Salvador). Having adequate tourism infrastructure in place to capitalize on unique cultural elements – tangible and intangible – can be an effective way of increasing livelihoods as well as protecting and promoting the local cultural heritage and way of living. Interviews with civil society organisations representing local communities in the study areas suggest that there is a need for the government of Salvador to take more consideration of Afro-Brazilian cultural elements when designing tourism development plans. And the benefits go beyond improved incomes. In addition to this, tourism can foster social and economic empowerment: 
[Contributing] to the geographic spread of employment, provide flexible jobs, employ women and young people, has the potential to employ individuals of diverse skill levels, create opportunities for small business, increase cultural pride, provide a greater awareness of the natural environment, and provide a sense of ownership and infrastructure for poor communities. (WTO, 2004: 10) 

At the same time, however, significant challenges remain to be faced. There is a wealth of research on discrimination against Afro-descendants and Afro-Brazilians in the labour work force in Latin America, which identifies discrepancies in monthly wages between working white, brown (pardo) and black women and men, and finds evidence of both gender and racial discrimination suffered by urban Brazilian workers (Lovell, 2000; Coopersmith, 2006; Foster, 2006). Racism is prevalent in all walks of life, as seen in the media coverage on racial inequality during the World Cup in 2014; and while racism is a crime, little is done to challenge racists.
 

Research analysing the wage gap between Afro-descendants and whites (Bucheli & Porzecanski, 2011) has found a significant gap, to the detriment of those with an Afro-descendant background. Studies carried out on ethnic and racial inequality in other contexts found unanimously that, worldwide, Afro-descendant workers experience some degree of racial discrimination (Arias et al., 2002; Pendakur, 2007; Levanon and Raviv, 2007).

Known as the first capital of Brazil (1549 to 1763), Salvador was also referred to as the Black Rome ( Pinho, 2004), a play on Rome being the centre of Catholicism, and Salvador being the centre of the cult of the orixás. The high percentage of Afro-descendants means Salvador has the opportunity to be the centre of Afro-Brazilian cultural production. This rich cultural heritage is in sharp contrast to the socio-economic standing of many of Salvador’s Afro-Brazilian residents, of which over 35% live in poverty (Cruz, 2015; IBGE, 2010). 

Yet alongside the promises, cultural tourism can also have negative impacts on host communities (Sideris et al., 2009; Perlman, 1976). A reinforcement of the negative attributes of culture resulting from the attention given to them by tourists wanting to “experience places off the beaten path” can create ‘cultural hegemony’. Additionally, the commodification of the host community’s traditional practices can result in the ‘erosion’ of culture and the loss of its uniqueness, affecting its competitive advantage and lowering the significance of certain rites. Nonetheless, Sideris (2009) notes that, as a result of cultural activities having developed into tourist attractions and because of culture being regarded as a fundamental part of the urban economy, cultural tourism still has great economic potential.
1.7 Overview of selected study sites 
Three geographical locations were chosen for this study in order to get an overview of the tourism value chain within the wider area, and to assess the opportunities and challenges for the target population to access better quality and better-paid jobs. 
Salvador is one of the fastest growing cities in Brazil, although it too is suffering from the effects of protracted crises. It is a large metropolis and the locations given in the Terms of Reference were not close to each other, which posed certain challenges for the research. This informed the decision – taken in close consultation and following recommendations from the clients – to narrow down the scope of the study to specific sites, which still allowed the researchers to reach stakeholders within the formal and informal tourism sectors. This strategy allowed the consultants to gather a useful amount of data, from a concentrated sample, for the rapid appraisal of the tourism value chain. Figure 1.2 provides an overview of Salvador and the study’s locations: Pelourinho, Liberdade and the Curuzu ‘cultural corridor’, Itapuã beach and Abaeté Lagoon.

Figure 1.2: Selected study sites, Salvador
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green: study areas | red: locations used for research
Pelourinho

	Photo 1: View from Pelourinho Square
	Photo 2: Samba band practicing in one of Pelourinho’s streets
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Pelourinho is the heart of Salvador’s Historic Centre. Designated as a UNESCO World Heritage Site, it boasts a large number of listed buildings, mainly churches and colonial style buildings, and historic squares that date back to the 17-19th centuries. Portuguese settlers founded the city in 1549, claiming Salvador as the first capital of the ‘New World’. 

Figure 1.3: Map of historic centre of Pelourinho
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It is the most visited destination in Salvador and has traditionally been a place of economic activity, although this has decreased in recent years, partly as a result of rising insecurity. Pelourinho has many formal and informal guides, arts and crafts makers and vendors, food and beverage enterprises – both on and off the street – and a relatively large number of accommodation options that survive on income from tourism throughout the year. The area is home to samba troupes who regularly rehearse in the cobbled streets, as well as Capoeira schools, musicians, and a number of events that take place on a weekly basis.

There are very few local residents living in Pelourinho itself. The majority of Afro-descendants living in Pelourinho were expelled during the restoration of the Historic Centre, which started in 1992. This has been contentious, given that the neighbourhood’s population has generally been excluded from the benefits of the restoration even though the Pelourinho is a key part of Afro-Brazilian history – the name refers to the whipping-post at which slaves and criminals were penalised (pilloried). As part of the restoration process, all residents who were illegally lodging in the neighbourhood were relocated while the area was being revitalised to meet the criteria to be considered a World Heritage Site.

Liberdade and Curuzu ‘Cultural Corridor’

Located in the heart of the Liberdade neighbourhood, Curuzu is a street which is beginning to emerge as a community tourism destination, due to the burgeoning Curuzu ‘Cultural Corridor’. The corridor currently extends along the Rua do Curuzu itself, and showcases a number of businesses such as hairdressers, food and drink shops, community activities – such as terreiros, Candomblé temples – as well as Capoeira schools, women’s empowerment groups, and the famous Ilê Aiyê cultural centres. Tourists are able to visit these places and engage in experiential tourism with the community and culture of the neighbourhood, generally accompanied by a guide from Curuzu itself.

Figure 1.4: Liberdade/Curuzu
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In addition to its role as a cultural and community centre, Ilê Aiyê is better known for being the first Black Carnival school / float – known as ‘bloco’ in Brazil – allowed to participate in Salvador’s annual Carnival. It has a hugely significant role in Black rights and the promotion of Afro-Brazilian culture. It is also home to a school, a venue which hosts concerts and other events promoting Afro-descendant culture throughout the year. 
Liberdade / Curuzu is known for having a majority of Afro-Brazilian inhabitants, and for being the centre of the Afro-Brazilian rights movement, sometimes referred to as Black Power. The area also played a big part in the declaration of the State of Bahia’s independence from the Portuguese colonial administration, a significant contributing factor to Brazil’s independence.

	Photo 3: Rua do Curuzu, part of the Curuzu Cultural Corridor
	Photo 4: Terreiro Vodun Zo visited as part of the excursion
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Itapuã
Located on the North Atlantic coast, about 20km from Salvador’s Historic Centre, Itapuã is a hub for one of the oldest communities of artisanal fishermen in Salvador, who sell their catch to the local market or on the beach and street for subsistence, against the backdrop of the Farol de Itapuã, the local lighthouse which echoes the Farol da Barra. Itapuã also has a long tradition in Afro-Brazilian poetry, song and music. It is better known as a formerly popular destination for beach goers from Salvador, since the water is considered to be cleaner than that closer to the city. However, to the disappointment of Soteropolitanos (Salvador’s residents), Itapuã has lost much of its appeal since the beach shacks (barracas) selling food and drink were removed from the beach area under the administration of the previous mayor of Salvador. This was hugely contentious, and is blamed for the increase in insecurity in the area as a result of the loss of livelihoods and consequent lack of job opportunities.

The area has not lost its aesthetic appeal, however. The beaches are beautiful, and while the Lagoa do Abaeté is considered to be unsafe and not worth visiting, the natural lagoon has significant tourism potential, being surrounded by white sand dunes and home to a wide variety of flora and fauna. Itapuã also has rich Afro-Brazilian cultural traditions, and a large population of Afro-descendants. 
Figure 1.5: Map of study areas
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Similarly to Liberdade, Itapuã has its own bloco and cultural community centre – Malê de Balê, which leads in cultural promotion, while also teaching children about their Afro-descendant heritage through musical and artistic activities, and providing education and other community services. The area also boasts a large number of terreiros (Candomblé temples) and is home to an award-winning female traditional music choir called the ‘Ganhadeiras’.
 It was immortalised in song by Brazilian musician, poet, and artist Dorival Caymmi,
 and by legendary Brazilian singer and writer Vinicius de Moraes, whose Itapuã house has been turned into an elegant restaurant. Itapuã has long been a key place for artists to visit and spend time in, although its Afro-Brazilian culture is more often seen outside of Itapuã, in Salvador or elsewhere. There are ongoing efforts to bring tourists and other visitors to Itapuã and consume its cultural production in its place of origin.
There are a growing number of security issues in the town, whose residents are economically depressed, in sharp contrast to the new influx of well-to-do Soteropolitanos moving into the many gated communities which line the coast from Itapuã to Ipitanga. The delay in getting the new barracas up and running means that tourists and beachgoers no longer frequent the beaches, which has led to a severe drop in earnings for low-income people working in both the formal and informal sector. 

	Photo 5: Itapuã beach
	Photo 6: Itapuã market
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2. Analysis and Mapping of the situation of Afro-descendants in the Tourism Value Chain in Salvador

2.1 Quantitative Data: A Rapid Appraisal of Afro-descendants in the Tourism Value Chain 

The Brazilian Ministry of Tourism has identified eight activities that are typical of the tourism sector (atividades características do Turismo, or ACTs). These are: Food & Beverages, Accommodation, Travel Agencies, Land Transport, Air Transport, Water Transport, Renting of Transport Equipment, and Culture & Leisure. For the purposes of this study, and in particular this quantitative section, all eight ACTs will be considered part of the Tourism Value Chain in the city of Salvador, Bahia. The purpose of this section is to examine the differences in the way workers from different races and genders are remunerated and represented in the tourism value chain.

In collaboration with the Brazilian Ministry of Tourism and the Ministry of Employment, the Instituto de Pesquisa Ecônomica Aplicada (IPEA) has developed a database called SIMT (Sistema de Informações Integrado do Mercado de Trabalho no Setor Turismo) which provides data on both formal and informal employment in the Tourism Sector up to 2013 (at the point this report was prepared: July 2015). As explained in earlier sections, data on the informal sector is difficult to obtain, and the formal sector data found in SIMT is much more reliable than that for the informal sector. To increase the reliability of the analysis of the informal sector data, the Brazilian census is also used. 

SIMT uses data from RAIS (Relação Annual de Informações Sociais do Trabalho e Emprego), a database on social indicators linked to work and employment, which is collected compulsorily by the Ministry of Employment, hence the higher reliability of the formal sector data in SIMT. The other source of information used by SIMT is PNAD (Pesquisa Nacional por Amostra de Domicílios), a household-based research database that collects socio-economic data every year using a long survey of a sample that is meant to be representative of Brazil as a whole, though not necessarily representative of the city of Salvador. PNAD is carried out every year except in census years, since the census collects the same data that PNAD collects but for every citizen of Brazil. 

The informal sector data in SIMT is from PNAD, and its lower reliability comes from the fact that it is based on self-reporting (which may lead to underestimating earnings), and also based on a sample that is meant to be representative of Brazil overall and not at city level, which is the geographical scope this study addresses. At this stage, the SIMT database provides the best and most recent account of socio-economic variables linked to employment, wages, years of education and much more for the value chain of Salvador, Bahia. Ideally, the Observatório de Turismo (Tourism Observatory) planned within PRODETUR will be able to collect data of sufficient quality to allow Salvador’s authorities to rely on locally collected data to inform their decision-making in the tourism sector, but that is still in the future. 
When using publicly available figures for the income earned by all people working in ACTs, there is a risk of overestimating the size of the tourism sector, given that not all income earned in those activities can be linked exclusively to tourists. Further analysis and a coefficient is therefore needed, and this is one of the innovations that SIMT brings to the study of tourism in Brazil. To solve the problem of overestimation at the regional level, the SIMT produces estimated coefficients of how much of the ACTs are indeed used by tourists. This coefficient is calculated by periodically interviewing businesses in each ACT and determining the percentage of tourists they serve. Once applied to the figures, the coefficient helps to estimate how much of that ACT’s income can be linked to tourism. These coefficients are obtained at the regional level (e.g. North-east), which means that they are still valid when used for whole states (e.g. Bahia) but become less accurate when applied to cities, which is why this study will not use the North-eastern coefficients when analysing the data. The SIMT also allows for the analysis of features such as gender, race, income and education in each of the ACTs, all over Brazil. 

Concerning Salvador, since the PNAD and RAIS samples refer to households (PNAD) and businesses (RAIS) at the city level, it is also possible to obtain data on people’s earnings and locate them by municipalities (Salvador city is also the municipality of Salvador). The PNAD data for neighbourhood level (as in Liberdade/Curuzu, Pelourinho or Itapuã) is not as accurate. However, this can be obtained from the 2010 Census, so the VCA mapping for ACTs in Salvador includes some analysis at the neighbourhood level. The census data is also a better source of information disaggregated by gender, race and years of instruction in the informal sector.

In order to uncover any differences between the target population for this study and other parts of the population in Salvador, the VCA mapping for ACTs in Salvador also includes analyses that disaggregate the labour profile of the tourism sector by gender, race, education and wages, for each ACT. Those analyses would provide the number of people in each category working in each ACT. It would thus be possible to see how the target population is represented in each ACT, how qualified they are, and how much they earn.

The Brazilian Institute of Statistics and Geography (IBGE) carries out the census every ten years and thus provides demographic information about the whole of the Brazilian population. Although the data from the census used here is from 2010, when the tourism sector in Salvador was in a better situation than in 2013 and particularly than in 2015, it will be shown that the trends with regards to remuneration by gender, race and years of instruction remain broadly the same using more recent SIMT data from 2013. In other words, whether the tourism situation in Salvador is optimal or in severe decline, the same categories of workers tend to be paid the same, which means these trends are structural and form part of the way race and gender issues are entrenched in Salvador’s labour practices.

The quantitative mappings shown below have been calculated by taking the whole of the Tourism sector in Salvador using census data from 2010, with the CNAE
 codes (version 2.0) used as filters, using the variable v6471. Workers were divided into 8 ACTs, following the division and classification proposed by SIMT:

Figure 2.1: Employment in Salvador’s ACTs by race in 2010 (formal and informal sectors)
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Figure 2.1 shows that the majority of Soteropolitanos working in the tourism sector are Afro-descendants. If both categories that are considered under the ‘Afro’ umbrella (pardos and pretos) are counted together, 76% of formal workers and 77% of informal workers in ACTs are Afro-descendants. A clear consequence of this composition is that the tourism value chain depends on Afro-descendant labour for its existence in more ways than one: as employees (clearly), but also as producers of the ‘content’ of the touristic activities, which in the case of Salvador include strong elements of Afro-Brazilian culture: gastronomy, arts and crafts, dance, religious expressions, etc. 

Figure 2.1 also shows that in 2010, approximately 125,000 people in Salvador (5% of the city’s population at the time) worked in the tourism sector. It is also clear that the informal sector is almost as large as the formal sector, with the number of people working in the informal sector being almost 80% of the employees in the formal sector. Food & Beverages and Land Transportation are the ACTs where most people work, both formally and informally. Culture and Leisure is particularly important for informal workers and Accommodation is the third most important employer in the formal sector.
For this study, then, information has been analysed at the city level – Salvador – using the census data from 2010 which is then compared with SIMT data for 2013, the most recent year available. The combination of sources (SIMT and Census) allows for a more complete understanding of the tourism sector in Salvador. However, one of the suggestions for the Action Plan is for PRODETUR Salvador to carry out its own tourism surveys for the city, which would increase the accuracy of calculations and encourage better monitoring of the effects of PRODETUR Salvador. Since it would be inappropriate to apply the regional coefficient for tourism to the city level, which is too far from the region, it would also be advisable to produce similar coefficients for Salvador as one of the tasks for the Observatório de Turismo (to be funded by PRODETURSalvador). 

Although the databases differ, measures have been taken to make the census data as comparable as possible to SIMT’s data. For instance, the concept of informality used was the same, as well as that of the activities typical of tourism (ACTs). In addition, for coherence with SIMT, public servants and military staff were excluded from the census data (as they were not a representative group in the tourism sector) when cleaning the data. 

As mentioned above, the SIMT data draws on a National Household Survey (PNAD) and the Relação Anual de Informações Sociais (Annual Report on Social Data – RAIS). PNAD and RAIS use different definitions of employment, with PNAD asking questions about primary, secondary and tertiary sources of job-related income but not the type of work itself (the same applies to the Census). RAIS is much more detailed, and includes workers’ tax registry number (Cadastro de Pessoa Fiscal – CPF) and CPNJ registration. 

Informal Work

Informal workers in Brazil are defined as those who are not formally employed with a signed carteira de trabalho (a work card which is a register of formal employment and must be signed by the worker’s employer), who are not registered in the Cadastro Nacional de Pessoa Jurídica (National Register of Legal Persons – CNPJ), which registers companies. Informal workers in Brazil also comprise sole traders (autônomos) who are registered (cadastrado) – i.e. hawkers (ambulantes) – and not registered – i.e. consultants – as well as those who contribute to social security (previdência social). All these categories are considered informal due to not having a signed work card– Brazilian law stipulates that formality is conferred by an employment link (vínculo empregatício). 

As figure 2.2 shows, analysing informality in the tourism sector is key, given its size and importance vis-à-vis the formal sector. In large ACTs such as Food & Beverages and Culture & Leisure, the informal activity is in fact larger than the formal, and in other sectors like Land Transport (Transporte Terrestre) it is not much smaller.

Figure 2.2: Formal and Informal workers in Salvador’s ACTs 
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Figure 2.2 shows that out of the 8 ACTs, the main employers in Salvador are Food & Beverages, Land Transport, Culture & Leisure and (formal) Accommodation. In 2010 there were 125,165 people working in the 8 ACTs in Salvador, of which 55% in the formal sector and 45% in the informal sector. These trends in employment (and percentages between formal and informal sectors) are maintained when looking at the 2013 SIMT data for the formal sector, as will be shown later.

The literature reviewed for this project suggests that the major differences between formal and informal activities are legal status, ease of market entry for the business, and the level of investment required to exercise tourism activities – rather than the activity per se, or the level of education, training, and qualification needed (Kermath & Thomas, 1992; Mead & Morrison, 1996; Rogerson, 2005, 2008; cited in Biggs, Hall, & Stoeckl 2012). Initial interviews carried out in the scoping phase of this project showed there may be some ambiguity in the Brazilian context given that some informal sector workers are employed in the formal sector at certain periods (e.g. during Carnival) and vice versa, with formal sector workers doing informal work during Carnival or peak season. However, this research will focus only on the primary sources of income earned by both formal and informal sector workers in the tourism industry only.

Operationalisation of the category ‘informal worker’ for this study

The concept of informality used in this study encompasses all workers who do not have a formal contract. Thus, formal workers have a formal contract of employment, while informal workers comprise all other workers (self-employed, employers, without formal contract and unpaid workers). This definition may be criticised because it ignores the fact that some people may be working legally as entrepreneurs with a CNPJ (although not employed by anyone else, which is key to the Brazilian notion of ‘formality’), but it has been employed to keep coherence with SIMT. This method for the operationalization of ‘formality’ is also used by the census and PNAD. The authors of this study accept, though, that this operationalization of ‘informality’ tends to underestimate the formal sector (by excluding entrepreneurs with CNPJ and employers) and to overestimate the informal sector. 

The situation of MEIs (Microemprendedorers Individuais)
: formal or informal?

The status of MEIs (Micro-emprendedores Individuais) or individual micro-entrepreneurs is a particular challenge to this concept of informality. The category of MEI was introduced in 2009 as a way to simplify the process of formalisation, and it allows individuals to obtain a CNPJ and contribute to their health provision and pension (previdência) with very low amounts and with less bureaucracy than for larger enterprises. It was successful in attracting informal business people who wanted to make contributions to the national health system, even if that meant having to pay taxes for the first time, since the deduction of 5% is seen as bearable. 
According to Portal do Empreendedor (a website devoted to the MEI program), there were 91,544 MEIs in Salvador in June 2014, of which 19,358 (21.15%) were working in ACTs. This means that a number of those workers considered ‘informal’ in the tables presented in this study are, in fact, legally registered as MEIs and not in need of ‘formalising’. In order to gauge how this situation could distort results, a review of the yearly increase of MEIs since the inception of the program was carried out. In December 2009, the total number of MEIs was zero, while in 2010 (date of the census), 2011, 2012 and 2013 they were, respectively, 28,563, 47,957, 67,084 and 84,062 – indicating a decrease in the annual growth rates of 67.9%, 39.9%, 25.3% and 8.9%, from 2010 to 2014. Evidently, the rate of MEI registration has slowed, which could mean that saturation is being reached (there are no more people eligible to become MEIs), or else that there is disenchantment with the program. In either case, the total number of formal workers in ACTs (according to SIMT) in 2013 was 42,900, which does not include approximately 19,358 MEIs (using the figure of June 2014), which means that the formal sector might be underestimated by almost 40%, or that the informal sector (for which we do not have reliable statistics for 2013) might be overestimated by a large percentage of micro-entrepreneurs who are unlikely to become ‘empregados’ but are operating within the legal framework, pay taxes and make their contributions to the social security system. 
One of the recommendations in the action plan is therefore to deal with the issue of workers being considered ‘informal’ for statistical purposes, even when they are formal entrepreneurs with CNPJ and pay taxes. This issue also affects the category of ‘empregadores’ (employers with a minimum of one employee) which are also considered to be informal – regardless of whether they have CNPJ – in the SIMT definition of informality. This is an action recommended to the Observatório de Turismo when gathering their own tourism data, but it should also be discussed at a higher level (SIMT) for policy implications, and because it may cause problems when comparing data from Salvador with data from SIMT and other national databases.

Distortion Analysis

In order to ascertain whether the concept of informality used in this study would distort the main trends with regards to issues of remuneration by gender, race and years of instruction, a ‘distortion analysis’ was carried out, which showed that given the low numbers of employers and entrepreneurs with CNPJ compared to the total of people working in the informal sector ACTs in Salvador, these inclusions did not distort the main results. This analysis can be found in Annex 4. Therefore, the trends presented in this study with regards to how much (or little) a person from a particular race or gender gets paid when compared with the top earners (usually self-identified as white males) are valid throughout the study.

Levels of employment, salaries, years of schooling, by race/gender in the formal and informal tourism value chain in Salvador 

In order to present an overview of the formal and informal sectors with regards to the quantity and quality of the participation of Afro-Brazilians, with an emphasis on highlighting gender disparities, the following figures show the labour composition of each ACT regarding gender, race, wages and education. Three general findings can be highlighted: 
i) The number of informal workers is almost 80% that of formal workers, suggesting a need to think of strategies to increase formalization processes; but salaries in the formal sector are slightly superior to those in the formal sector, and therefore the incentive structure for formalisation cannot be based on the promise of higher earnings. 
ii) More than 70% of workers earn less than 2 salários mínimos, showing the extremely low incomes that exist in the tourism sector (something that is also mirrored across other sectors). 
iii) Educational attainment is also low (less than 1% of workers have a university degree).

The figures below map the participation of the target population by ACTs both in the formal and the informal sector. 

Differences in earnings by Gender

Figure 2.3: Remuneration by gender in ACTs in Salvador (2010)
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Figure 2.3 shows that 82% of women earn less than 2 minimum salaries in the formal sector, compared with 70% of men. This is a large difference in pay between men and women in a sector that is supposed to be better regulated and have better human resources practices, given its formality. In the informal sector both men and women have higher earnings, with 80% of women and 60% of men earning less than 2 minimum salaries. There are also many more women and men in the higher salary ranges – over 5 minimum salaries – which may indicate that the informal sector offers better earning opportunities for everyone in the tourism sector. Salaries in the formal sector are so low that it may be difficult for employers to retain top employees, who can earn more in the informal sector. This is particularly the case for men, who seem to increase their earning potential much more than women by switching to the informal sector. 

One of the most common explanations for the difference in earnings between men and women, as well as between people of different races, is that their ‘levels of education are different’. Often cited without statistical evidence, this explanation is challenged by figure 2.4, which shows that higher number of years in formal instruction (schooling) is not rewarded with higher salaries in the case of women: 

Figure 2.4: Years of formal schooling by gender amongst ACT workers in Salvador (2010)
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With regards to gender, when comparing figure 2.3 (earnings by gender) with figure 2.4 (education by gender) it is noticeable that women have more years of formal schooling but still earn a fraction of what men (with lower number of years of schooling) receive, in both the formal and the informal sector. The difference in schooling is supposed to be rewarded (for women) in the formal sector as, again, there is an assumption that the formal sector has better human resources practices and should be aware of the illegality of discrimination by gender. Hence, these differences in salaries for women and men in the formal sector add to the hypothesis that the formal sector is not an attractive avenue for pursuing well-remunerated activity: salaries are low in general, but they are also much lower for women than for men, a fact which is unlikely to have gone unnoticed by women in the sector, as our qualitative interviews corroborate.

Differences in schooling between men and women are lower in the informal sector (see figure 2.4), but the differences in earnings are even higher than in the formal sector (see figure 2.3). However, women tend to earn higher salaries in the informal sector vis-à-vis the formal sector, thus increasing the informal sector’s attractiveness over the formal sector for women as well. For policy purposes, if the aim is to ‘formalise’ workers, more efforts should be put into improving salaries and human resources practices in the formal sector, otherwise, becoming an employee will remain a less attractive option for people (particularly women) in Salvador’s tourism value chain.
There are more men than women working in tourism activities as a whole (approximately 77,000 men to 46,000 women if we include both the formal and informal sectors), and women are concentrated in Food & Beverages and Accommodation. Men, on the other hand, are concentrated in Land Transportation and Food & Beverages (in the latter at a lower percentage than women). For a detailed breakdown of gender distribution by ACT in 2010 and 2013 see Annex 7. 

Differences in earnings by Race

Figure 2.5: Remuneration by Race in ACTs in Salvador (2010)
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Another common description of the socio-economic situation in Salvador (not only within the Tourism sector) is that ‘everyone is poor in Salvador’. Figure 2.5 clearly shows that earnings in the tourism sector in Salvador are very low, with most workers earning less than 2 minimum salaries. However, people identified as ‘white’ (brancos) consistently earn more than all other racial groups in Salvador’s tourism sector, this being the racial group with the lowest representation among those earning less than two salários mínimos (60% in the formal sector and 47% in the informal sector), and the highest representation among those earning more than 5 salários mínimos (22%) and in other higher salary brackets in general. 

For the target population, the difference in salaries is also clear: 80% of those identified as black and 75% of those identified as brown earn less than two salários mínimos. Following the trend for women, the target population (Afro-descendants) tends to have better earnings in the informal sector, with a higher presence in the top salary ranges as well. If a worker is Afro-descendant and also a woman, these statistics suggest the formal sector is not as attractive as the informal sector with regards to remuneration. This finding presents important challenges to policy makers in Salvador.

Another question for policy makers is whether differences in years of schooling might explain differences in remuneration amongst workers of different races. Figure 2.6 (below) addresses this issue.

Figure 2.6: Years of schooling by race amongst ACT workers in Salvador (2010)
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Figure 2.6 shows that education (years of schooling) in general is very low, with school or incomplete university degrees being the norm for most workers in the tourism sector. Workers in the formal sector also have a higher number of years of schooling than in the informal sector; however, those in the informal sector have higher earnings, as seen in previous figures. Again, this presents another disincentive for formalisation. If a higher number of years in school is not rewarded with higher earnings in the formal sector, the incentive to join the ranks of formal employment weakens.

The qualitative interviews carried out with informal workers also showed additional disincentives for formalization: the fear of losing access to ‘their’ location where clients know them and which ensures the reliability of their earnings, and the fear of losing the safety net provided by cash transfers from social programmes such as Bolsa Família while still in the early years of being an entrepreneur, when the majority of businesses fail. In all calculations in this study, earnings exclude those cash transfers from social programmes. 

Differences in earnings by Race and by ACT
To determine which ACTs offered better opportunities for the target population, calculations were carried out to distinguish how much workers of different races earned in different ACTs. 

Figure 2.7: Differences in earnings by race in Accommodation (2010)
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Some ACTs show large differences in earnings for workers of different races (as in figure 2.7, Accommodation), whereas others have a more egalitarian distribution (such as travel agencies, which will be shown in figure 2.8). For Accommodation, it is clear that white workers have the highest earnings by a large margin. In the formal sector only 60% of white workers earn less than two salários mínimos, whereas 87% of black and 80% of brown workers are in that category. The informal sector shows an even worse picture for brown workers (almost 90% earn less than two salários mínimos), but a slightly better one for black workers (80% earning less than two salários mínimos). Almost 38% of white workers in the informal Accommodation sector are represented in the highest salary bracket and earn more than five salários mínimos. 

These findings were corroborated by qualitative interviews in the (formal and informal) Accommodation sector, where interviewees explained how unusual it was for a black person to be promoted to the post of manager. White or light-skinned brown workers (described by interviewees as those with ‘less Afro features’ or those with ‘delicate, elegant features’) usually hold higher posts, and those posts command higher salaries. Once again, these findings point towards institutionally ingrained practices that tend to obstruct professional progression for the target population.

Most ACTs presented marked differences in earnings between racial groups, with black and brown workers earning considerably less than their white counterparts, but one ACT stood out for showing the most egalitarian distribution of earnings: informal labour in travel agencies. 

Figure 2.8: Differences in earnings by race in Travel Agencies (2010)
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Although this ACT is one of the smallest in the tourism value chain (approx. 2% of all ACT workers in Salvador), it was analysed in detail given the lack of large differences in earnings in the informal sector. Given that the action plan aims to make clear recommendations for the better inclusion of Afro-descendants in the tourism value chain, this ACT showed promise. Detailed statistical results (see Annex 7 for all graphs covering all variables) show that for informal workers in travel agencies, men surpass women in number, and white workers account for half of the distribution for both genders. This is the biggest concentration of white workers in any ACT so far. Salaries and education are more similar between men and women, and also across the races, although the percentage of women who earn more than 5 minimum salaries is much smaller than that for men. Further study is warranted in order to understand whether these characteristics explain the egalitarian distribution of earnings in this ACT, but at least it is encouraging that such a distribution exists. 

Formal labour in travel agencies, indeed, has more female than male employees. Among women, white and brown individuals account for 80% of the total, while black women account for only 15%. Although wages (as well as educational level) are better in comparison to most of the ACTs, there is still a large difference between the percentage of white workers earning less than two minimum salaries (25%) and black (75%) or brown workers (59%). 

With regards to other ACTs that are key for the future of tourism in Salvador, it is important to note the unequal trends in remuneration for Culture & Leisure: although the majority of workers are Afro-descendants and the production of ‘content’ is based on the Afro-Brazilian culture; the strategic posts for designing and managing activities of Culture & Leisure are not frequently held by Afro-descendants, according to complementary findings from qualitative interviews.

Figure 2.9: Differences in earnings by race in Culture & Leisure (2010)
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The ACT Culture & Leisure has more men than women in both formal and informal sectors, and almost half the workers are brown. The distribution of wages between formal and informal is basically the same and almost 70% of workers earn less than 2 minimum salaries. This is also the ACT with the highest percentage of informality – the informal sector (9.8% of total ACT employment) dwarfs the formal sector (only 4% of total ACT employment) – but without the slightly higher remuneration observed amongst other informal ACT workers. 

This finding should worry policy makers, given the centrality of an authentic Afro-descendant Culture & Leisure sector for the survival of the touristic sector, and the unique and difficult-to-copy nature of the Afro-Brazilian character. Without a Culture & Leisure sector which is thriving, competitive and authentic (i.e. designed, produced and managed by Afro-descendants – which is what international tourists pay a premium for), Salvador runs the risk of being just another ‘Sun & Sea’ destination, with no distinctive feature to enable it to compete against other such locations in the North-East of Brazil, or even other parts of Latin America and the Caribbean. 

To finalise this quantitative overview of the ACTs, a comparison will be made between formal ACT employment in 2010 using census data, and formal ACT employment in 2013 using SIMT data. The decline of the tourism sector’s formal employment is even clearer in 2013, and this is line with recent developments such as the closing of ten hotels in 2015 (Correio 24 horas, 2015), which has increased unemployment as well as prompting many workers to move to the informal sector. However, with a decreasing number of tourists coming to Salvador, not even the informal sector offers relief from what is a critical situation. PRODETUR-Salvador, with its Afro-inclusive component, is therefore raising expectations amongst tourism workers and policymakers alike.

Figure 2.10: Comparison of ACT formal employment in Salvador (2010 and 2013)
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The first indicator of a stark decline in employment in the formal sector is the total number of employees: in 2010 there were 69,274 formal employees in Salvador’s ACTs, and by 2013 there were only 42,900 – a loss of almost 40%. When looking into this loss in more detail, it was found that almost 20,000 men had left the formal ACT of Land Transport. Both in 2010 and in 2013, data suggested that Land Transport was the ACT with better earning prospects (for men in particular, but also for the few women involved: see Annexes 7 and 8), although not in the formal sector but mostly as informal workers.

Outsourcing of employment by taxi companies as well as the widespread usage of smartphones may explain some of this exodus: independent working has never been so accessible for taxi drivers, and many of them have joined the ranks of MEIs. The largest ACT is now Food & Beverages, traditionally dominated by women, but not as well remunerated in 2010 as Land Transport, which is dominated by men. 

One policy question is whether this exodus from the formal sector has any effect on salaries in the other ACTs. What happens to salaries in the formal sector when the majority of formal employees are women, who are usually paid lower salaries than men? Does that drive wages down even further for all formal employees? Further studies by the Observatório de Turismo will hopefully address these questions and provide evidence for policymakers to tackle these challenges.

The ACT Culture & Leisure also experienced a strong decline in formal employment (and it had already few formal employees in 2010), going from more than 5,300 workers in 2010 to less than 900 by 2013. Since the situation for this ACT was already precarious even in the informal sector by 2010, one could argue that the production of culture is at risk, and with it a key sector for the survival of the tourism sector in Salvador.

2.2
Qualitative Data: Consultation and Interviews with stakeholders in Selected Nodes of the FORMAL AND Informal Sectors of the Tourism Value Chain 

The section below provides a summary of the consultation group discussions which took place in the second wave of fieldwork in Salvador. For ease of use, this is presented in a table with selected quotes illustrating the key problems identified by the consulting team. The full English language summary for each of the four consultative Focus Group Discussions can be found in Annex 2. The guiding questions used by the facilitators are also included below. 
Table 2.1 Guiding Questions for Consultative Focus Groups Discussions
	Informal Sector, 10th June 2015
	Public Sector (Government), 11th June 2015
	Formal Tourism Sector, 12th June 2015
	Formal and Informal Sector, Itapuã, 16th June, 2015

	What barriers to participation in the formal and informal tourism sectors does the low-income Afro-descendant worker face?


	In your view and based on your experience, what are the opportunities and barriers for the low-income Afro-descendant worker’s participation in the formal and informal tourism sector?


	What are the major challenges and opportunities facing the tourism sector currently? 

And for your segment in particular?
	What barriers to participation in the formal and informal tourism sectors does the low-income Afro-descendant worker face?

	What are your preoccupations in terms of the low-income Afro-descendant worker’s participation in the formal and informal tourism sectors? 
	Please give an example of how your organization or agency promotes the interests of the low-income Afro-descendant citizen

Do you have other examples?

And if it were necessary to choose the 3 main actions with the most impact, which would they be?
	In the city with the largest Afro-descendant population in the world outside of Africa, please describe on Post-Its:

What are the greatest challenges and opportunities faced by low-income Afro-descendants working in the tourism sector, and in your segment in particular?

Do you have other examples?
	What are your preoccupations in terms of the low-income Afro-descendant worker’s participation in the formal and informal tourism sectors?

	What are the opportunities for the low-income afro-desendant worker’s participation in the formal and informal tourism sectors?


	Please give specific examples of how the municipal government works in terms of articulation and follow-up on cross-cutting policies and themes such as race, gender and environment; thinking also about structural and multi-dimensional issues such as poverty, health, employment, socio-economic exclusion etc. 


	If your aim was to increase the participation of the afro-descendant worker in your segment, what type of action would generate more/less impact? For example, would it be through something like SEMUR’s Diversity Label or Salvador’s Municipal Government quota system? 
	What are the opportunities for the low-income afro-descendant worker’s participation in the formal and informal tourism sectors?



	What are your expectations in terms of improvements for the low-income Afro-descendant worker’s participation in the formal and informal tourism sectors?

	We would like to better understand how your agency works with Afro-descendants in Salvador. 

Does your organisation collect data on: 

Race?

Income?

Gender?

Are data made available to other agencies or organisations 

Within government?

Outside of government?

How are the data utilized?


	We would like to better understand how your segment works with Afro-descendants in Salvador: 

Does your organization collect data on: Race?

Income?

Gender?

Income and qualification by worker category? 

Are data made available to other agencies or organisations: 

Within government?

Outside of government?

How are the data utilized?
	What are your expectations in terms of improvements for the low-income Afro-descendant worker’s participation in the formal and informal tourism sectors?



Table 2.2 Consultative Focus Groups Discussions
	Problem 1:

Lack of Afro-Brazilian representation in destination branding
	
	Problem 2:

Poor education
	
	Problem 3:

Women not profiting enough from tourism


	
	Problem 4:

Security


	
	Problem 5:

Institutional Capacity



	G1: Fewer African-American tourists now coming to the area
	
	G4: There are challenges for informal vendors: low education level, the aggressive approach they make to tourists, weak job market.
	
	G6: Women working in tourism have worse salaries but better social benefits.
	
	G7: Tourists are being mobbed by vendors and it scares them
	
	G4: There’s a lack of strategic design

	G1: Possible forthcoming competition from Cuba
	
	G4: The informal merchants are unable to sustain the projects offered to them
	
	A3: Industrial acarajé is undercutting local production
	
	G2: Tourists can’t go to the cultural corridor by themselves for fear of lack of security
	
	G5: Tourism guides can’t rely on attractive spectacles happening when they need them.



	G2: Tourists have harmful preconceptions about Afro-Brazilian culture, expecting it will be like voodoo or something similar
	
	G4: The local craftspeople are not qualified
	
	I5: There’s a chain of discrimination where the white man and woman stay on top
	
	A4: Need alternative transport for tourists to access areas safely
	
	ALL (minus G4): We need government support. 

	G3: City and state are not promoting Salvador
	
	G3: We need education and training in order to include the afrodescendants
	
	[General] There is a lot of demand for activities which address the challenges women face around education.
	
	A2: Also highlighted the issue of harassment of tourists by local street sellers
	
	G6: There is a lack of planning. Brazilian people (and particularly the Soteropolitans) have a short-term view

	G4: The Corredor Cultural doesn’t usually work
	
	G2: Education is not just needed for the African descendant, but for the entrepreneur too
	
	P6: There is high demand for places on workshops for Portuguese language and writing practice aiming at getting the students ready for the Vestibular
	
	A1: Pelourinho has suffered from abandonment
	
	G3: Tourism entrepreneurs have out of date websites and email accounts, or even none.

	G3: There is nowhere in Salvador for cultural concerts, ethnic food, or maculelê
	
	G2: We need more management knowledge. We need to learn what an entrepreneur is like, what to manage a company is like.
	
	
	
	I4: There were significant losses for the community with the extinction of the beach shacks. The result is there is extremely limited offer in Salvador’s beach night life, a lack of order in leisure areas, and a lack of security
	
	A1: There’s a lack of infrastructure for events in the capital

	G5: We still don’t know how to ‘sell’ the religious bits
	
	G6: The tourism entrepreneurs became what they are by accident. They have no adequate training.
	
	
	
	I7: The ongoing violence is linked to the lack of opportunities for the young people in the community
	
	A3: Poor transport access to tourist sites

	G1: There are cultural sensitivities about visiting religious afro-activities. Tourists think it is exotic, but it isn’t: it’s a living local culture. There’s a danger of trivializing this culture for tourists.
	
	G7, G6: The informal sector workers do not have the right work ethic 
	
	
	
	I5: The Itapuã of [Dorival] Caymmi, Vinicius de Morais e a Tropicalia has been buried under a wave of neglect and violence.
	
	A1/A2: there aren’t enough opportunities for artisans to exhibit their work, so they end up working on the sidewalks


	A3: Baianas are dressing less according to their traditional culture in order to be more “acceptable” in business
	
	G2: Private sector lacks education and qualifications.
	
	
	
	I6: It’s frightening to see how significantly the violence here has grown since the removal of the barracas, since most of the criminals were previously working in these quiosques.
	
	A3: Proposals for registration are not sustained between successive political administrations

	A3: There is no visibility for the informal sector; A3 there is no respect for cultural tradition
	
	G3: There are not enough people in Bahia who are qualified for leadership positions.
	
	
	
	I3: The beach stall-owners are victimised. They did all kinds of work: including cleaning, taking care of the space etc. But they’ve never been rewarded.
	
	A4: There is non-payment or delay in payments after concluding services rendered to the local government

	A2: Visitors are not finding the historic centre very attractive

	
	G2: There are not enough vacancies in management for all the graduates from the tourism colleges
	
	
	
	P6: Most of people who come to Salvador are from Brazil and they think people here are going to rob them
	
	A3: There is excessive bureaucracy for applicants making funding requests from public agencies

	A4: ‘Racial issues’ cause African activities to be undervalued; there is discrimination against African origin adornments/ costumes used by most of the baianas de acarajé
	
	Is racism blocking Afro-descendants advancing to management positions? Some claim it is due solely to skills-shortages. G4: “I don’t see people talking of racism. I see people talking of competence.” G6: “If the person doesn’t give these positions to the people who give the best outcomes, he will close. It’s part of the entrepreneur’s natural selection.”
	
	
	
	
	
	A1/A2: Required re-registration by street vendors couples with the difficulty of finding a location that is approved by the public agency

	I5: Government and responsible agencies don’t focus on tourism as an objective, and the city’s native culture is simply ignored
	
	G4: “African descendants had abolition [of slavery] but they are still slaves because they have no education.”
	
	
	
	
	
	I3: Beach shack owners’ businesses have been destroyed with the ‘revitalisation’ of the coastal areas

	I4: There is institutional racism
	
	G5: There’s a tendency to expect African-looking persons to have a lower cultural level
	
	
	
	
	
	I8: Working with culture in Salvador is complicated unless you have friendships with influential people 

	I6: The Municipal Secretariat for Town Planning persecutes individuals who carry out artistic or musical events
	
	A4: There’s a need for legal advice for less educated people to help them in business.
	
	
	
	
	
	I2: Projects of a racial nature don’t have their own resources

	I3: What ‘kills the area’ is the construction of new houses in the various condominiums in the surrounding area. There is environmental destruction which suits the financial interests of upper classes
	
	A2: Broken promises have undercut the incentive for informal sector workers to attend training courses
	
	
	
	
	
	I1: The community has been completely forgotten by the government

	I4: projects which don’t appeal to those in power never make it off paper
	
	P5: Racism in people stops people being promoted to higher positions
	
	
	
	
	
	I5: The community is absolutely indignant and choking on the total indifference the government has for them

	I5: What attracts tourists is not the modern, but the ancestral and richness of daily life
	
	P7: The biggest barrier for Afro descendants having better positions in the tourism area is poor mastery of languages
	
	
	
	
	
	G7: Even when the job market was good, graduates from tourism courses could only aspire to be a chambermaid or a waiter

	I8: A culture has been introduced which does not belong to the residents
	
	P6: One of the biggest factors is the educational level. There was abolition of slavery but no process of social inclusion. 
	
	
	
	
	
	

	I8: The communication channels (TV, radio, press) don’t promote the culture
	
	
	
	
	
	
	
	

	I1: Locals don’t always value their own cultural identity. There is an excessive valorisation of artists from the higher echelons of society.
	
	
	
	
	
	
	
	

	I4: There was a cultural manifestation which takes place the night before the lavegem which was shut down by a sergeant who had become an evangelical
	
	
	
	
	
	
	
	

	P6: We don’t explore the capacity Salvador has to attract the European tourist
	
	
	
	
	
	
	
	

	P9: Tourists want to see what we have but there’s nobody to show them what they want to see.
	
	
	
	
	
	
	
	

	P7: People are afraid of talking about racism; the tourist doesn’t want Afro-descendants to serve him
	
	
	
	
	
	
	
	



Snapshots of Afro-Brazilian tourism offer in selected nodes of the Tourism Value Chain 
This section provides a snapshot of two different nodes of the tourism value chain, depicting the little-known and somewhat under-explored range of Afro-inclusive tourism products currently on offer, and highlights the potential to expand this offer through a combination of capacity-development/building and/or policy responses, which are outlined in the Action Plan. This section is based on a series of street interviews carried out in the three selected sites during the first and second wave of fieldwork in Salvador (May and June 2015). This scoping of the tourism offer is significantly time-consuming and illustrates the need for a comprehensive survey to be carried out regularly in order to have the data necessary to gauge the most appropriate policy needed to better link the tourism sector to domestic and international markets. 
Excursions and activities

Out of the three geographical areas, Pelourinho is where most excursions take place because of its built historic heritage. There are also Capoeira performances in the Forte de Santo Antonio and in the streets of Pelourinho, numerous drumming groups playing in the streets, a very distinctive syncretic church service – the Tuesday evening Benção (Blessing) which combines Catholicism with Candomblé – and a folk show, among other attractions. However, many other existing activities like cooking or arts and crafts classes open to Soteropolitanos are not being promoted and exploited to generate income from tourism. These activities would find a market among the international tourists visiting the area, if they were to be made visible through publicity. 

From August to September, it is possible to buy a whale-watching excursion on Itapuã beach from an informal entrepreneur – and former windsurf champion – who also offers water-based activities; this particular activity seems to generate high income (estimated RS$ 30,000 over 3 months / US$9,500) but running costs were not known. When interviewed, the entrepreneur also admitted to having to rely on renting out his boat and other equipment to survive. 

Excursions to Liberdade/Curuzu are limited to visiting the Curuzu Cultural Corridor, a community-based tourism project that allows visitors to interact with local residents and retailers (e.g. hairdressers) located along a single street. Some independent tourists also go to the area to visit the very well-known Ilê Aiyê (located in the Corridor), a cultural centre set up as part of the Ilê Aiyê carnival bloco celebrating and promoting the black community’s African heritage. The Centre has a concert venue, and offers classes such as learning how to play traditional musical instruments, learning about Afro hair and beauty skills, and Afro-Brazilian heritage, as well as a host of other services to the community which could also be marketed as part of the cultural products to be sold to tourists. 

Ilê Aiyê has a recording studio which can be rented for a much lower price than the going market rate. Alongside this, it has significant potential for music tourism packages: its historical prominence; its role in recovering and preserving knowledge and practice of Afro-Brazilian percussion beats, music and tradition; the potential to work with instrument-makers in the region; its own concert venue; its variety of national and international links. All this should be a strong potential pull-factor for recording artists – established and emerging – as well as bands and musical scholars interested in learning from Salvador’s musical tradition with Ilê Aiyê. The ‘Brazil cost’ is often cited as problematic in all walks of business, but it is also notoriously hard for bands to tour or work in Brazil. Ilê Aiyê could offer a competitive edge.

In addition, the Centre occupies an important place in the community and its leaders are well-respected. The school could thus be expanded to offer technical courses, similar to the recent expansion of the PRACATUM technical school in the Candeal neighbourhood of Salvador.

Sold by Travel Agents, Ground Agents & Tour Operators

The Syndicate of Tourism Entrepreneurs in Bahia (SINDETUR) provided the consultants with SINDETUR and other associations’ membership lists. These did not differentiate between tour operators, travel agents and ground handlers. Complementary desk-based research identified other non-member agents, showing that nonetheless there are very few agencies located in the areas of this study, and that the vast majority of those do not advertise excursions (see Table 2.1 below).

Table 2.3: Agencies

	Historic Centre
	Liberdade/ Curuzu
	Itapuã
	Other areas*

	Pelourinho
	Santo Antonio
	Centro
	Other
	
	
	

	2
	2
	3
	9
	0
	0
	59


*from SINDETUR only

Additional observations and interviews indicated that the only agencies offering excursions to the studied areas are located in the city’s historic centre (Caravel Tours and Tours Bahia in Pelourinho, Bahia Metissa in Santo Antonio, and Sankofa Tours in Nazaré); these are small independent agencies with 2–10 staff, working with a limited number of Afro-descendant guides (e.g. 2 out of a total of 15 for Caravel), who, according to them, lack foreign language skills. There is also not enough demand for the cultural products they offer, although Afro-descendant guides complain that they are not employed by agencies to lead the most popular excursions, which remain the domain of ‘white guides’ who are considered more professional and honest (Street interviews, Wave 1 & 2 of fieldwork, May – June 2015).

Only a few of the most popular excursions are to the Historic Centre, usually including visits to Pelourinho as part of a wider itinerary (see Table 2.2: Excursions to Studied Areas). Small agencies can organise tours to Itapuã and Liberdade/Curuzu upon request, but the feedback is that these communities are poorly organised to supply excursions with consistency and professionalism (Source: Formal Sector workshop). 

Table 2.4: Excursions to Studied Areas sold by Agents

	Excursion
	Duration
	Price pp
	Location

	Sold by all

	Historical Tours
	3 to 4hrs
	US$ 25 to 55
	Barra / Pelourinho (historic buildings & churches)

	Panoramic Tour
	3 to 4hrs
	US$ 45 to 55
	Ribeira / Centro (Mercado Modelo craft market + Lacerda lift)

	Salvador by night
	4hrs
	US$ 150
	Pelourinho (Afro-Brazilian cultural show, dinner)

	Sold by Bahia Tours

	City Tour
	n/a
	n/a
	Barra / Vitoria / Campo Grande/Piedade / Pelourinho (historic buildings & churches)

	Sold by Sankofa Tours

	Olodum Tours
	4hrs
	US$40
	Pelourinho

	D. Klay Gems & Arts Factory
	1hr30mins
	FREE
	Santo Antonio


The three top excursions are also sold on the Internet via the two most popular online platforms worldwide: first, Viator, which advertises the tours sold by the agencies; second, TripAdvisor, which links to some agencies, dive centres and independent guides who can also tailor-make tours. The choice of experiential tourism packages is very limited. 

Sold by Freelance Guides

There are 2 types of guide in Salvador:

· licensed and trained, some with foreign language skills, in-depth knowledge of history of Salvador, Bahia and Brazil; they offer longer tours

· non-licensed, untrained, who have acquired their knowledge as a result of growing up in the area, listening in on other guides’ tours or short courses; they mainly offer short city tours

Many guides have completed a free technical course in tourism guiding with SENAC, the Serviço Nacional de Aprendizagem Comercial (National Service for Commercial Training) which is part of the Serviços Sociais Autônomos (Autonomous Social Services) commonly known as the Sistema S,
 a network of parastatal non-profit training institutes which are financed by business owners to provide training for employees. (The Sistema S is legally authorised by the Brazilian Government to collect non-voluntary contributions for the development and running costs of the Sistema S.) On average, Afro-descendants represent 20% of the tourism guiding course cohort, of which only 5% are Afro-descendant women, although half of the cohort is female. There is evidence that up to 50% of those who pass the course quit guiding within 2 years because they cannot find enough clients to earn a living throughout the year. 

1) Street guides

At the time of research there were no guides in Itapuã. There are three residents trained as guides in Curuzu who work when there are visits to the Cultural Corridor. All the guides are found in the Historic Centre, and are either Monitor de Turismo (Tourism Monitor) or the official Guia de Turismo (Tourism Guide). There are roughly 40 Monitoresin total, mostly Afro-descendants, and all members of AGM Tours Bahia, the association of unofficial guides of the Historic Centre. The Monitores are seen as a problem by the Secretaria Municipal da Ordem Pública (SEMOP) as they are not registered, and their training is considered to be inadequate and their permits obsolete. The permitis in fact a certificate of training, according to SEMOP (Interview with Executive Secretary Rosemma Maluf, Fieldwork Wave 2). The official Guia de Turismo is approved by the Ministry of Tourism and usually also a member of the Sindicato dos Guias de Turismo do Estado da Bahia, although not necessarily operating in the formal sector.

The net annual income of the Guia was more than twice that of the Monitor (RS$46,000 / US$14,700 – equivalent to 5 salários mínimos per month which makes it a very attractive profession); this was partly due to foreign language skills (e.g. one of the guides interviewed for this study spoke four languages). On the other hand, Monitores only cater to the Brazilian market. As a member of the Syndicate, the official guide also gets access to more work, especially during big events commissioned by the government. Guias seek clients in small groups (usually four people) in specific areas of the old centre (e.g. Terreiro de Jesus, Praça Municipal) and respect each other’s territories. In all, there are an estimated 12 approved guides in the Historic Centre. They also find clients in other areas, such as Barra or Ribeira where they lead tours. 
All street guides offer similar excursions to agencies, but are forced to charge a lower price to ensure they get clients, or include longer itineraries. They are also very flexible and design tours to meet tourists’ needs. 

Table 2.5: Excursions to Studied Areas sold by Street Guides

	Excursion
	Licenced
	Unlicensed
	Location

	
	Duration
	Price
	Duration
	Price pp
	

	Historical Tour
	4 hrs
	US$ 80
	90 mins
	US$ 10 to 15
	Pelourinho

	Panoramic Tour
	4 hrs
	US$ 16
	6 hrs
	US$ 12
	Ribeira / Barra / Centro (Mercado Modelo craft market + Lacerda lift)


There is another group of unofficial guideswhich operates voluntarily under the name of “Salvador Free Walking Tours – twice a week” (Facebook, 2015). The official guides and monitors interviewed were not aware of these guides, who are a “collective of photographers, graphic designers, wannabe anthropologists and architecture lovers, native and foreigner, with a true passion for venturing into the uncharted, rough-around-the-edge, off-the-beaten-path realms of Salvador’s Historic Centre” (source: Facebook page). As the ‘share-economy’ grows, this sort of collective may unwittlingly offer competition to the both the official guides and the monitores, given that their offer is perceived as both unique and competitive. Additional training for the official and unoffial guides would make them more competitive, as would a Facebook page with English-language content. 
Guides registered as a business

These guides usually have another job that supplements their income, tend to be university educated, and speak foreign languages proficiently. The research done for this study shows that while these guides stand out in terms of their capabilities, they are struggling to grow their businesses as they do not know how to strategically access foreign tour operators. 

Two of the guides interviewed were an exception. These guides were Afro-descendants, specialising in Afro-Brazilian culture, and had managed to by-pass middle-men by developing direct links with a few niche foreign tour operators, thus increasing their income stream. In Salvador, the market is dominated by local receptivos organising packages for other larger receptivo based in cities like Rio de Janeiro, all of which take commissions and have cost-reduction strategies such as working with inexperienced, newly qualified guides, guides who rely entirely on tourism revenues, or who only speak Portuguese, in order to drive costs down. They do not appear to be interested in cultural products and tend to cater almost exclusively to Brazilian tourists. 

Only one official Afro-descendant guide features on TripAdvisor, and he has been reviewed as the best and most popular guide in the city (TripAdvisor, 2015). This shows that there is both a market for professionalised guides, as well as for ‘unofficial’ guides who tourists perceive as having a more easily accessible offer. 
Sold by Community Tourism Based organisations

The main way to visit the neighbourhood of Liberdade is via the Associação dos Moradores e Amigos do Curuzu (AMAC – Residents and Friends of Curuzu Assocation), which manages tours to the Curuzu Cultural Corridor (CCC) at the price of R$ 50 per person, per tour (For more information on the CCC see the Action Fiche in Section 3). According to AMAC, the initiative benefits 120 residents indirectly (including shopkeepers, other business owners etc.), and the 50 residents directly involved (e.g. local residents who open their homes to tourists for lunch or dinner). Currently there is very little profit and the income is barely enough to cover costs. In addition to the annual Carnival, AMAC offers one guided tour and organises two major events in July and November with other organisations (see Table 2.4 below). Last year, these attracted a total of 3,000 visitors, of which 250 purchased excursions (8%) generating R$30,000 (US$9,500), of which 17% is distributed to participating residents and organisers. These visitors all travelled independently in very small parties (the last group of 25 persons visited in 2009), and all of them had heard of the experience through word of mouth. AMAC has not managed to establish links with retailers and other markets (Source: Interview and email communication with Director of AMAC). 
Table 2.6: Excursions and Activities

	
	Duration
	Activities
	Visitor profile

	Guided tour

R$120

US$38
	4hrs
	Many activities to choose from, including: 

· visit to Afro hairdresser for women

· Sacred ritual with sacred leaves with a rezadeira, a female healer (rezar is ‘to pray’)
· Ilê Aiyê cultural centre

· Traditional food sold by Afro-descendant women

· Learn about resistance strategies created by slaves (e.g. capoeira, quilombo trails)

· Visit to bead maker

· Visit to terreiros de Candomblé: talk with traditional priest 

· Meet Afro-Brazilian Fashion Designer Dete Lima

· Visit Casa de Maria Felipa – Centre for Women’s Empowerment and Afro-Brazilian culture – learn about the ‘Black heroine’, the slave Maria Felipa

· Traditional food tasting

· Samba workshop

· Visit to traditional barbershop for men

· Show with local female choir 
	Students from universities/ private schools 

Tourists from USA, Canada, Europe and Africa

People interested in learning about and experiencing daily traditional life in communities 

	20th November, Marcha do Dia da Consciência Negra 

FREE
	All day
	 In addition to the march for the Dia da Consciência Negra, street interviews in Liberdade-Curuzu showed that there is a tradition of residents meeting in each other’s houses to reflect on issues of race.
	

	Procession in honour of Maria Felipa

FREE
	
	Walk through the street wearing traditional slave attire in honour of Maria Felipa, the first black hero of the independence of Bahia, who in 1823 fought against the Portuguese, leading dozens of men, women and indigenous people to burn the 42 vessels anchored on the beach ready to attack Salvador.
	


Arts and Crafts 

The vast majority of arts and craft makers and retailers are located in the historical centre. None were seen in Liberdade/Curuzu, although there is a project to develop a Fashion and Accessories label by local women in the Cultural Corridor. No arts and craft makers or sellers were observed in Itapuã either, with the exception of one individual selling hammocks by the road and a sarong hawker on the beach. Arts and crafts are being produced in the town, however, although these products are all exported to the UK, US and France for the Bottletop high-couture label and foundation, which employs local women to make bags by hand from Amazon Rainforest-friendly leather with Pepsi bottle tops (Bottletop, 2015; Interview with street guide). 

Sold in shops

The Mercado Modelo, located near the edge of the Historical Centre, is the largest single space retailing arts and crafts, with 265 traders. As is the case in Pelourinho, many of them sell cheap ‘Made in China’ souvenirs. Three shops sell locally made arts and crafts in Pelourinho:

One is run by Projeto Axé, a well-respected non-governmental organisation providing training and work opportunities to vulnerable youth and their families. They specialise in creative and sustainable designs, and last year they launched kitchen accessories, jewellery and bags made from old and recycled work uniforms (Source: visit to shop). 

Another is an upmarket art gallery managed by a French national on behalf of Bahia Tours (the Tour Operator/Travel Agent and DMC), which retails some local artists but none of them from low-income Afro-descendants in the tourism sector. According to the manager, it is very challenging to sell expensive art in Salvador, as tourists (international and domestic) are not buying. However, the consultant observed that many of his pieces were too big to transport in luggage, which may be a contributing factor (Source: Shop visits). 

The third is SESC Arts & Craft Training Centre (part of the Sistema S), which teaches an array of free activities such as ceramics, tapestry, weaving, sewing, cooking, and embroidery, all linked to the region’s traditional heritage. SESC trains hundreds of local residents, generally from low-income backgrounds, but does not offer its services to tourists. They have a very large shop retailing crafts made by trainees, but sales are very poor, totalling R$3,500 per month (US$ 1,100) because products do not meet international market trends and are not geared towards tourists. Somewhat surprisingly, the staff interveiwed did not show any interest in making more money from their sales – they saw the shop’s objective as being social rather than commercial. (Source: Shop visit) However, it is worth noting that the ‘C’ in SESC stands for Comércio!
Sold on the street

There is a large difference in the income earned by skilled craft makers and by simple craft retailers. 

Necklace and Bracelet retailers: At the time of the consultants’ visit, there were four individuals officially registered as roving vendors with the Prefeitura and eight without any form of registration – none were formal operators. Those registered wore a badge and a high-visibility orange vest (each area in the city has a different colour which helps protect vendors’ ‘territories’). Those wearing the vests considered them to be helpful in attracting custom. (Those who don’t wear the vests give tourists free Lembrança de Salvador fitinhas – Memento from Salvador ribbons – to tie on the church railings as a ‘bait’). The registered seller interviewed had a wider choice of products, and could also speak a few words of English, which helped him attract more clients. During high season around 90% of his customers are foreigners. His yearly sales were double of that of his colleague (R$ 16,000 / US$ 5,100 per annum), the equivalent of 2 salários mínimos monthly, which remains very low as expenses are not factored in and the items sold are inexpensive (R$ 10 / US$ 3). To supplement this income, vendors also try to act as tourist guides, especially to Brazilians, hoping for a tip. According to interviews, this became such a problem that two years ago, the Prefeitura ran a ‘crack down’ operation, which has not as yet been repeated (Source: Interview with Street Guide). 

Jewellery makers: Only two artisans making jewellery (artesãos) were found in Pelourinho (both were interviewed). They shared a simple table and had an attractive range of products which were very distinctive in originality and quality – tourists were frequent visitors to this stall. One of the artisans generated twice as much sales as the other, equivalent to over 6 times the monthly minimum salary (R$ 53,000 / US$ 16,900 vs. R$ 28,500 / US$ 9,100 per annum). This shows that higher-end artisanal work like this is one of the informal activities which generate more significant levels of income. The products appeal to both international tourists and Brazilians: Candomblé practitioners are especially ready to pay international prices, as they think that these pieces please the Orixás. However, Brazilians generally purchase the cheapest items, in the range of R$10-20.

Trajectories of High Achievers in the Tourism Industry
This section provides the context in which the quantitative data is inserted, and helps to explain some of the socio-cultural-historic reasons for the gaps in pay and employment conditions between Afro-descendants and other racio-ethnic groups in the tourism sector in Salvador (and which can be extrapolated to other industries, sectors and parts of Brazil). 
It was challenging to meet successful black tourism entrepreneurs or staff occupying management roles in the tourism sector (a total of two women and four men were interviewed, referred to P1, P2 etc.). The concept of trajectory was suggested by Dr. Ivo Santana, a Black sociologist recommended by SEMUR, whose work is dedicated to analysing the história de vida of black achievers in Salvador. Although the study quoted in this section is dated (15 years old), a long interview with him provided an insight into barriers to success.

To start with, Dr Santana (1999) observes that the success of Black individuals in poor families always comes at the expense of the oldest sibling, whose role is to take on the responsibilities which would otherwise have prevented the successful child from dedicating his/her time to getting the education that is “the only way to acquiring the veneer necessary to distance oneself from the traditional stereotypes that define black as ‘lower’ class” (ibid: 203), and so achieving success in life. Although all interviewees had older siblings less qualified than them, they had had to enter informal work early to help finance their studies – the informal sector acted as a key enabler to their progression, especially for guides before they qualified.

According to Dr Santana, parents choose which child is going to ‘make it’ but they do not communicate this to the child explicitly. Instead, they impose a specific code of conduct (e.g. don’t hang out with these kids, don’t wear these clothes, stay at home to study) designed to optimize performance: children are very quickly propelled into adulthood and are under great pressure to live up to expectations, being aware of the sacrifices that others are making for him/her to succeed. It also alienates the child from its peers: parents prepare the child to compete against, but also to integrate into, the environment of those who do best – namely the “whites”; in effect the child is shaped into someone ‘other’ who must become ambitious to achieve more than his peers. Dr Santana finds that ambition comes at the expense of being able to connect with one’s roots, as the ‘black umbilical cord’ is cut. But of those interviewed, all exercised activities in relation to their heritage, and that is because the tourism industry offers them an opportunity to do so. Nevertheless, this is not how it is perceived by the ‘non-achievers’: for example, although P1 is nicknamed ‘pretinho’ by his friends (he has the darkest skin of them all), he is also accused of being ‘too white’ and of forgetting his real roots because he spends too much time with foreign tourists. 

Another aspect of this ‘de-rooting’ often results in high achievers stating that racial discrimination is not the main barrier to success (Dr. Santana suggests that denying racism helps to fit in). In the case of this study, both women talked of needing to have a ‘strong’ personality (suggesting that some women are ‘weaker’), re-enforcing that self-discipline was a decisive success factor, together with possessing excellent organisational skills and being free from family responsibilities. They took it for granted that people of their gender needed to make sacrifices to succeed. Indeed, it is worth noticing that out of six Black female restaurant owners they could name, none were married (although some had been), since men were seen as either jealous, controlling or a liability; if they had children, they were all grown up (this was also the case for the vast majority of the women – even at street level – who were interviewed for this project).
 Yet agreement among these women did not go much further than this: P2 remarked that black women entrepreneurs were indeed victims of racial discrimination on many levels, whilst P3 insisted that she had never experienced this, stating that “the tourism industry welcomed women from Bahia because of their innate skills such as cooking or dressing up”, a statement that P2 interpreted as denigrating her Afro-Brazilian heritage, which she explained was dismissed as pure ‘folklore’ (also the opinion of street acaraje vendors): two totally divergent interpretations of the same realities. 

Another way in which parents tacitly motivate the child is by undermining his/her siblings and praising him/her more. This was strongly evidenced in the particular case of P4, for whom race played an even more destructive role: he was always complimented on the beauty of his skin colour, lighter than that of his brother, or the texture of his hair, less “frizzy”. He pointed out that this came at a price: his brother suffers from very low self-esteem and has been addicted to drugs for years; he has tried everything to ‘save’ him but to no avail. His sense of guilt was poignant, yet this will not stop him from succeeding. 

Great determination, also described as ‘stubbornness’ in Dr Santana’s study, is a key requirement to success. It is necessary at school, where children are victims of discrimination and must develop techniques to cope, which usually lead Black children to becoming very quiet individuals, able to control their emotions in the face of hardship. P5 suffered discrimination on two levels: due to his skin colour and because he had mental health problems which were never diagnosed, resulting in him leaving school. He became a very introvert individual, but was determined to achieve and later completed an access course that led him to graduate as a Lecturer in Literature. To do this, he had had to start a protest involving other fellow Black students demanding that their tuition fees be fully funded, as they were too poor to afford them; and he succeeded. 

University is another key step to success: all those interviewed had a degree (although not necessarily tourism-related) – even those who worked in the restaurant industry, which is most unusual in a profession where learning on the job is the norm. In this case, university is the only place where future chefs or managers can learn how to cook international food and gain the credibility needed to later be able to access loans. Most university students are white and wealthy (as remarked by interviewees), and have the monopoly on working for international companies or upmarket establishments – in fact, Black graduates only account for 14% of all tourism graduates (whites 45%), while they make up 29% of the tourism workforce, 10% more than whites (IBGE 2010). In fact, even among those with a degree, those interviewed found that they were not ‘desired’ in the industry. Despite their reputation and skills, they said, a white chef will always be the face of Bahian food at international tourism fairs. The only way to be successful is to operate independently while offering an inventive and distinct product to a specific clientele: for example, a modern approach to cooking ‘slave’ food catering to the Black elite.

All male trajectories show the same pattern: learning English (or another foreign language) was the turning point in changing their life, as well as that of other successful Afro-descendants they know, enabling them to gain access to international clientele directly, and to earn a higher income – most domestic tourists are either highly prejudiced against or just not interested Afro-Brazilian heritage. The women had not been able to learn another language, but wanted to, and were relying on people they know who did – daughters or friends – to help them in their business ventures. 

Yet they had not learned English at school – all complained about the poor quality of schooling for Black and poor children in Salvador (making access to university even less likely, since candidates must pass an entry exam). They had to work to save money to pay for private tuition, and for some this meant great sacrifices; P5 explains “I remember sucking on sunflower seeds when travelling between my job as a waiter and my classes – I remember what hunger means and I will never go hungry again!” As quoted by Dr. Santana, “the white kills a lion, the black have to kill two” (ibid: 210). In fact, all interviewees needed to work at least two jobs to make a living that reflected their various qualifications and experience (e.g. P6 holds two managerial positions at a receptivo, P4 and P5 are both teachers and run their own business – one manages a cooking school for foreign tourists as well as food pop-up truck, the other runs his own Afro-tours guiding business). 

Figure 2.11: Typical trajectory

	[image: image21.png]
	In addition to a foreign language and a degree, a third step was characteristic of the trajectories for guides and hospitality professionals: a vocational qualification acquired at SENAC, which facilitates access to formal sector work and licencing. However, none of the qualifications taken equalled the level of education of the interviewees at the time, mostly because they happened to ‘fall’ into a career in tourism rather than choose one from the start (very characteristic of the tourism industry, which is rarely viewed as a serious career – Davies, 2009; Kuslavan, 2003; Richardson, 2009). For example, P6 started his career as a mechanic for a receptivo, P2 as a jeweller and P4 as a sports teacher. 




The work of Dr. Santana concludes with a series of key conditions, traits and skills required to ‘make it to the top’, which he classifies under different themes (see Tables 2.5, 2.6 & 2.7 below). 

Table 2.7: Skill and Behavioral Repertoire of a Black Executive 

	· workaholic: beyond normal expectations
	· 
	· disciplined

	· sincere and trustworthy: ethical decision-making
	· 
	· exercises “savoir vivre” in relations with others

	· good orator / writes well BUT hears much & speaks little
	· 
	· diversifies knowledge beyond educational background

	· reads situations
	· 
	· is humorous: but remains professional and formal

	· competitive and always aim to be the first
	· 
	· expert in a particular field

	· takes care in in personal appearance
	· 
	· never refuses challenges


Table 2.8: Social Mobility Career Boosters

	a) dedication
	

	b) competence and determination
	

	c) ability to assess when best to speak & intervene only when knowledgeable about subject
	

	d) perfectionism
	

	e) stubbornness
	


Table 2.9: Factors affecting career path
	a) strong interpersonal skills

	b) excels at rhetoric to expose ideas

	c) build-in personal defense mechanism to predict & react to discrimination: controls own emotions


Of all of them, ‘great determination’ appears to matter most for those interviewed as part of this study. This was especially evident among women, who accepted that success came at the expense of, or after, having a family (which is not a problem as long as it is not an ‘imposed’ choice). This resilience, despite being pragmatic, is nonetheless dangerous because it shows that women avoid complaining in order to ‘get on with things’. It is therefore essential that systems are put in place to monitor their involvement in the tourism value chain, and to take action on provision of quality and free childcare to facilitate entry into education and work at all levels, so that all Afro-descendant women can create work for themselves and others, and also access better-paid jobs in general.

Guaranteeing that higher levels of education equate to higher levels of pay should come as a priority, as is not the case for those interviewed here. In fact, available data shows that there are almost twice as many white (41%) as Black (24%) graduates paid 5 SMs in the tourism sector, suggesting that Black graduates are underpaid (IBGE, 2010). The situation is worse for Black women, with only 27% being paid 5 SMs as against 60% of Black men (with no difference observed between white male and female graduates – ibid.). 

The fact that high achievers feel ostracised and are not employed in the top brackets could explain why they choose to be self-employed, especially as it pays more. Indeed, 43% of Black self-employed workers earn more than 5 SMs, compared to only 26.3% of those employed (although we do not know if this is as the result of holding more than one job, as the interviews suggest). Women benefit the most from being self-employed (twice as many earn 5 SMs – 18.5% – compared to those working as employees); the difference for men is far less pronounced (a 7% gap – ibid.). 

In conclusion, it is evident that success for Black men and women is achieved as the result of resigned determination and many sacrifices: of self and others. – Those interviewed in this section prove that “every calamity is to be overcome by endurance” (Virgil), but their trajectories also show that they were lucky to have parents who equipped them to face and deal with the many structural and socio-economic obstacles they encountered. However, the lesson for policy makers is that these obstacles should not be there in the first place.

2.3 Summary of barriers for Afro-Inclusive Growth in the formal and informal Tourism sector

This section starts by presenting five general problems which affect the target population in the three geographical areas of this study. It then goes on to list problems specific to the Pelourinho, Liberdade-Curuzu and Itapuã neighbourhoods.

Problem 1: Lack of Afro-Brazilian representation & participation in destination branding 
Despite being considered as the capital of African Brazil as well as a mecca for culture (Robinson & Robinson, 2014:20 ; St Louis et al., 2013 ; Robinson, 2010), Salvador’s tourism advertising seems to offer a tempered version of Afro-Brazilian culture the city does not advertise itself as such, relying very much on beach and business tourism. Beyond a few cultural stereotypes that are used to bring a certain flavour of ‘exoticism’ to the destination – such as Baiana do acarajé sellers or Capoeira groups – very few tourists are aware of the place that Salvador’s Afro-descendent population has played in the history of Brazil, or understand the intricacies of the local religious and cultural practices. The main reason for this seems to be a reluctance of the city to capitalise on Afro-Brazilian culture as a Unique Selling Point for Salvador.

Leadership

A first problem relates to the lack of Afro-descendant leadership at strategic level. As remarked by Fernando Guerreiro, Director of the Gregório Mattos Foundation (FGM), the organisation responsible for the promotion of Afro-Brazilian culture on behalf of SECULT, ‘there is no one who is responsible for the promotion of Afro-Brazilian culture as part of the city’s culture in a strategic way; what we do remains operational’. Without representation at SECULT, as well as direct involvement in defining the city’s brand (which is somewhat poor, as well as inconsistant in terms of its differentiation from other national and international destinations), there will be limited opportunities for Afro-descendants to influence how the tourism industry is governed, how tourism strategies and designed and how to help create opportunities for the target population to benefit from a decent income. 

Branding

A destination cannot develop its tourism industry without defining its appeal, and this needs to be built on its unique features. Salvador’s USP is its Afro-Brazilian heritage. However, there appears to be a lack of political will at the municipal level to recognize this and promote this asset. This impacts greatly on the destination’s ability to attract international visitors, who are demonstrably interested in such experiences. SETUR (the equivalent of SECULT for the State of Bahia) has recognized this and works to develop Afro-Brazilian products throughout the region. This commitment is also present in SECULT’s strategy document, but was not evident to the team carrying out this research.

This lack of exposure for Afro-Brazilian experiences and products is a problem for the communities who are already organizing tours in the city, such as in Liberdade/Curuzu, as they remain detached from potential tourism markets. It is also incredibly time-consuming, if indeed possible at all, to find out about the many Afro-Brazilian cultural events and activities on offer in the city; for example there is no online portal that gives access to a calendar of events with a booking option; nor is there a Box Office in town; nor is the Tourist Information Centre (TIC) equipped to provide and advertise such activities. Existing products do not have access to markets.
At the same time, tourism projects which are proposed by residents, such as in the Santo Antonio in the Historic Centre, cannot be developed sustainably due to lack of funding and manpower at municipal level allocated to such initiatives. 

Value

In terms of tourism, Afro-Brazilian culture has a monetary value that needs to be fully recognized, but in a responsible manner. There is high visibility for some traditional practices, but this does not equate to high levels of income. This inability to optimize income from experiences supplied by Afro-descendants results in them feeling disrespected, and regarded as mere attractions rather than as fully participating actors in the tourism value chain.

Female Acarajé traders feel they are “being treated as an ‘attraction’ or ‘object’, only there to take pictures with, and some people do not even bother buying food from us; Brazilian tourists are worst because they are the least polite; at least the foreigners say hello”; Capoeira groups complain that their culture is not being respected either, as do artisans, musicians and artists (Source: street interviews and workshops). 

Institutions and visitors do not understand and value the place of Afro-Brazilian heritage in the city’s history because they do not know it. As a result, the majority of Brazilian tourists are reluctant to engage in experiencing Afro-Brazilian services. As put by Dr Ivete Sacramento, Executive Secretary of SEMUR: “The question is, how to include Brazilian tourists, to educate them and challenge racial stereotypes?”, a view shared by other administrations (e.g. SETUR, FGM) and private sector entrepreneurs (hotel owners, travel agents and Afro-descendant guides). Considering that the vast majority of visitors to the city are Brazilians, this impacts greatly on the chances for Afro-descendants to benefit from tourism income. 

Problem 2: Poor education 
Lack of business skills 

Basic numeracy and business skills are poorly mastered in both formal and informal sectors. During street interviews it became apparent that collecting financial data relevant to turnover, profit, costs or client numbers was a challenge, as vendors openly admitted to never having thought about many of these elements in the day-to-day running of their businesses. Many figures provided did not make much sense, and a lot of time was spent listing and checking information to arrive at estimates which neared reality. However, this problem is not only endemic at street level; FE and HE qualifications also do not prepare students to master basic accountability skills, which results in a formal workforce not able to operate professionally and meet the expectations of their employers.

At institutional and high management levels, there is a lack of tourism-specific management and marketing skills, which became evident during workshops. Directors of professional members associations were complaining that they did not know how to increase their client base, and SECULT recognised that they lacked expertise in developing experiences to attract more visitors, which for them was one of the reasons for commissioning this report. Although SECULT is a very recently-established entity (January 2015), it is clear that previous tourism bodies have lacked the capacity to support the industry, as demonstrated by a fall from 70% to 58% in hotel occupancy rate over the last decade, even in high season. 

Lack of language skills

The ‘Trajectories’ (see above, esp. figure 2.11) of most of the successful Afro-descendants working in tourism and interviewed for this study (e.g. chef, teacher and entrepreneur; formal guide and English teacher; finance manager at a travel agency; higher education tourism student) singled learning English as the one factor which changed their lives and significantly increased their professional opportunities. This is particularly the case for entrepreneurial Afro-descendants such as guides or artisans, for whom a foreign language makes it possible to capitalise on international visitors, the target market most interested in consuming afro-Brazilian products and services. However, very few guides speak another language, which also decreases their chance of working for DMCs specialising in inbound tourism: for example Caravel Tours, specialising in catering to the French market, only employs 2 Afro-descendant guides out of a total of 15. 

Few street vendors possess language skills and the vast majority expressed a wish to learn (Source: questionnaires). They have benefited from short courses lasting from 2 weeks to 4 months provided free by various agencies, which have taught them basic vocabulary, but they are not able to speak clearly to clients to sell effectively. 

Inadequate vocational education

Although a lack of basic skills contributes to poor access to well-paid jobs and to business ownership, there is a more profound problem linked to professional education for tourism jobs, which is almost exclusively reliant on one provider (SENAC). First, several professions are not covered (e.g. travel agents, booking agents, airline crews), which limits the type of jobs Afro-descendants can apply for. 
Second, only short courses for specific positions (e.g. cook, waiter) at a low level are offered free of charge, and these do not prepare workers to be flexible to transfer from one role to another or to explore different career paths. This problem is especially relevant to women, as studies demonstrate that ‘occupational mobility reduces the gender wage gap’, with women suffering the most (Fitzenberger & Kunze, 2005).

Third, these courses are all at the same level – offering, for example, no progression from a basic position of Cook to Head Chef to Restaurant Manager and Owner; thus a progression to HE is extremely rare. In general, the best cooking positions are only accessible to graduates with the money to attend higher education (interview at SENAC). 

Fourth, the courses at SENAC are not graded; students pass the course if they attend, not if they perform well (meeting with SECULT).

Limited access to managerial positions

Another consequence of this lack of a progression route is that few Afro-descendants access management positions in the tourism industry (0.5% to 4%, depending on nodes, according to IPEA). Few go to university, and especially few study tourism at HE level. Supply is an issue since only one university (UNEB) offers such a course, but out of 127 students for the 4 years, there are only 15% attendees from the target population, and of these, more boys than girls (17 against 3). 

Access to work following graduation is another problem. There is very limited collaboration between the private sector and the university, and this is informal. This impacts on the perception that employers will have of the quality of the students and the course (which on paper looks very good), if indeed they know of the course at all. This is a main source of worry to future graduates (Source: meeting with students), who fear they will be employed in low positions (e.g. receptionist), which is the case for former students. They, as well as others (e.g. Afro-Brazilian guides) highlight that discrimination in the workplace is a major issue because ’top jobs in tourism are governed by white people & there exists a high degree of racial segregation’ (Source: interviewee). 

Afro-descendant students also lack access to role-models from the industry who could act as mentors to drive aspirations higher and help open key doors to working in the sector. As Dr Santana explains: ‘There is no mentoring from successful black people to encourage Afro-descendant youth to be more ambitious and be great achievers.

Lack of self-worth and ambition

Although poor-quality traditional and vocational education plays a big part in curtailing achievement, another major problem is that the law on teaching Black History in schools, which was passed in 2003, is not enforced (Source: Prof. A. Cesar, UFBA); thus the target population has little knowledge of their own history and culture. 

Ana Celia de Silva, headmistress of the school at Ilê Aiyê, which is considered by many as a stronghold for Black culture in Salvador, explains:
Black history is not taught; students must research this outside of school to learn. People are proud of being black but they do not know why in historical terms. There are no books to teach this history, nor is there willingness from teachers to teach it. This is despite a law asking for this to be done. In 1996, there was a successful project of teaching black history implemented in Liberdade but it stopped due to lack of funding. The whole project file is still available (located in the Headmistress’ office) and ready to be used with all the people involved still available (all prominent black academics).

Problem 3: Women not profiting enough from tourism

The physical and emotional control exercised by complex gender politics in Salvador has reduced women’s chances to fully and freely participate in the tourism value chain. Although this situation is improving somewhat, many of the low-income women interviewed for this study stated that men have traditionally been reluctant to let their partner work outside of the home. However, according to the majority of the women interviewed, this situation is changing to create another problematic status quo whereby an increasing number of younger men now expect women to earn more money than they do, and to enjoy the perks of their income. Nonetheless, women are determined to become financially independent in order to exercise control over their own life and that of their children, although it is a fact that women are paid the least, especially ‘Preta’ and ‘Parda’ women, who earn on average 11% less than their male counterparts, who in turn earn less than the white workforce (PRODETUR, 2014). 

Poor access to education

Women abandon education early, although they often return at a later stage. According to FIEMA, “women going back into education have grown-up children. The typical profile is a woman who got pregnant at 15-16, and in 30% of cases it is because her partner or husband did not want her to continue school; men tell women: ‘I am your certificate’”. Low-income women in work, such as those interviewed for this study, tend to have older children who can look after themselves. 

Accessing tourism courses is difficult for all women, and this limits job opportunities to poorly paid positions, such as cleaners. Timings of courses are impractical. An analysis of the SENAC training booklet shows that courses are scheduled at times when women have to look after their children: in the morning and in the evening for waitresses, and all day from 8 to 17:00 (x7 days per week) or from17:00 to 21:00 (x4 days a week over a longer period) for chefs; this is also very impractical for woman who have a part-time job and need to look after a family.

The Tourism Degree at UNEB is equally difficult to access since it is scheduled in the afternoon when most work opportunities are available, making it very hard for women to sustain having a job, study and look after children simultaneously – there is only one Afro-descendant mother of two on the course, out of a total cohort of 127 students (Source: meeting with students).

The lack of affordable and quality childcare is one of the main barriers to education (and full-time employment too). Mr Alison Sodré from SEMUR explains that “There is a serious shortage of crèche places for the children of roving vendors and other low-income workers. You get white women saying that they don’t trust the crèches to leave their children, because of quality issues. What about black women? They are also concerned about quality. Sometimes those crèches are so bad that they prefer to take their children with them to work”. 

Limited business opportunities 

Because ‘Preta’ and ‘Parda’ women earn the least in tourism, they survive on subsistence incomes that are not sufficient to save money to buy inputs for their business, pay themselves a salary, and save to invest. Training initiatives to help women plan their finances better are rarely successful, because women are more concerned with managing daily spending on a short-term basis than planning for the future (FIEMA). 

Women also do not have the skills to access funds when they have ambition and want to start or grow a business. Regardless of their level of education, they do not know how to write a business plan and to present it to banks. This affects business women but also those that lead community initiatives geared towards developing commercial ventures for women. For example, Prof. H. Virgens, Director of Casa de Maria Felipa, a Cultural Centre Centre in Curuzu which promotes women’s empowerment, has several very interesting ideas directly linked to tourism but according to her, does not know how to put a proposal together so never asked money from the bank.

Discrimination is another factor listed as a barrier to accessing funding. A black female owner and chef at a very popular restaurant among the Afro-Brazilian, complains that “there is no access to proper loans. Big money is given to white people only. You can have a micro-credit but it is not enough to open a venture such as a restaurant, this is why my restaurant is in my house, and I only open 1 to 3 days a week because it would be too disruptive for my family otherwise.” At street level, several vendors think they have no chances of getting a loan because they are female, single, black and have many children. In their work FIEMA see that poorly educated Afro-Brazilian women suffer especially from low self-esteem directly related to their skin colour and the racial discrimination they experience. They do not consider that they can succeed. 

Lack of initiatives linking women to tourists

There are several existing training and business schemes for women that could be easily developed to cater to tourists and the tourism industry. For example, FIEMA runs T-shirt printing and sweet-making courses, but these are only geared towards subsistence income generation. Because most of the work with women is focused on building self-esteem, and staff numbers and time are limited, the courses are on a one-to-one basis, which keep women isolated from each other. There is no work being done on setting up women co-operatives to organise production in an effective manner and to supply large quantities to different markets. Women therefore stay in relative poverty. 
Problem 4: Security 

Salvador has a range of security and violence issues, ranging from petty crime to drug trafficking and territory-related gang conflicts. It ranked 17th within the most dangerous cities in the world with a ratio of 54 homicides per 100,000 inhabitants (InSightCrime, 2015
). As other cities in Brazil such as Rio de Janeiro and Sao Paulo see their homicide rates decreasing, Salvador has gone from being ranked 22nd in 2011 to its current place in this ranking and is going against the national trend towards stabilisation of the homicide rate by continuing to be one of the cities where the number of people who suffer violent deaths is increasing (UNOCD, 2014
).

Low-income Afro-descendants are particularly affected, as the majority of victims of violent crime are black. In addition, qualitative research carried out for this study shows there are also issues with trust between the police force and Afro-descendant Soteropolitans, who report significant issues with police brutality and discrimination against Afro-descendants, particularly young men. This is an issue which is present in other multiracial, unequal societies or contexts, as seen in the US and parts of the UK, however, in those countries Afro-descendants are a minority (approx. 13% and 2% respectively according to their Census data) whereas in Salvador, the majority of the population is Afro-descendant which makes issues of ethnic discrimination and/or exclusion even more noticeable.

Tackling racial profiling through education and capacity building is a key element of building trust between the police and communities, and would also benefit the tourism industry, from workers to tourists. Tourists are potential targets, and the insecurity is both present and visible in tourist areas, such as the Historic Centre and the North Atlantic Beaches, as well as neighbourhoods such as Rio Vermelho. This has a negative impact on tourists’ and locals’ perceptions of personal security in key areas, and affects the number of tourists visiting and money spent in the city, thus also negatively affecting income opportunities for the many Afro-descendants who work in the tourism sector. 

There is a mismatch between the information given to tourists before travelling and what greets them on their arrival, which is evident from the consultants’ own experiences and from scanning message boards on large travel websites such as Booking.com and TripAdvisor.com. Two of Navas-Aleman & Co.’s team were warned about security issues no less than 4 times, between landing in Salvador and arriving at their hotel in the historic centre. This is highly problematic, particularly since it was contingent on the consultants speaking Portuguese – alternatively they would not have been made aware of potential risks. Added to the lack of safety awareness tourists may have, this is a potentially serious limiting factor for the development and growth of cultural tourism in Salvador. However, examples such as Rio de Janeiro’s favela tours (tours to low-income neighbourhoods and shanty towns, riven with narco-trafficking and security issues) shows that it is possible to attract tourists to security-compromised areas. Part of the solution is informing tourists and the community of security issues in a way which is transparent and accurate, for example through online crime activity maps (see section on Security below). Sharing detailed information on security to relevant emitting markets which contribute to Salvador’s economy is a key part of a reputation management strategy for the city. 

The group consultation meetings with tourism stakeholders carried out by the consultants showed a heightened awareness of security issues, how these had significantly worsened in recent years, and how they might be tackled, particularly in terms of enabling tourists to enjoy the city more safely. Recommendations included improving the transport infrastructure between touristic neighbourhoods, the provision of more security, such as greater numbers of tourism police patrolling neighbourhoods, on foot at different hours of day and night.

Whilst many of the crimes committed in the historic centre are by petty criminals, their presence and actions have broader repercussions, negatively affecting tourists’, residents’ and even police perceptions of other roving sellers, artisans and street/informal cultural producers and hawkers in the area. The issue of tourism harassment came up frequently among a range of interviewees, and was also experienced by the consultants whilst staying in the historic centre.
 The presence of drug users, homeless people and other marginalised people in the neighbourhood are said to bring the historic centre into disrepute, whilst disrupting daily life in the neighbourhood. These perceptions and experiences of insecurity are at the forefront of Brazilian tourists, who are also more exposed to the negative (sometimes sensationalist) news coverage of the insecurity in Salvador. Without transparent and accurate information for the tourist (including the crime map mentioned above) the tourist will also distrust the local authorities because they would never know whether crime issues are being minimised or exaggerated and may decide to stay away and look for other destinations where the situation is clearer. 

Travel agents and other interviewees were quoted saying tourists should not go to the Liberdade-Curuzu Cultural Corridor by themselves, as this would be risky without being accompanied by a community member. In turn, the community members reported how they have to notify local drug traffickers that they will be bringing people into the neighbourhood, which mitigates the risk, but is once again somewhat problematic. This also poses a problem for public-funded projects in such neighbourhoods, where criminals ‘tax’ local entrepreneurs and businesses for ‘protection’. Another clear challenge linked to security which affects tourism (and other industries) is the earnings offered by criminal activities which are significantly better remunerated than the scarce and poorly-paid jobs available to low-income Afro-descendants. 

The recommendations made in the security section below are designed to increase positive perceptions of security issues in Salvador among tourists and local residents; reduce instances of racial profiling, improve the relationship between local communities and security forces; as well as improve the authorities’ understanding of crime patterns, instances and types. Should the outcomes be positive, this would in turn lead to potentially higher tourism flows and spend in the city. 

Building stronger, safer communities 

There may also be the potential for local communities to be involved in working with the police and public order authorities in tackling security issues. Research shows that good relations with the police and strong, cohesive communities can have a role in contributing to safer neighbourhoods with greater levels of trust between citizens. In Salvador, the neighbourhood of Candeal is a good example, albeit an example which would be very difficult to replicate given the very specific set of conditions enabling its status as a neighbourhood free of drug-trafficking. Firstly, its geography: Candeal is a low-income neighbourhood nestled between middle- to upper-class neighbourhoods, and is small enough (9,000 people in a steeply hilly area) that strangers stick out in the area. Its history is also a contributing factor: the land in Candeal was bought by a black woman who set up a farm and whose offspring over centuries are still the ancestors of families living there. This means there is continuity and close community ties. More importantly, it benefits hugely from its relationship with the singer Carlinhos Brown, born in disadvantageous conditions in this neighbourhood but who went on to become an international star. Brown is a key figure in the work done on rescuing Afro-descendant culture in Salvador, although his apparent non-committal relationship with race issues does not always serve to strengthen the work of other Afro-descendant cultural entities in the city. He set up a foundation called PRACATUM in Candeal which works to the benefit of the neighbourhood, and to furthering the role of music as a tool for social good in Salvador more widely. Brown acts as a mentor and as champion for the neighbourhood and its people, bringing it to the attention of government at local, state and national level, and to royals, philanthropists, actors, musicians and private sector companies’ Corporate Social Responsibility departments worldwide. 

There are other examples of neighbourhood security committees – for example in Medellin, Colombia – where local community leaders, civil society organisations, private enterprise and police representatives work together to successfully tackle and reduce insecurity. Medellin also pursued a strategy of linking poor and wealthy neighbourhoods through a network of cable cars that made access to commercial and business areas (with better employment, education and health care facilities) a possibility for all inhabitants. By focussing on the younger men at risk of falling into illegal activities (pre-teen males) they became a success story with regards to crime reduction in little over 15 years. 
Whilst Liberdade-Curuzu – for example – is in a very different situation to Candeal, including already having significant drug trafficking and associated security issues, it is a community which is in many ways tight-knit and with a significant place in Afro-Brazilian and Brazilian history overall, which could capitalise on this by learning from Candeal’s experience, particularly if supported by a champion and similar fund-raising, capacity-building and mentoring efforts. 

Problem 5: Institutional Capacity
The research carried out for this study identified a series of gaps in institutional capacity in the public, private and third sector vis-à-vis their relationship with the target population of low-income Afro-descendant tourism workers. These range from human resource and funding gaps to structural issues affecting the design, delivery and implementation of public policies and other programmes and projects. The Action Fiches in this document summarised below, and propose a series of recommendations designed to tackle these institutional capacity gaps. 

The current mayor’s administration has brought about much needed change in the city and in government. Notably, Salvador Prefeitura’s Municipal Secretariat for Reparation (SEMUR) is the only institution of its type in the whole country (for more information on this see Section 1.6). However, there are still a number of major challenges, particularly within the tourism sector, the second biggest earner for Salvador’s economy; and with the mainstreaming of issues such as racial equality, gender and environment. The status accorded to the Secretarias responsible for these thematic areas is problematic: in attempting to mainstream issues of race, gender and environment across the entire Prefeitura’s work, it is inevitable that some issues fall through gaps, however, the lack of funding given to these Secretarias – in comparison with other municipal government departments – effectively curtails their power and influence across government. Notwithstanding the Mayor’s personal support for vitally important initiative such as the Programme for Tackling Institutional Racism (Programa de Combate ao Racismo Institucional – PCRI), and for the employment quota for Afro-descendant candidates to Prefeitura jobs; the lack of funds and human resources in these Secretarias significantly hinders their work, perceptions of their importance, and influence with peers in government and other key stakeholders. 

The PRODETUR comes at a key time for Salvador’s tourism industry, which has suffered greatly with the effects of ongoing crises and a drop in the number of domestic and international tourists and tourism spend. Notiwthstanding the fact that SECULT was only formally set up in January 2015 as the new Secretaria to deal with Tourism and Culture, there are still significant capacity issues in terms of tourism data collection, strategy development, linking up with other government departments and organisations/actors to deliver socially inclusive and profitable tourism programmes, as well as an absence of regular multi-stakeholder engagement with private, public and third sector tourism sector actors; and targeted.
Section 3 provides a more in-depth analysis of the problems affecting institutional capacity in the tourism sector in Salvador, some of which are summarised here. 
Data collection
At federal level, the Ministry of Tourism (MTUR) manages data on tourism. But MTUR appears to have lost capacity in data collection, analysis and dissemination, and in the last 4 years its practice in this area has become less consistent. Given the paramount importance of evidence-based strategic policy-making, there is an urgent need to reinvigorate data-gathering practice at the local, state and federal levels. 
Given the PRODETUR funding for the Tourism Observatory, there is an opportunity for Salvador to develop an internationally recognised data collection strategy that meets UNWTO guidelines and sets an example for the monitoring of inclusive tourism growth. As it stands, however, the data on tourism trends and Afro-inclusivity in the industry presented to Navas-Aleman and Co. was incomplete, and we are forced to conclude that the city of Salvador currently lacks a systematic framework for tourism data-gathering. 

More specifically, this is an opportunity to incorporate an Afro-inclusive focus in gathering such data, which can make a significant contribution to maximising the tourism sector’s potential to generate positive economic and social impacts for Afro-descendants, addressing the needs for outcomes monitoring.
Capacity issues in the private sector: understanding markets 
The CCC project as it stands is insufficiently focussed on making a profit; indeed, the cost of the excursion barely covers the time and expense of running it. Stand-alone activities are marketed in a way that is not conducive to creating trust, since the client has to pay for add-ons that should be included in the core cost. Manifestly, the organiser does not know how to market the excursion to the right clientele or how to negotiate prices with retailers (TOs, TAs and receptivos), with the underlying goal of securing an income stream for her association and the community. And given that foreign visitors are the most likely consumers of the CCC, there is an urgent need to expand English-language skills. The lack of such skills leaves the cultural producers dependent upon outsiders who may be unable to convey the nuances of the cultural experiences to tourists, and who function as a barrier to direct engagement with Afro-descendent culture. 

This is in sharp contrast to the richness of Salvador’s historical and cultural heritage which could be packaged and sold in socialy-inclusive as well as profitable ways. 
The feedback from the consultation group meetings provided insight into the impact of institutional capacity gaps on tourism sector stakeholders’ daily lives. 
Lack of technical knowledge about sector
Interviews carried out by Navas-Aleman & Co.’s tourism experts showed gaps in the Prefeitura’s technical capacity in tourism, which has affected relations with the trade in particular. A number of recommendations in the action fiches are made to address this. 
Lack of long-term planning

This issue came up in different contexts, particularly in terms of businesses being forward thinking, ranging from business people setting up their finances in a way which is sustainable in the long-term to capoeira schools hosting a roda de capoeira in response to tourist demand, rather than every day. As pointed out by Secretaria Executiva Rosemma Malouf (SEMOP), there is lack of strategic design in the tourism sector, with the informal sector tourism chain in particular requiring strengthening.

Lack of trust

As highlighted above under the Security problem, lack of trust between citizens and governments is a significant problem which also permeates other areas of society. Informal sector workers interviewed for this study reported a fear of reprisals from SEMOP, the Municipal Secretariat for Public Order, which is working hard to resolve ongoing conflicts with street vendors as it reorders the public space in Salvador. This is in contrast to interviews – including with SEMOP’s Secretaria, Ms Rosemma Malouf – which show a commitment from government and from most stakeholders involved in resolving the issue of unruliness in the public space, although different actors hold often radically different views on how to achieve this whilst protecting and promoting the interests of different groups.
Poor Information Technology infrastructure 
Poor quality and expensive IT infrastructure affects the tourism industry in different ways. Secretarias are often without internet for hours or days, which hinders their work; guides were reported to struggle with agencies which only accept cash or cheque payments, which requires the tourist to go to the agency and pay for his/her package personally. In contrast to this, there are street-sellers who are able to receive payments on their cell phones. Discussions with the trade also showed that a “knowledge update” is needed for many entrepreneurs, as well as an upgrading of communications for establishments in the tourism sector, many of which don’t have email accounts, let alone websites. 

Area 1: Pelourinho

	Barriers
	Impacts

	1) Laws and regulations not conducive to business
	Limited business growth

Potential job losses

	2) Existing business formalisation framework not fit for purpose
	Certain informal jobs cannot be registered

There is uncertainty regarding the rules that apply to registered businesses

Formality does not offer enough advantages

	3) Lack of demand to meet supply
	Lack of tourists in and out of season who are spending money

Lack of local consumption

	4) Lack of day-time activities to experience
	Formal sector not competitive

Few job opportunities for Afro-Brazilian guides

Existing courses and facilities not linked to tourists

	5) Uninhabited neighbourhood


	Lack of safety at night with problems due to drug trafficking and theft

Bad perception of destination among Brazilian tourists – missing on night time economy


Area 2: Liberdade / Curuzu

	Barriers
	Impacts

	1) Destination perceived as dangerous

	Locals wary of area day and night

Tour Operators, agents and guides reluctant to sell destination

Visits only planned with a guide (no independent tourism)

	2) Exiting tourism products not optimised to generate sustainable income
	Limited skills to run the project professionally

Lack of language skills

Lack of places to stay overnight at realistic price

No financial support for planned tourism projects


Area 3: Itapuã

	Barriers
	Impacts 

	1) Lack of beach infrastructures
	Vendors operate informally

Vendors unable to optimise income generation

No spaces to play and make people stay to increase spending

	2) Fishermen do not know how to increase yield and quality of fish sustainably
	Poor quality, diversity and quantity of fish

Sales restricted to small restaurants

	3) Lack of business development skills to meet tourist expectations for soft adventure beach and lagoon activities
	Very limited range of organised activities

Existing cultural activities not targeted at tourists

	4) Community feels voiceless in tourism development plans 
	Lack of trust in local authorities

Increased insecurity

Community feeling local culture is not respected


3. Action plan 

The Action Plan contains a series of recommendations designed to bring about change which benefits low-income Afro-descendants working in the tourism industry (formal and informal sector), with a particular focus on women.

3.1 Action Plan & Project Fiches 
The consulting team has prepared the following project documents (fichas or fiches) based on the recommendations made in the Action Plan and presented to the IDB, SECULT, SEMUR, SEMOP and other Municipal Government partners on the 9th July as part of the IDB’s Analysis Mission in Salvador (6–10 July). These follow a standard format. In addition to the full project fiches, the team has also submitted additional inputs to be included in other fiches (see Section 3.2). For a full version of the original Action Plan presented on the 9th July please see Annex 1. 
The original budget available for component 5.1 was US$ 5,000,000; however, differences in exchange rate calculations mean a total of US$ 12,000,000 is available, which the consultants took into consideration when producing the indicative budget for the agreed actions, as outlined below. This is summarised in the table that follows.
Savings may be made and better value for money delivered if the project fiches and inputs to existing SECULT project fiches are considered as one overall progamme rather than as stand-alone projects contributing to the PRODETUR. This would also contribute to greater cohesion and coherence in meeting PRODETUR’s objectives of creating a sustainable and profitable tourism industry which contributes to social development and the tackling of socio-economic exclusion, particularly of Afro-descendants and women in Salvador. 
	Liberdade-Curuzu 
	Project fiche 
	 US$ 2,180,000 

	Market Failure Study 
	Project fiche 
	   US$ 1,100,000 

	Tourism Observatory
	Project fiche
	         US$ 850,000 

	Itapuã
	Project fiche
	     US$ 1,900,000 

	COMTUR 
	Mini-ficha 
	      US$ 365,000 

	Procurement 
	Mini-ficha 
	 US$ 225,000 

	Marketing  
	Mini-ficha 
	         US$ 575,000 

	Security 
	Mini-ficha 
	         US$ 500,000 

	Education & Training 
	Mini-ficha 
	US$  450,000 

	
	TOTAL
	US$ 8,095,000 


Project for Afro-Inclusive Tourism in Liberdade-Curuzu 

	Component
	Main action 
	

	Tourist product strategy
	Promoting growth in the Liberdade-Curuzu Cultural Corridor through an Afro-Inclusive tourism development agenda 

	Item

5.1 
	Category

Project and Action 
	Tourist area

Extension of Historic Centre corridor



	Location
	Liberdade / Curuzu



	Objectives



	A. Professionalise the Curuzu Cultural Corridor (CCC), providing support in order to optimise and increase income for local residents, businesses and community-centred ventures linked to the promotion of Afro-tourism in the neighbourhood

B. Increase the visibility of CCC as a national and international tourism destination to change the perception of the area



	Performance goals
	Increase the income of local residents and businesses participating in the Curuzu Cultural Corridor (CCC) cultural tourism project, working in conjunction with the CCC’s organiser, the Association of Residents and Friends of Curuzu (AMAC)

Develop a series of differentiated activities and events to make the CCC an attractive and popular destination for domestic and international visitors alike



	Project indicators (quantitative indicator/s, with a base-line value and target)
	Baseline available: Curuzu Cultural Corridor tour (1 tour currently on offer) 

· Duration: 4 hours

· Income: R$30,000 / US$9,500 per annum 

· % of income accruing to residents: 17% 

· Number of visitors per annum: 250

· 2 annual events (scheduled in June and November)

· Up to 2013: 3,000 visitors in total

Indicators for Objective A

A.1 Increased turnover and profit for AMAC from existing excursion (increased sales of 25% per annum over 5 years; profit to rise by 5% per annum)

A.2 Increase of direct income for local residents and/or businesses involved in the existing supply of CCC experiences (5% per year over 5 years)

A.3 Increase of proportion of income from CCC current excursion to local residents and businesses (from 17% to 20%)

A.4 Increase in number of positive comments regarding the CCC on TripAdvisor

A.5 Increase in number of bookings for small groups from preferred private sector suppliers 

A.6 Implementation of all projects developed by CCC residents, associations and/or businesses assessed as being financially viable tourism services and/or products by Consultant

A.7 All the projects to run at a profit within 3 years

Indicators for Objective B

B.1 Increase in amount of positive media coverage each year


B.2 Number of new events and activities being developed each year, also spreading to other areas in Liberdade

B.3 Increased number of visits from a wider range of domestic and international tourists (including business, cultural and beach tourists) to new events and activities

B.4 Increased number of residents and businesses involved in tourism supply across the whole neighbourhood

B.4 All events to run at a profit after 3 years 

B.5 Increase in the number of commercial agreements with niche national and international Tour Operators



	Activities description

	A. Professionalise the Curuzu Cultural Corridor (CCC), providing support in order to optimise and increase income for local residents, businesses and community-centred ventures linked to the promotion of Afro-tourism in the neighbourhood 
Hire a consultancy/organisation to work with CCC and establish what is the most appropriate legal entity status for the organisation to be able to expand the CCC in line with the recommendations below, i.e. cooperative, association combined with a limited company, foundation, etc. 

Train the CCC’s organisers to improve links to markets

Hire a specialised Tourism Consultancy firm to deliver Market Access training to AMAC (1st phase of input)

· The training should aim to empower AMAC to manage the CCC sustainably. This will include managing bookings independently and offering guided experiences by local residents, aimed at small groups, and set at a price that will generate economic gains for the participating residents (the current price barely covers the project’s costs). 

· The existing 4-hour tour needs to be improved and made available more regularly throughout the year, with a greater number of time slots available for tourists to have more flexibility in taking advantage of the tour.
· Training content: 1) Understanding markets (international and domestic supply); 2) Developing experiences meeting current market trends (international and domestic demand / responsible tourism practices); 3) Pricing & Negotiation Skills for contracting with industry; 4) Health & Safety; 5) Marketing & Communication Skills to access indirect (tour operators/travel agent/receptivos, including online) and direct (independent tourists) markets – this should include various social media; and 6) Customer Service and Interpretation/Guiding Skills

· Duration of training: 4 months

· Training outcomes: 1) Creation of 3 circuits of different durations, scheduled at differing times and for different types of tourists; 2) Design and launch of website and Facebook page dedicated to CCC (with option to book directly); 3) Design of logo for AMAC; and 4) Agreement of collaboration with a minimum of 3 formal private sector providers (e.g. hotel, Tour Operator, Travel Agency, receptivo) 

· Case study: Setting up a guiding company in Jacmel, Haiti with UNWTO and Small Matters; Manual designed for small and community excursion providers: Esta preparado para negocios / Calafate Community Tourism (Salvador) with the Travel Foundation and Estrella Exchange

· Budget: US$300,000

Hire a local Afro-descendant-owned company to deliver the technical media components (i.e. Wordpress website and logo). The company:

· Should work under the supervision of the Consultant and in collaboration with AMAC 

· Should preferably be chosen with the Consultant to ensure company has the right level of expertise for the project 

· Maintain the website during the first year of project, whilst providing basic training to AMAC to populate the site and be available to provide support for more complex technical / communications inputs and updates over the next 3 years
· Case study: The Rastafari Indigenous Village with the World Bank and the Jamaican Government
· Budget: US$75,000
Work with local specialist Business Training Provider to deliver the Finance, Administration & Accounting component for sustainable business management 

· Work with Centro do Empreendedor Municipal (CEM) and SEBRAE to develop an appropriate package for the participants

· Provider to deliver a training course as part of the 4-month workshop and to provide ongoing support available for AMAC on finance-related matters over the next 3 years to advise AMAC 

· Training should be delivered in an appropriate setting, taking into account the experience of other IDB-financed training schemes which show that a classroom setting is not always the best learning environment – students benefit from being taught/trained in their work and/or community settings where the teacher/trainer goes to the student rather than vice-versa

· Ensure there is budget available in this component to provide AMAC management with a laptop, scanner, printer and internet connection which is fit for purpose (including for the media outreach action listed above)
· Duration of training: 5 days delivered over 2-4 weeks to accommodate participants’ schedules

· Case study: Curso Gestão Financeira na Medida – Salvador (BA) by SEBRAE
· Budget: US$ 150,000
Contract local Language Training provider to teach English and/or Spanish and/or French to those involved in the CCC

· There should be two training programs: 1) intensive training targeted at AMAC management team and the selected AMAC guides; 2) separate training for residents and businesses involved in CCC

· Duration of training: 3 months to 1 year (intensive training for guides and the AMAC management team)

· Budget: US$ 75,000
Hire the same organisation/Tourism Consultancy firm (i.e. member of the Travel Foundation, Creative Tourism Network etc.) to provide ongoing mentoring  of AMAC over 3 years AND to provide technical support for the development of other excursions (2nd phase of input)

Additional mentoring support would ideally be provided by industry actors who have experience in the formal and informal tourism sector, with incentives for participation such as companies earning more points for participating in such a mentoring scheme, under the aegis of SEMUR’s ‘Diversity Label’ (Selo da Diversidade)  

· Consultant and mentor(s) to provide monthly business mentoring sessions on Skype with quarterly meetings with AMAC over 3 years

· Consultant to visit project once a year to control quality service levels, sales and market links for existing and new packages for 3 years

· This should include budget for travel and subsistence available for the quarterly and annual meetings  

· Project outcomes: annual report to SECULT after each site visit (and annually to CONTUR), new experiences to sell (at least one each year), increase in AMAC’s and residents’ income (to benchmark after 2 years in operation)

· Case study: Development of new excursions in Cape Verde with the Travel Foundation and Small Matters
· Direct beneficiaries: AMAC, involved residents and businesses on the street

· Indirect beneficiaries: Tourists, private sector suppliers, Tourism Information Centres (TICs), Salvador as a destination city

· Budget: US$ 250,000 (including travel and susbsitence expenses)
Train suppliers providing experiences in the Corridor

Hire specialised Consultancy firm / organisation to professionalise delivery of existing activities 

· Training content: 1) Needs of domestic and international tourists; 2) Needs of Tour Operators, Travel Agents and Receptivos; 3) Customer Service and Quality (including dealing with complaints); 4) Pricing and basic budgeting; and 5) Interpretation skills
· Training outcomes: Qualitative and graded reviews of experiences by clients and private sector suppliers

· Training schedule: To be delivered in conjunction with the training for AMAC

· Training duration: 1 month

· Direct beneficiaries: Participants and AMAC

· Indirect beneficiaries: Tourists, private sector suppliers, Tourism Information Centre (TIC), Salvador city as a destination

· Budget: US$ 50,000 (including travel and subsistence expenses for consultants)

Identify and support further development opportunities to increase income and spread tourism to other streets 

Hire Tourism Consultancy to audit existing projects and identify potential developments of experiences in and outside of the CCC. This will require full participation of community leaders and residents’ associations in order to deal with issues of security in the neighbourhood. 

· Project duration: 1 month

· Project outcomes: report and presentation to SECULT and community representatives

· Budget: US$ 20,000 (inluding travel and subsistence expenses for consultants)
Contract Tourism Consultant to develop and deliver business workshop with local training provider, i.e. CEM, targeted at executing concepts and proposals already written by CCC suppliers (with follow-up for 3 years)

· Training content: 1) Business planning and budgeting; 2) Product definition and conception for tourism and other markets; 3) Pricing, costing and every-day accounting; 4) Management and Business skills; 5) Risk management; and 6) Bidding for loans and other types of funding (written & oral skills)  

· Examples of training participants & concepts: Casa de Maria Felipa (fashion label for Black Women, female choir concerts, capoeira competition for elderly women, musical show about the life of the slave Maria Felipa - in period costumes); UFBA and local terreiros (candomblé tours, overnight stay in candomblé for worshippers as part of UFBA and SEMUR’s mapping of terreiros in Salvador – see http://www.terreiros.ceao.ufba.br/)
· Training approach: In collaboration

· Training duration: 1-12 months depending on the project

· Training outcomes: All identified projects to be taken to market and operating at a profit after 3 years

· Direct beneficiaries: CCC and Liberdade residents, AMAC

· Indirect beneficiaries: Tourists, private sector suppliers, Tourist Information Centres (TIC), Salvador city as a destination

· Budget: US$ 450,000 including consultants’ travel and subsistence costs
B. Increase visibility as a tourism destination to change the perception of the area

Create new events and improve the marketing of existing ones, to local, domestic and international visitors

Contract Tourism Consultant to audit existing events and identify opportunities for new and existing events to be developed 

· Consultant to audit existing cultural and historical, musical and artistic heritage (historic and ‘living’), geographical environment, infrastructure and access links, to identify viability of events that will attract small and large audiences 

· Focus should be on events which also aim to raise funds for local community groups to safeguard local ownership and generate substantial economic impacts in the area

· Events need to be unique to the area as well as aspirational, and should be developed in conjunction with the PRODETUR Marketing Activity (see Fiche), which states that each neighbourhood should define a distinctive branding based on its USPs

· Events should be evenly spread across the annual calendar, be held regularly and repeated in order to consolidate the destination’s reputation, as well as appeal to different types of tourists

· Suggestions of new events: Urban running, free running or cycling though the hills of Liberdade, community ‘Big Breakfast’

· Existing events: Walk (Caminhada) of the 20th November, Cortejo da Heroína Maria Felipa (July)

· Project duration: 2 months
· Project outcomes: Report to SECULT, FGM and community representatives proposing 1 event per month that appeals to local and domestic tourists and 4 events per year that will also appeal to international tourists (one per trimester).
· Case studies: Urban downhill track cycling in Chile; The Urban running crew movement; Aylesbury Vale City Council (UK) runs free running workshop for youngsters as part of dance festival; Colorado Spring Western annual community-organised Street Breakfast (USA)
· Budget: US$ 40,000 including travel and subsistence for consultants 
Set up community group to work together with FGM to organise new events for local and other domestic tourists
· FGM to offer guidance based on its experience of running ‘Boca de Brasa’ (https://www.facebook.com/projetobocadebrasa), to promote events on its new web portal and Facebook page and link with TIC and SECULT for effective multi-media press coverage.

· Project duration: 3 years

· Project outcomes: Year 1: 4 events; Year 2: 6 events; Year 3: 8 events; all events to run without a loss; increased number of participants each year (benchmark according to attendance to existing events)

· Budget: US$ 30,000 over 3 years to cover costs of convening and facilitating meetings for community groups
Support FGM to develop partnerships with Event Organising companies’ Corporate Social Responsibility departments to partner with AMAC as part of companies’ CSR/Sustainability practices in order to build capacity at the community level to manage large events and secure international participation and attract international markets

· International events are organised by highly skilled companies, which specialise in certain types of event (e.g. concerts, food festivals, running competitions). They have access to a large list of clients ready to travel distances to participate. Brokering partnerships with CSR departments would allow AMAC and the community to develop their event-management capacity without incurring large costs, whilst generating greater visibility for their cultural offer

· Suggested guidance from organiser: To provide capacity development for themes such as health and safety compliance, security, sustainability and other technical and commercial issues; as well as engaging international participation in events 

· Suggested project outcomes: All partnership events organised to be running at a profit within 3 years, with increased number of attendees year on year (to be benchmarked after 2 years)

· Project duration: 3 years, with intervention every year over a period of time to be defined by the organiser
· Case studies: Hosting Events as a Tool for Restoring Destination Image (Avraham, 2014); Nice Work – road running in the UK and overseas 
· Direct beneficiaries: Liberdade and Curuzu residents; Salvador
· Indirect beneficiaries: AMAC, tourists, private sector suppliers, Tourism Information Centres (TIC), Salvador city as a destination
· Budget: US$ 30,000 (US$10,000 per year, as AMAC’s contribution to event costs)
Organise familiarisation (FAM) trip for industry suppliers  

Hire a local Tourism Consultancy to organise FAM trip for travel agents, tour operators/DMCs and accommodation providers. Consultants should have links to, or/and knowledge of, national and international markets. This action should be delivered as part of item A (Train organisers to link to markets). Its objective is to link the CCC to industry providers that have access to continuous flows of tourists. 
· Participants: tourism providers should already specialise in cultural tourism packages for domestic and international markets or be companies that deal with small group travel or cater to a distinctive clientele interested in niche and cultural activities. The CCC is too narrow to accommodate large groups and should cater to small parties to preserve the authenticity of the experience. 
· Project organisation: Over 2 months (not full-time)
· Project duration: 3 years. Annually: 2 FAM trips for a selection of suppliers located in Salvador; 1 FAM trip for international suppliers (different countries each year)
· Project outcomes: 1 FAM trip per year. Year 1: working agreements with at least 3 locally-based providers after event; Years 2 & 3: contracts with 1 international supplier based in targeted countries 
· Case study: Tour Operator G Adventures to start selling tours to Haiti; Ramblers Worldwide launches new range of destinations; The benefits of FAM trips for travel industry workers
· Direct beneficiaries: AMAC, participating residents and businesses, private sector suppliers
· Indirect beneficiaries: Tourists, Tourism Information Centres (TIC), Salvador as a destination city
· Budget: US$ 310,000 (based on 2 annual trips of 15 people, spending 7 nights at $300 p/day and $1000 travel costs over 3 years; plus $30,000 for the travel agency to organise the 6 trips)
Hire Communications Agency to organise press visit to discover Curuzu Cultural Corridor 

Company should have established links to national and international media. FAM trip should be themed on Afro-Brazilian heritage and should target local and domestic tourists, as well as international media. This feeds into the Salvador Marketing activity referring to increase exposure of Afro-Brazilian experiences, piggy-backing on the experience of Candeal and of similar community tourism initiatives in favelas and low-income neighbourhoods in Rio de Janeiro.

· Timing: On completion of all training actions targeted at the CCC listed above

· Project organisation: 2 months, twice a year (advisable same 2 months as above to co-ordinate and collaborate on FAM trip content and purpose)

· Project outcomes: A two-day familiarisation (FAM) trip organised to Liberdade-Curuzu, as well as a detailed press report to SECULT evidencing all media coverage (tv, radio, online, including social media). Other touristic neighbourhoods should also be visited as part of this initiative. 

· Case studies: Rough Guide puts Haiti in top 10 countries to visit in 2015; British Airways Highlife magazine includes Haiti in its 2015 Hot List of Destinations; Haiti makes front page of the Sunday Times Travel magazine 

· Direct beneficiaries: AMAC, participating residents and businesses

· Indirect beneficiaries: Tourists, Tourist Information Centres (TIC), Salvador as a destination city 
· Budget: US$ 200,000 (based on 2 trips per annum of 15 people over 2 years, spending 5 nights at $300 p/day and $1000 travel costs; plus $50,000 for the communications agency)
Develop Liberdade / Curuzu as a labelled ‘Creative Tourism Destination’

Contract Tourism Consultant to oversee the process of becoming a member of the Creative Tourism Network in collaboration with FGM, SETUR, CONTUR and SEMUR. The strong Black heritage of Liberdade Curuzu makes it a perfect destination to develop creative activities (see Casa de Maria Felipa & Ilê Aiyê). The Creative Tourism Network is a membership organisation that promotes destinations which welcome creative tourists. It works with local agents and consultancy firms to offer guidance for the creation and management of creative tourism activities. It has a lot of expertise in tailored communication and press services management. It also promotes the destination in fairs and across its networks (Porto Alegre is already a member, for example). SETUR has already acquired some expertise in creative tourism and would like to see this concept being rolled out throughout the State of Bahia. 

· Project duration: 1 year 

· Monitoring: for a period of 3 years (2 years’ worth of yearly membership - US$1,000 per annum, to be paid for as part of project) 

· Project outcomes: a series of activities to promote to tourists on the AMAC, Afro-Brazilian portal and Creative Tourism Network website, increased visitor arrivals to the CCC (to benchmark after 2 years in operation), membership to be paid for by responsible/implementing community organisation in 3rd year from activities’ income

· Case studies: Loulé, Creative Friendly Destination in the Algarve (Portugal); Sant Feliu de Guíxols, Costa Brava (Spain)

· Direct beneficiaries: Participating residents and businesses

· Indirect beneficiaries: AMAC, tourists, Tourist Information Centres (TIC), Salvador city as destination, other neighbourhoods wanting to become members (e.g. Santo Antonio)

· Budget: US$ $200,000 (based on 4 quarterly trips of 5 days each for one senior consultant, plus 5 days a month of tele-working-based advisory consultancy servies. Costs include monitoring over 3 years, convening meetings, the membership fee for the CTN, and travel and subsistence for consultants)


	Justification

The following justifications are based on qualitative and quantitative data collected from the field, and analysed to assess the opportunities and barriers faced by local stakeholders in the tourism sector in the three sites researched for Component 5.1. of the PRODETUR Investment Matrix. 
A.I & II : The Association of Residents and Friends of Curuzu (AMAC) has worked hard to design an attractive 4-hour excursion package full of activities along the Curuzu Cultural Corridor (CCC). However, it has not been able to link it to markets, or to attract a consistent flow of visitors to the area, and thus generate a sustainable source of income for the residents and participating businesses in Curuzu. The organisation is managed by a very charismatic and motivated woman, but does not operate professionally, have a website or a dedicated booking phone line, neither does it advertise or feature on other websites, and the CCC has no presence on international platforms that could retail this experience (e.g. www.responsibletravel.com). Even local cultural specialist travel agents/receptivos such as Caravel Tours or Afro Tours are not working with the CCC. All clientele is generated as a result of word-of-mouth and recommendations of previous past visitors, which is notable, but insufficient in terms of providing a solid source of income to those involved. Equally, the individuals and businesses involved in supplying the experiences struggle to maximise their income. This is in great part due to the language barrier with international tourists, whereby the CCC members depend on external guides who act as interpreters, and therefore are one step removed from what is a key element of the experience: the interaction between the tourist and the community member. 

The project is not focussed enough on making a profit and the cost of the excursion hardly covers the time and expenses involved in running it. There is also a lack of understanding regarding the packaging and pricing of stand-alone activities, which are marketed in a way that is not conducive to creating trust (e.g. the client has to pay for add-ons that should be included). The organiser also does not know how to brand the excursion to the right clientele and does not understand how to negotiate prices with retailers (TOs, TAs and receptivos) to secure a good income for both her association and the community. The fact that no one speaks English also limits income streams, especially as foreign visitors are the most likely consumers of the CCC. It also creates dependency upon outsiders who will not be able to interpret as well and might not be Afro-descendant either. 
A.III: There is currently only one excursion on offer; however, the CCC has a wealth of historical and cultural heritage that would benefit from being interpreted and transformed into activities and events, and made available to tourists rather than only to local residents. For example, the women of Casa de Maria Felipa are very active and creative and have designed very good projects which would potentially attract many visitors; however they currently lack the seed funding and expertise needed to scale up and implement their projects. Ilê Aiyê is a very well-known Carnival bloco and venue, as well as being an important community cultural centre, but it is not optimising the use of its facilities and services (i.e. music studio, social space, classrooms, venue etc.). The only people who currently profit directly from the CCC either live or have a business on the Curuzu Street, which creates limited positive economic impacts. 
B.I: Liberdade/Curuzu suffers from a very negative image in terms of safety, being described locally as one of the least safe areas in Salvador. This is in direct relation to the fact that it is known as the ‘Blackest’ area of the city, which is associated with high levels of crime. This means there are very low levels of interest from domestic and local tourists in experiencing the CCC, which has a fairly narrow offer and does not provide experiences catering to an audience who is not interested in Afro-Brazilian heritage activities.
B. II & III: Tourism suppliers located in tourism honeypots in the city (e.g. Barra, Pelourinho, Rio Vermelho) have not heard of, or do not know how to contact AMAC. They have never visited the CCC and therefore cannot sell it as an experience. Equally, the media is not aware of the CCC and does not distinguish the cultural corridor from other streets in Liberdade-Curuzu, which may have higher numbers of crime incidents; this is leading to negative press coverage which affects the CCC despite the fact that there have not been any instance of crime in the street, or affecting the guided tours.  


	Expected results

	Social impacts

	Positive
	Negative

	· Perception of increased security from tourists and local residents due to range of activities and events on offer and increased visits

· Enhanced reputation of the area as the result of positive media coverage and comments on websites such as TripAdvisor/social media

· Improved communication and greater respect between local communities and tourism authorities

· Increase in quality of life and social status of single women and their children (which represent a big proportion of the area’s population), as well as female entrepreneurs and organisers 
· Greater understanding by local and domestic tourists of the importance of Afro-descendant heritage in the history of Brazil, leading to reduction in reported racist incidents in the city and creating greater respect of Black culture amongst all Brazilians
· Greater understanding by local residents of the uniqueness of their neighbourhood, leading to greater awareness and pride in Afro-descendant heritage. More activities for the local community to engage in, resulting in better community cohesion and better quality of life for children and the elderly

	If implementation of activities are not managed responsibly, with sustainability in mind:

· Commodification of culture leading to residents feeling used for the purpose of tourism

· Increased opportunities for petty crime targeted at tourists
· Conflict about tourism development ideas between contracted consultants, residents, local businesses, associations and AMAC leading to breakdown in communication 
· Refusal from some community members to expand tourism services to other streets in their communities due to fear of loss of income for the CCC, leading to conflicts
· Resentment from neighbouring streets’ residents who feel they should be included in the project (if they are not selected as part of the expansion)
· Risk of nepotism or conflict of interest with power concentrated among a group of selected AMAC members controlling tourism supply and benefitting friends and family
· The CCC becomes a victim of its own success: 1) More tourists come independently and some individuals decide to act as ‘guides’, which affects the quality of the experience and leads to bad feedback and/or security issues around ‘outsiders’ entering the neighbourhood; 2) Private-sector providers (e.g. receptivos) decide to bring in large groups, offering distorted experiences, without the agreement of AMAC, creating conflicts between tourists and residents in a very small space.

	Economic impacts

	Positive
	Negative

	· Increased income for all those involved in the CCC (residents, businesses, associations, AMAC) and others in neighbouring streets with extension of project to Liberdade

· Strengthening of linkages within the tourism value chain with opportunities to develop products (e.g. processed food, fashion accessories and garments) as souvenirs to increase income, particularly for women 

· Expansion to other streets may result in CCC participants earning less money, but will bring broader benefits to whole area


	If implementation of activities are not managed responsibly, with sustainability in mind:

· Private sector tourism suppliers from other areas (e.g. travel agents, receptivos) bypass AMAC and make independent agreements with some residents and businesses and take over the CCC’s community organising and/or renegotiate lower fees, thus undercutting CCC

· Some businesses/residents may become over-reliant on tourism activities, affecting their income in low season, and rendering them vunlerable if unpredictable events (e.g. global crises) reduce visits to the area

· Risk of AMAC’s governance structure not being fit for purpose and this affecting the fair distribution of income to CCC participants 

	Technical inputs for the development of the Project

· Social impacts: preliminary study to identify, based on facts and data, the safest and most dangerous areas in Liberdade, identifying and grading risks to tourists

· Economic impacts: preliminary study to identify areas most populated by women (with dependants or alone and elderly) to prioritise their involvement in the project

· Market access: preliminary study to identify all the barriers to market access and solutions for dealing with those, to grow domestic tourism to the area

	Qualifications needed for the technical team in charge of implementing the project

This team will report to SECULT but will not be responsible for the operational implementation of the projects, only for overseeing the smooth running and coordination between the various consultants and stakeholders involved (civil society organisations representing local community, local community leaders, small/medium/large private tourism enterprises, SECULT, SEMUR, FGM, SEMOP, SETUR as well as CONTUR) and will be responsible for monitoring all the impacts and delivery of the actions. 

Head of Project: MSc in Tourism Destination Management or Responsible/Sustainable Tourism Management

Other team members: degree in Tourism, Events Management, Business, African Studies

Experience in selling and promoting tourism experiences to domestic and international markets

Experience in understanding training needs for small and micro tourism businesses in emerging and developed destinations

Understanding of Afro-Brazilian cultural heritage of destination (active participation in Afro-Brazilian activities a key advantage)

	Time-frame for project execution

A.I

· Drafting of ToRs: 2 months (SECULT)

· Research to compile training: 1 month

· Implementation: Stage 1: 4 months / Stage 2: 1 week / Stage 3: 3 months & 1 year programmes

· Reporting to SECULT: 1 month after completion of action

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

A.II

· Drafting of ToRs: 1 month (SECULT)

· Research to compile training: 1 month (at the same time as above project)

· Implementation: 1 month 

· Reporting to SECULT: 1 month after completion of action

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

A.III

· Drafting of ToRs: 2 months (SECULT)

· Research to compile training: 2 months 

· Implementation: Stage 1: 1 month / Stage 2: 1 year 

· Reporting to SECULT: Stage 1: 1 month after completion of action / Stage 2: once a month in year 1 / twice a year in Years 2 & 3

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

B.I

· Drafting of ToRs: 2 months (SECULT)

· Research to compile training: 2 months 

· Implementation: Stage 1: 2 months / Stages 2 & 3: 3 years 

· Reporting to SECULT: Stage 1: 1 month after completion of action / Stages 2 & 3: once a month in Year 1 / one month after each event in Years 2 & 3

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

B.II & III

· Drafting of ToRs: 1 month (SECULT)

· Implementation: 2 months

· Reporting to SECULT: 1 month after familiarisation (FAM) trip

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

B.IV

· Drafting of ToRs: 1 month (SECULT)

· Implementation: 1 year

· Reporting to SECULT: once a month in Year 1 / twice a year in Years 2 & 3 

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

	Cost estimates (US$)*
	Project:


	Action/ Labour:
	Total:

	Estimated cost of operating and maintaining the project or asset that is generated (specifying expected funding source)
	
	
	US$ 2,180,000

	Detailed cost by source of funding (US $) *

	BID: 
	Local: 

	Priority of the Project within PRODETUR

	Project will tie into the following PRODETUR Investment Matrix actions:  1.16 ; 1.17 ; 2.2 ; 3.1 ; 5.1 ; 6.6 ; 6.7 


Study on Market Failures – all localities 
	Component
	Main action 
	

	Tourism product strategy
	Afro-inclusive tourism development agenda (5.1)

	Item

Market failures study
	Category

Study (projeto)
	Tourist area

 All areas

	Location
	Selected tourism destinations may include Centro Antigo, i.e. Pelourinho, Santo Antonio, Liberdade, Curuzu; Barra; Rio Vermelho; Itapuã and beaches on North Atlantic coast from Itapuã-Ipitanga; other emerging destinations, e.g. Ilha de Maré

	Objective
	Reduce and remove barriers to market access for existing and potential Afro-Brazilian tourism services and products to improve and increase linkages between markets and producers

	Performance goals
	· To increase the incomes of Afro-descendant tourism service providers and cultural producers

· To bring to market a portfolio of services and products that match market expectations and demand type

	Project indicators (quantitative indicator/s, with a baseline value and target)
	Quantitative and qualitative indicators

Phase I

1. Increased turnover and profit for informal Afro-descendant sector providers, across both genders (increased sales of 25% pa over 5 years; profit to rise by 5% pa)

2. Increase of proportion of income from international travellers for relevant businesses (10% pa over 5 years)

3. For each training scheme, feedback from target population participating to assess the quality of training

4. For mentoring scheme, feedback from target population participating to assess how helpful the mentoring is, each year, over 3 years

5. Yearly increase in number of Black guides employed by local TOs, TAs and receptivos to run generic excursions (e.g. panoramic tour) and Afro-Brazilian experiences

6. Yearly increase in number of independent clients catered to by Black guides (domestic and international markets) 

Phase II (NB: This is a subsequent phase designed to improve the quality of the offer to match and further enhance demand for Afro-tourism products and experiences. These could be considered once programmes are in place to tackle the market failures identified below.)  

1. Increase in number of visitors (local, domestic and international), in and out of season to the selected destinations – up 10% in year 2 from baseline in year 1, then up 25% pa over the next 3 years

2. Increase in number of tourists purchasing creative and participative activities from identified providers – up 10% in year 2 from baseline in year 1, then up 25% pa over the next 3 years

3. Increase in share of income gained redistributed to local residents to fund social projects targeted at women and the Afro-descendant poor

4. 35% of all local staff hired to organise events and activities to be of ‘preto’ origin, with 50% female (to reflect Salvador population demographics) – 50% to have management position, especially if service is themed of Afro-Brazilian heritage

5. Increase in number of tourists buying Afro-Brazilian services and products interpreting Salvador’s slavery heritage - up 10% in year 2 from baseline in year 1, then up 25% pa over the next 3 years (expected increase to be set lower for domestic tourists)

6. A minimum of 5 skills improvement workshop scheduled each year targeted at Afro-descendant artists and craft makers over the next 5 years

7. For artists and artisans involved, increase in income gained from workshops sold to tourists – up 10% in year 2 from baseline in year 1, then up 25% pa over the next 3 years

	Activities description

This fiche is based on the results of the research carried out by Navas-Aleman & Co. for component 5.1 of the Investment Matrix. See Report “Afro-inclusive analysis of the Tourism Value Chain in Salvador, Bahia”; and “Action Plan to maximise the pro-Afro impact of PRODETUR Salvador”.

	Reduce and remove barriers to market access for existing and potential Afro-descendant tourism services and products to improve and increase linkages between markets and producers

The study carried out by Navas-Aleman & Co. identified 5 key problems which contribute to the significant market failures currently hindering the inclusion of Afro-descendants in the Tourism sector in Salvador, four of which have been prioritised and identified below. One of the Action Plan’s key recommendations is therefore to: 

Hire a team of consultants to design an implementation plan which operationalises the actions which address the 4 market failures prioritised below. This should include a comprehensive study of key bottlenecks for providers of Afro-tourism services and products in reaching markets, and identify key actions to address these bottlenecks. 

Market failure 1:  Actual and perceived barriers for Afro-descendants to gain MEI status 

The consultants should identify which are the actual and which are perceived barriers, as well as recommend potential incentives that would improve / ease access. The consultants should focus on Afro-descendant women and those who earn less than 2 salários mínimos and have the lowest level of educational attainment. The study should also include interviews with small and micro businesses in the informal sector; and will need to consider a wide range of possible impediments/benefits, such as:

· Transparent and simple rules to register and protect the business, e.g. having a permanent location

· Losing social benefits (temporarily or otherwise), e.g. Bolsa Família 

· Gaining social benefits, i.e. pension

· Training gaps, e.g. professionalisation course with 6-month business training focus, including business planning and management, a foreign language and numeracy training; and where needed, support with functional literacy and numeracy 

· Design and implementation of mechanisms which foment greater/improved linkages between different sectors and actors within the tourism industry e.g. guides

· Case studies: Multi-themed Training Scheme for 5,000 street food vendors in Africa and India with the Natural Resources Institute (UK); Informal Sector Skills Development Programme for micro businesses in Malawi with TEVET (Technical, Entrepreneurial and Vocational Education and Training Authority); Barriers to Informal Sector Participation in the Tourism Industry (The Gambia) 
· Budget: US$ 100,000 (including consultants’ travel and subsistence costs)

Market Failure 2: Quality of business training courses currently on offer (i.e. SEBRAE) targeted at entrepreneurs and small businesses – including courses targeted at Afro-descendants – do not meet the needs of the market, with Afro-descendants being disproportionately affected 
· The consultants should map and evaluate existing business training schemes targeted at Afro-descendant and tourism entrepreneurs/small businesses in Salvador’s tourism sector (e.g. SEBRAE and others), taking into consideration:
· The success rate of Afro-descendant and tourism entrepreneurs/small businesses which have already participated in existing schemes

· Make recommendations on how to improve / build upon existing training programmes targeted at Afro-descendant and tourism entrepreneurs/small businesses in order to deal with gaps/issues of market access, product design and marketing

· Assess the success of existing training schemes based on the number of training-recipients still in business after 3 years of partaking in training, and whether the Afro-descendant and tourism entrepreneurs/small businesses are operating at a profit. Quality and length of support and follow-up training (e.g. how many years, mentoring services offered) should also be considered as key criteria. 

· Efforts should be made to prioritise the ACTs where there are higher numbers of Afro-descendant run businesses/entrepreneurs, bearing in mind that for this to be rigorously assessed the tourism coefficient for Salvador will have to be calculated first (see Observatorio do Turismo fiche). In the absence of a coefficient, efforts should be made to consider the 3 ACTs which most contribute to employment (formal and informal) in the tourism sector, as identified by Navas-Aleman & Co using SIMT data.  

· Budget: US$350,000 (including consultants’ travel and subsistence costs)

Market failure 3: Current provision of foreign language training courses for tourism sector workforce is of poor quality 
· The consultants should carry out a needs assessment of the quality of foreign language training courses for the tourism sector workforce

· Recommendations should be made for training courses which are fit for purpose (if need be in consultation with the membership organisations for the tourism sector) and which cater to different levels of proficiency and the demands of different job roles

· The focus should be on English, Spanish and French, as the main languages spoken by the largest inbound markets (and by those most interested in consuming Afro-Brazilian products) 

· The study should consider existing training schemes (including government-funded training i.e. Pronatec and SEBRAE; universities like UNEB, and private sector training including courses administered by organisations such as FEBHA; to assess how user-friendly and accessible the courses are to the target population, taking into consideration whether the schedules are parent-friendly and compatible with working schedules.   

· Courses should be assessed to ensure participants have reached at least conversational proficiency (not only to list words related to their activities) 

· Courses need to be provided at all levels, regardless of educational achievement, and for any type of job roles (e.g. from cleaners to managers) 

· Budget: US$ 350,000 (including consultants’ travel and subsistence costs)

· Case study: Pronatec language course programme
Market Failure 4: Barriers and lack of linkages between Afro-descendant official guides and travel agents, tour operators and hotels, as well as with domestic and international independent demand
· The consultants will identify specific barriers and solutions to the lack of linkages between Afro-descendant official guides and travel agents, tour operators and hotels, as well as with domestic and international independent demand
· As guidance, the consultants will need to consider barriers including those relating to racial discrimination in order to determine which stereotypes need to be addressed through training and awareness-raising amongst employers. Other perceived or actual barriers may relate to language proficiency, customer service, business skills etc. One objective is to identify barriers to employment by private sector providers, for example: Afro-descendant guides are not hired to lead excursions which are not specifically ‘Afro-themed’ activities  

· Attention must also be paid to differentiate and address barriers perceived by local, domestic and international tourists, as some markets may be more reluctant/open than others which will demand different recommendations 

· This consultancy will involve extensive consultations and interviews with employers (including national/international travel agents and tour operators, DMCs etc.), membership organisations, and domestic and international tourists 

· Case studies: “How to sell Excursions to UK Tour Operators” and “Manual – Are you ready for business: How to sell Excursions to UK Tour Operators” (Favre, C., 2013)

· Budget: US$ 250,000 (including consultants’ travel and subsistence costs)

Below are a series of recommendations for a subsequent phase of work (Phase II) on improving the quality of the offer to match and further enhance demand for Afro-tourism products and experiences. These could be considered once programmes are in place to tackle the market failures identified above.  

Hire Tourism Consultant to support the development of Afro-tourism products which build on current offer

· Experiences could include: excursions/guided tours, events, creative tourism activities, based on Afro-Brazilian and/or natural/spatial/cultural heritage relevant to each particular neighbourhood to ensure a cohesive approach to destination management based on identification of USPs.
Identify a range of niche events targeted at new and existing markets that will contribute to increasing income stream and earning opportunities for Afro-descendants 

· Some of these activities would need to be scheduled out of season to spread income and attract visitors regularly, as well as be weather-proofed, and should also contribute to changing the image of each neighbourhood to increase their appeal as credible tourist destinations 

· Events could cover a wide range of interests (e.g. sport, culture, music etc.) for local, domestic and international demand, be original to Salvador –  and be inspired from existing events elsewhere but adapted to the local context. They should be inclusive of the communities where they will be hosted e.g. organised by and in the community 

· Case studies: Celebrating women in Capoeira, International Women’s Capoeira Festival (UK); Hawaii Sand Festival/Castle/Art Contest (USA); AgitÁgueda Umbrella Art Festival (Portugal); Floating Lantern Festival in Honolulu (USA) / Curacao North Sea jazz Festival; Annual Literary Festival (Trinidad and Tobago)
In consultation and collaboration with local providers offering tourism-related activities to local residents for free, identify a range of creative activities to sell and/or promote to tourists through the City of Salvador Tourist Information Centre, the city’s tourism website and local suppliers (travel agents, tour operators, hotels and receptivos)

· The aim of this is to capitalise on existing tourism-related activities and facilities which are currently free and accessible to local residents as part of socially inclusive initiatives. These should be made available to tourists, at a fee, with the income to be allocated to selected projects in Afro-descendant communities 

· Special attention should be paid to meeting current market trends, by selecting activities based on the principles of creative and participative tourism, which aim to promote exchanges between tourists and hosts in order to create memorable experiences and generate positive publicity

· This task should take the Liberdade-Curuzu project fiche into consideration, particularly the recommendation to make the Curuzu Cultural Corridor a member of the “Creative Tourism Network”, which may also lead to proposing that other neighbourhoods join the network where possible 

· Case studies: Salt Lake City Orixa Movement workshops (USA); Arizona Pandeiro & Candomble workshops (USA); Afro-Brazilian Dance classes and courses (Salvador, Brazil); Japanese cooking classes in Tokyo (Japan); Arts, Culture, Food and Craft workshops (Austria); Creative Tourism activities in Bangkok (Thailand)

Propose new experiences, services and/or products based on Salvador’s history of slavery, and its impacts on the city and its people 

· This action would contribute to increasing market links with domestic tourists, also aiming at reducing prejudices against Afro-descendants through non-discriminatory interpretation of the past

· The Consultant would focus on researching destinations that have successfully developed quality experiences based on the role they played in the slave trade, and on how it has impacted the fabric of their current heritage, independently or in conjunction with UNESCO (see the Slave Route Project)

· The activities proposed should be targeted at a wide range of tourists, including a focus on Brazilians, and consider a variety of options such as costumed guided tours, living museums, street theatre etc.

· The Consultant should also evaluate how and if Salvador would benefit from joining UNESCO’s Slave Route Project as part of the International Decade for People of African Descent (2015-2024)

· Case studies: Museum of Liverpool Black Hair throughout History project (UK); The African-American Heritage Interpretation project in Louisiana (USA); UNESCO Slave route project and 1994-2014 report; Roots Tourism (Ghana); Slave Trail in Richmond (USA); 3 hour guided tour of Slave Route in Zanzibar (Tanzania)

Carry out a feasibility study for creating dedicated spaces for Afro-descendant arts and craft makers (not vendors), which would double as spaces for artists to run workshops for tourists 

· The Consultant would need to consider how original arts and crafts, made locally with local materials (when available) can best be showcased and priced so tourists know where to buy quality and authentic souvenirs that will help the destination differentiate from others in Brazil 

· These multipurpose spaces would be located in honeypot areas and should be large enough to run paying workshops for domestic and international visitors, which would generate enough income to fund courses helping artists to upgrade their own skills – including business skills – whilst learning about new market trends

· Recommendations should include a training component on pricing and marketing for arts and crafts producers and vendors to upskill

· Case studies: Travel Foundation The Guaranteed Gambian Arts & Crafts project (The Gambia); The Centro Platero de Zacatecas (Zacatecas Silver Center) initiative for promoting crafts in Guadalupe (Mexico)


	Justification

The following justifications are based on quantitative and qualitative data collected by Navas-Aleman & Co., which analysed the barriers and opportunities for local Afro-descendant stakeholders to participate fully in the tourism industry in the selected study areas. The study identified several issues which need to be explored in more detail. These issues are listed below:

I. Large number of Afro-descendant owners of small tourism businesses operate in the informal sector 
· This is partly because formalisation does not offer enough benefits to informal traders – without the right incentives, the informal sector is significantly more attractive, both in terms of earnings and of lower overheads. In addition, some Afro-descendant entrepreneurs are poorly informed as to what is the right procedure to follow to formalise their activities (for example, cold food and drinks street vendors said they cannot register as formal businesses as this is open only to sellers of hot drinks).

· Small Afro-descendant tourism entrepreneurs struggle to access markets, and to design products and experiences which can reach and satisfy both domestic and international demand. For example, Afro-descendant arts and craft vendors sell similar products of poor quality, which results in low sales figures generated per vendor: there is no diversification through quality and creativity and the current offer is very limited. 

· Furthermore, talented and original craft makers (not vendors) are not being showcased or promoted and have to sell their art in the streets as they do not have access to good retail space. 

· Tour Operators, Travel Agents and receptivos complain that tourism Afro-heritage themed experiences are not organised and sold professionally: systems are not in place to take bookings and arrange visits. 
· Afro-descendants working in the tourism sector generally do not speak foreign languages, or do not speak those well enough to communicate effectively with tourists so they can not only reach independent tourists directly but also work for receptivos/hotels/tour operators and travel agents. 

· Some Afro-descendants have already benefitted from access to free language courses but these have been short (3 months), and most have forgotten what they have learned or are only able to remember words, not having been taught how to converse to build a rapport with clients, which is an essential step to closing a sale, for example.
· Lack of language skills mostly impact Afro-descendant guides, which is one of the reasons why tour operators, travel agents or hotels do not hire them to cater to international clients. However, there is deep-rooted discrimination against Black guides who are perceived (and often portrayed) as being unprofessional, ignorant and untrustworthy, despite possessing the same qualifications as their white counterparts. If employed, they are confined to running Afro-themed tours, which are not promoted widely to a large public, and they are rarely/never considered for other excursion types, which are led by white guides only e.g. panoramic tours
II. As with other workers in the tourism sector, Afro-descendants’ income is overly dependent on seasonality, with some earnings dropping by half in low season, and not even reaching 3 salários mínimos for informal providers 
· Formal and established tourism providers also complain about this problem, which is exacerbated by a fall in visitors to the city, as well as the worst hotel occupancy rates in 10 years. New events and activities would help spur domestic and international demand all year-long, strengthen Afro-Brazilian branding in the city whilst contributing to improving the image of some neighbourhoods (e.g. Liberdade). 

· Existing tourism and cultural activities related to Afro-Brazilian heritage and benefiting Afro-descendants as part of socially-inclusive initiatives are not being optimised to generate income from tourists, particularly international tourists who are interested in this offer. In Pelourinho, for example, SESC offers many activities including ceramic, tapestry, weaving, sewing, cooking, hand embroidery in line with regional culture; SENAC delivers various short cooking and cocktail-making courses, and the Museu Casa de Benin has free African gastronomy cooking lessons. 

· There is limited visible information on the rich, intricate and hugely important history of slavery in Salvador, and of the key role that Afro-Brazilian heritage has played in the history of the country: this is symptomatic of Afro-Brazilian culture being seen as mere ‘folklore’. The study for component 5.1 found this to be one of the key sources of frustration for Afro-descendants in the tourism sector, who interpreted this gap as disrespectful of their and the city’s heritage. 

	Expected results

	Social impacts

	Positive
	Negative

	· Greater awareness of market opportunities to further develop career and business ideas – entrepreneurs are empowered to plan effectively for their future and that of their families
· Better communication and greater respect between informal and small Afro-descendant tourism entrepreneurs (i.e. street vendors / guides) and tourism authorities or larger and established suppliers

· Enhanced quality of life for Afro-descendants entrepreneurs, workers and their families 
· Better understanding of other cultures and their needs through learning another language – can also impact on children with parents being able to help them with their schoolwork 
· Greater understanding by local and domestic tourists of the place of Black heritage in the history of Brazil reducing prejudices – especially amongst Brazilian tourists
· Greater visibility of Afro-descendants throughout the tourism chain (not only for Afro-Brazilian products and services) – more work opportunities
· Widening of impacts (in terms of targeted populations and project size) of socially-inclusive initiatives in the community through the generation of additional income via the sale of services to tourists 
· Increased perceived security and destination image from tourists and local residents because of range of activities and events on offer and increased visits
	If implementation of activities are not managed responsibly, with sustainability in mind:

· Increased resentment against established tourism suppliers if they continue to refuse to sell new or/and bettered products/services after training

· Commodification of culture leading to Afro-descendants feeling used for the purpose of tourism

· Conflicts with communities if they are unwilling to host new events because they have not been properly involved in their development and provision of services
· Heightened levels of resentment between those businesses that are trained and those that are not, leading to conflicts between traders

· Only those with sufficient literacy and numeracy skills or without children are able to attend training: those on lower-incomes and/or women are ostracised

· Business formalisation procedure is imposed rather than discussed and developed to benefit those that are unwilling to embrace it, and informal sector providers grow even more resentful and wary of tourism authorities

	Economic impacts

	Positive
	Negative

	· Increased income of small Afro-Brazilian tourism entrepreneurs and established larger businesses, which will benefit from a wider portfolio of services to sell to a wider range of tourists

· Increase in repeat visits to the city, impacting positively on currently poor hotel occupancy rate

· Reduction of disparity in income between low and high season, helping businesses becoming more viable and financially secure with steady access to cash flow
	If implementation of activities are not managed responsibly, with sustainability in mind:

· Some businesses become too reliant on tourism activities – livelihood can be greatly affected in case of poor visitation (e.g. due to unpredictable events)

· Small entrepreneurs take on loans and make investments to cater to tourists better but visits do not increase and they are left with debts they cannot repay

· Too many small entrepreneurs are trained and compete for too few tourists(supply surpasses demand) – profits decrease as better products/services are more expensive to produce/create

· Increase in livelihood disparities between trained and untrained businesses: informal businesses become even poorer

	Technical inputs for the development of the project
· Social impacts: preliminary study to identify, based on facts and data, the safest and most dangerous areas in Salvador, identifying and grading risks to tourists

· Economic impacts: preliminary study to identify areas most populated by women (with dependencies or alone and elderly) to prioritise their involvement in the project

	Qualifications needed for the technical team in charge of implementing the project

· The team of consultants will report to SECULT. They should also consult and liaise with relevant stakeholders such as civil society organisations representing local communities, local community leaders, small/medium/large private tourism enterprises, COMTUR, SEMUR, FGM, SEMOP and other municipal agencies as appropriate.

· The consultants should present their findings to SECULT and COMTUR, the Prefeitura’s Tourism Council which will include Afro-descendant representation from the private, public and third sector, as well as from communities. Please refer to the fiche on the Tourism Council (COMTUR) for more information on this.  
· Team Leader: MSc in Tourism Destination Management/Responsible/Sustainable Tourism Management (or equivalent experience), plus (minimum) 10-15 years’ experience in the Tourism sector 

· Other team members: Degree/or relevant experience in Tourism, Events Management, Business and Retail, African Studies – team should include minimum 1 senior consultant and 1 junior consultant (>10-15 years’ experience and <5 years’ experience respectively)  

The team should have a minimum of 15 years’ combined experience in:

· Selling and promoting tourism experiences to domestic and international markets 

· Designing training solutions for small and micro tourism businesses in emerging and developed destinations

· Understanding and experience of Afro-Brazilian cultural heritage of destination (active participation in Afro-Brazilian activities a key advantage)


	Time-frame for project execution

Phase 1: Carry out a study which identifies ways of dealing with market failures in order to foment greater inclusion of Afro-Brazilians in the tourism sector

· Drafting of ToRs: 3 months

· Implementation: Stage 1&2: 2 months / Stage 3: 2 months / Stage 4: 1 month / Stage 5: 2 months 

· Reporting to SECULT: weekly through activity / 1 month after completion of each activity

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years

Phase 2: Contract Tourism Consultant to identify opportunities for the development of new Afro-Brazilian experiences

· Drafting of ToRs 

· Implementation: Stage 1: 3 months / Stage 2: 2 months / Stage 3: 1 month / Stage 4: 1month

· Reporting to SECULT: weekly through activity / 1 month after completion of each activity

· Ongoing implementation and/or support by relevant actors: over 3 years

· Monitoring, Evaluation and reporting of impacts by relevant actors: over 5 years



	· Cost estimates (US$)*


	Project:


	Action/ Labour:
	Total:

	Estimated cost of operating and maintaining the project or asset that is generated (specifying expected funding source)
	
	
	US$ 1.100.000

	Detailed cost by source of funding (US$) *

	BID: 
	Local: 

	Priority of the Project within PRODETUR

	Project will tie into the following investments from the PRODETUR Investment Matrix:

1.15 Sinalização turística e ações relacionadas que facilitem a visita turística
1.16 Implantação de sistema de informação e orientação ao turista

1.17 Capacitação, requalificação de mão de obra e certificação de serviços turísticos do mercado formal.

2.1 Promoção Salvador com foco em turismo cultural e de sol e praia – elaboração da estratégia de marketing e implementação de ações prioritárias

2.2 Capacitação dos agentes do turismo nos principais mercados emissores para a venda do produto Salvador

3.1 Diagnóstico e plano de necessidades de fortalecimento institucional do município – enfoque: planejamento e gestão turística

5.1 Inclusão econômica, cultural e social da população afrodescendente através de atividades culturais e econômicas relacionadas ao turismo

6.4 Gerenciamento do Programa

6.5 Supervisão das obras

6.6 Avaliação do Programa (avaliação intermediária, final e de impacto)

6.7 Auditoria externa


Observatório do Turismo: Building capacity for gathering Afro-Inclusive Tourism data 
	Component
	Main action 
	

	Tourist product strategy
	PRODETUR Afro-Inclusive tourism development agenda (5.1)

	Item

3.3 Observatório de Turismo
	Category

Institutional Strengthening (Projeto)
	Tourist area

All areas

	Location
	Salvador

	Objectives
	Implement a system of tourism data collection to monitor and analyse tourism trends and Afro-descendant participation in tourism at the municipal level

	Performance goals
	· To better understand tourism trends according to visitor types and allow for better strategic planning, branding and positioning of the destination 

· To monitor participation of Afro-descendants in Salvador’s tourism value chain, in each Atividade Característica do Turismo (ACT), by gender, age, level of education, income, source and employment role (formal and informal sectors) 

· To disseminate and make data easily available in a timely and transparent fashion to policy-makers, academia, civil society and the general public 

	Project indicators (quantitative indicator/s, with a base-line value and target)
	Whilst some basic baseline values are available (race, gender, income for each ACT in the formal sector from the SIMT database) it is suggested that the following studies are carried out to obtain the data necessary to support effective policy-making in the tourism sector, recognising that this is the second most important sector in Salvador and affects the livelihoods of many Soteropolitanos.

On Tourism trends, in the Formal and Informal Sector:

· Detailed analysis of tourist spend within the different ACTs on a municipal level, per key tourist destination (e.g. Centro Antigo, popular beach areas), also looking at key attractions (museums, concert venues, places of natural beauty and/or architectural interest etc.)

· Detailed analysis of tourist length of stay disaggregated by visitor type (local, domestic, international)
· Detailed analysis of occupancy rate of all hotels, pousadas and hostels in Salvador, by neighborhood and geographical area

· Analysis of tourist expectations for cultural and beach tourism (e.g. Who? What? Where? When?)

· Analysis of impacts of seasonality on arrivals and income (high season, low season; bearing in mind these are different for domestic and international visitors)

· Analysis of tourist provenance, reasons for visiting (i.e. knowledge of and interest in Afro-Brazilian culture and history) 

· Development of key tourist market profiles relating to whom would spend most on Afro-Brazilian products or services (e.g. African-Americans, tourists interested in Black History).

On Afro-inclusivity:

· Number of Afro-Brazilian workers (employees, entrepreneurs etc.) across the different ACTs of the tourism value chain and industry in Salvador

· Detailed mapping of different employment roles filled by Afro-descendants (including entrepreneurs, employees etc.) by race (using Census self-definitions i.e. preto, pardo) in each ACT, matched to income and level of educational attainment

· Gender distribution within the tourism industry ACTs, split by race 

· Barriers to career progression for Afro-Brazilian population within the tourism sector, including qualitative data, to be collected in partnership with the Observatório do Racismo

· Number of Afro-descendant employers by race (preto, pardo) and by ACT, and number of staff they employ

	Activities description

This fiche is based on the results of the research carried out by Navas-Aleman & Co. for component 5.1 of the Investment Matrix. See Report “Afro-inclusive analysis of the Tourism Value Chain in Salvador, Bahia”; and “Action Plan to maximise the pro-Afro impact of PRODETUR Salvador”.

	Interviews show that there are political bottlenecks at the city and state level which prevent the Sistema S private sector funding being made available for the tourism sector,
 thus strengthening the Tourism Observatory’s remit to serve the tourism industry. The Sistema S funding for tourism should be used for the Tourism Observatory in order to ensure its long-term sustainability, which would otherwise be compromised. Should this not be available, and bearing in mind there are upcoming elections in 2016, it is recommended that funding for operational costs for years 1-3 come from PRODETUR until this impasse is resolved. 

This fiche assumes that in addition to the current SECULT staff member assigned to Monitoring and Evaluation (M&E) and the Tourism Observatory (TO), additional technical and management full-time capacity has been hired. References to consultancies (below) should therefore be considered in addition to this capacity, and not instead of.

Implement a system of detailed tourism data collection to monitor and analyse tourism trends and Afro-descendant participation at municipal level 

Hire a team of consultants and partner with IPEA-SIMT to train and support the Tourism Observatory to carry out comprehensive surveys at the city level covering a) employment and earning conditions in the tourism value chain, and b) on tourism trends (i.e. motivation, spending, etc.)
· For the formal sector: the employment and earnings data for the tourism sector can draw on the SIMT as this is sufficiently comprehensive. However, in order to develop the coefficient, a sample of businesses in Salvador will have to be interviewed.  
Develop a list of key indicators to monitor tourism trends, based on PRODETUR’s objectives, and following UNWTO forthcoming guidelines for Tourism Observatories, working with SECULT/COMTUR. 

· The key indicators will be focussed on the municipality, but would ideally coincide with criteria already used by regional and national tourism observatories so that the data can be compared in future

· The Tourism Observatory (TO) will train with SIMT to learn to calculate the tourism coefficient for Salvador, and adapt the methodology to fit the city, with appropriate samples that are representative of the city’s ACTs

· Case Studies: Measuring tourism’s impact in Cyprus: a cross-sector collaboration with The Travel Foundation & PWC; UNWTO tourism statistics collection methods; United Nations’ Tourism Satellite Account: Recommended Methodological Framework 2008
· Budget for Year 1: US$ 300,000 (Cost of training sessions and consultants’ travel and subsistence; this does not include the cost of carrying out the surveys) 

For the informal sector baseline:

Apart from the scoping carried out by the consultants and the ongoing work being carried out by SEMOP as part of the public re-ordering process (ordenamento público), there are limited representative baseline indicators available on the state of the informal tourism sector in Salvador, which includes large numbers of Afro-descendants. Given the limits of SEMOP’s cadastramento – which does not cover informal labour outside of public spaces – the Tourism Observatory should also work in partnership with SEMUR, SECULT, SEDES, and the tourism trade. It is worth noting that some informal workers who are less visible (i.e. non-registered cleaners in hotels or restaurants) are not going to be reached. These workers should be mapped in conjunction with the Delegacia Regional do Trabalho and civil society groups working on informal workers’ matters. 

In order to enable the collection of informal sector data, it is proposed that the Tourism Observatory partner with SEMOP, SEMUR, SEDES and other actors to gather data on:

· average income per type of informal tourism provider (i.e. excursion provider, artisan, MEI etc.) in every ACT; and also per gender, colour/race, in and out of season 

· number of Afro-Brazilian informal businesses per ACT, per gender, colour/race, and per selected geographical area to be developed, in and out of season (some providers only work in high season)

· average number of clients  (domestic and international) per type of tourism provider business, per ACT, in and out of season 

· average tourist spend per type of tourism provider business (domestic and international) per ACT, in and out of season

· The final survey and database should be made available on the Tourism Observatory website and actively disseminated to key stakeholders such as SEMUR, SECULT, FGM, SEDES, DRT, Casa Civil and other PMS agencies. The research design could build on the data collection and analysis on race – including from the SIMT database – carried out by Navas-Aleman & Co (2015).

· Budget for Year 1: US$ 300,000 for the project. Subsequent years may be simpler/less costly as a representative sample can be built from the results of Year 1

· NB: This action contributes to Action 1.7 for Centro Antigo (including Pelourinho, Liberdade, Curuzu, Avenida Sete) and must also make provision for the same action in Itapuã and other relevant neighbourhoods

Monitor data on Afro-inclusivity, based on PRODETUR’s Afro-inclusive objectives, together with SECULT/SEMUR/COMTUR 

· SEMUR and SECULT should appoint a staff member to liaise with the Tourism Observatory (TO) to ensure that TO data is disseminated and publicised in an accessible format and used to inform policy and programme decisions within the Secretarias
· Appoint a champion for Afro-inclusive objectives within Casa Civil, to work with the Prefeitura Secretarias and agencies
· The champion should be supported by paid internships for Afro-descendant Tourism BA Degree students at UNEB, who would work with the champion to disseminate this data. 
· The internship should be developed in conjunction with the Tourism BA convenor to design a call for applications from students for the annual internships.
· NB: Ensure that the interns’ payment is paid in a timely and effective manner so as not to hinder their work.
· Budget: US$50,000 (US$10,000 per annum; based on 1 salario minimo per 5 interns, per month over 12 months)
The Tourism Observatory should set up a reporting procedure with SECULT and COMTUR to:
Publish a quarterly data analysis report made available free of charge on the Tourism Observatory website

· The data should be collected monthly, and reporting done quarterly

· The data should be easily accessible, and information on how to access it communicated to all relevant stakeholders through mixed media (i.e. letters, emails, social media, on relevant websites, directly in meetings etc.)

Publish an end of year report that summarises the data collected throughout the year, showing trends by theme and location and demographic characteristics i.e. race, gender, income for a) Tourism Survey and b) Employment and Earnings in the Tourism formal and informal sector Survey.

· Launch the report at an annual workshop for key stakeholders from all sectors – i.e. trade membership, civil society, and community groups – to present the findings, co-hosted with COMTUR. This may also be an opportunity to discuss issues relevant to the tourism industry and stakeholders as well as future tourism development strategies.

· Host facilitated discussions on the implications of the findings for 1) tourism industry (trade) and 2) for organisations involved in promoting or participating in Afro-inclusive growth tourism, ensuring there is widened participation from the formal and informal sector in both sessions

· The minutes of the meetings must be published on the Tourism Observatory website to show full transparency

· The report should be made freely and publicly available to all (as per good practice in destinations) on the Tourism Observatory website, and communicated in a simple and accessible format using infographics.

· Case studies: Cape Town A Year in Review report for 2013-2014; Australian Tourism Industry Year 2013-2014 infographics; Australian Tourism industry performance scorecard Year 2013-2014 infographics; New Zealand Tourism Satellite Account 2014 findings; New York City Statistics 2000-2013
· Report budget: US$ 100,000 (US$ 20,000 per annum)
· Workshop budget: US$ 100,000 (US$ 20,000 per annum)

 

	Justification of activities

The data on tourism trends and Afro-inclusivity in the industry presented to Navas-Aleman and Co. was incomplete and had been irregularly collected throughout the year: the city of Salvador currently lacks a systematic procedure for tourism data-gathering. The PRODETUR funding for the Tourism Observatory is an opportunity for Salvador to develop an internationally recognised data collection strategy that meets UNWTO guidelines and sets an example for the monitoring of inclusive tourism growth. 

Tourism-related data collection is officially managed by the Ministry of Tourism (MTUR) at the federal level, however, this has become increasingly irregular over the last 4 years. MTUR appears to have lost capacity in data collection, analysis and dissemination. There is therefore an urgent need to initiate a new procedure at the local – if not state or federal level – to avoid missing the collection of important data that allow for year-on-year comparisons, and which inform evidence-based strategic policy-making. Sound analysis of key tourism data can provide an effective framework whereby SECULT can plan more effectively for the development and marketing of Salvador and its tourism industry.

Increasing and improving data collection capacity to include an Afro-inclusive focus may contribute to maximising the tourism sector’s potential to generate positive economic and social impacts for Afro-descendants through careful monitoring and analysis of trends, i.e. in access to better paid jobs.



	Expected results

Positive

Negative

Social

· Tourism development policy recommendations will focus more on Afro-inclusivity
· Improved access to data by civil society organisations, which can inform their activities for socially-inclusive tourism development
· Data collection might not be extensive enough to give a detailed insight into social impacts of tourism

· Social impact data might be taken from more easily available sources that are not representative of the target population (e.g. elites)
Economic

· More detailed quantification of income to Afro-Brazilians working in the local tourism industry (workers and entrepreneurs)

· Better-informed policy making to increase economic benefits of tourism for the target population.

· More detailed quantification of tourism spend and length of stay

· Better informed policy drafting for tourism product development and marketing

· Possibility of quantitatively reporting tourism trends and economic impacts, and publicly publishing them to inform interested tourism stakeholders
· If data collection is not inclusive, then actions that lead to economic benefits might only benefit a small percentage of the population
· If collected data is not made publicly available, the impacts of the actions will only be felt by those that have access to it (i.e. elite)
·  If thorough analysis is not carried out, or data is misinterpreted, resulting policy recommendations can have negative economic impacts on local population.
Environmental

· With collected data on tourism trends, it will be possible to draft marketing plans that target more environmentally conscious tourists

N/A



	Types of procedure, studies or social and environmental actions required to carry out the investment.

· Up-to-date baseline studies – both tourism trends on a municipal level and current levels of Afro-inclusivity –  to be carried out (see Indicators and actions listed above) 


	Technical inputs for the development of the project
Inputs from SECULT, SEMUR, COMTUR and consultation with relevant organisations, associations, other membership organisations, foundations, which represent private and public sectors in the tourism industry

	Qualifications needed for the technical team in charge of implementing the project

	1. Consultant for Afro-inclusive tourism and employment data collection process training and action implementation 
Team leader: MSc in Tourism Destination Management (or equivalent experience), plus minimum 10-15 years’ experience in the tourism sector, 5 of which have been spent on inclusive growth tourism data collection and analysis. 

Other team members: Degree/or relevant experience in Tourism, Events Management, Business and Retail, African Studies – team should include minimum 1 senior consultant and 1 junior consultant (>10-15 years’ experience and <5 years’ experience respectively)  

The team should have a minimum of 15 years’ combined experience, including:

· Proven track record of experience, knowledge and understanding of Afro-Brazilian and/or Afro-descendant cultural heritage of destination (active participation in Afro-Brazilian activities a key advantage)

· Collecting inclusive growth tourism data, specifically from BOP stakeholders

· Designing training plans to train local government, private and civil society organisations in efficient multi-stakeholder collaborative data collection methods.

2. Consultant for tourism data collection process training and action implementation
Team leader: MSc in Tourism Destination Management (or equivalent experience), plus minimum 10-15 years’ experience in the tourism sector, 5 of which have been spent on tourism data collection and analysis. Additional requirement: to be familiar with the up-to-date UNWTO guidelines for tourism data collection

Other team members (for action implementation): Degree/or relevant experience in Tourism, Events Management, Business and Retail – team should include minimum 1 senior consultant and 1 junior consultant (>10-15 years’ experience and <5 years’ experience respectively) 

The team should have a minimum of 15 years’ combined experience, including:

· Collecting tourism related data from domestic and international markets 

· Designing training plans to train local government, private and civil society organisations in efficient multi-stakeholder collaborative data collection methods.



	Cost estimates (US$)*
	US$ 850,000
	NB: This budget is based on the assumption that additional technical and managerial capacity has been hired to enable the work of the Tourism Observatory. Should this not be the case, additional funding should be made available to fund the hiring of a consultancy team for Years 1-3 of the PRODETUR.   



	Estimated cost of operating and maintaining the project or asset that is generated (specifying expected funding source)
	
	
	 

	Detailed cost by source of funding (US $) *

	Local: US$
	BID: US$ 

	Priority of the Project within PRODETUR
	High

	Project will tie into the following investments from the PRODETUR Investment Matrix: 5.1; 6.3; 6.5; 6.6


Project for Afro-Inclusive Tourism in Itapuã 

	Component
	Main action 
	

	Tourist product strategy
	PRODETUR Afro-Inclusive tourism development agenda

	Item


	Category

Project / Infrastructure
	Tourist area

Coastal / Beach

	Location
	Itapuã (Coastal stretch to Ipitanga – pilot in Itapuã)

	Objectives



	A. Strengthen the food supply chain between local producers and formal tourism private sector providers

B. Involve local residents in existing tourism plans to re-establish trust with public sector entities responsible for the development of the area

General: Increase appeal as a tourism destination to first local and other domestic visitors, and then international tourists

	Performance indicators
	A. Increased income for local food ingredient producers/suppliers (e.g. fishermen, local market stall holders)

B. Increase in trust between local community and public sector (i.e. government); cultural identity representative development of Itapuã’s tourism offerings; decreased insecurity

General: Increased visitor numbers, length of stay and spend in Itapuã and surrounding area; increased positive reputation of the area on local, domestic and international levels; decreased perception of insecurity

	Project indicators (quantitative indicator/s, with a base-line value and target)
	No baseline value available – suggested study to be done for relevant activities, focusing on: 

· average income of local food ingredient producers/suppliers, 

· number of Afro-Brazilian owners and managers of barracas, and beach and street vendors 

· average number of tourists (domestic and international) to area’s main attractions, 

· average tourist spend at local tourism related businesses, and 

· average occupancy rate of hotels, pousadas and hostels in study area

Budget for baseline study: US$ 250,000

Suggested quantitative indicators:

A. Increase average income for local food ingredient producers/suppliers by 25% over a period of 5 years (5% per year).

B. Increase the proportion of Afro-descendent – in particular women – owners and managers working in barracas by 25% over a period of 5 years 

C. Increase number of visitors to Itapuã’s main attractions (beaches and lagoon areas) by 25% over a period of 5 years (5% per year)

Increase average tourist spend on local tourism related businesses (entrepreneurs and small businesses) by 25% over a period of 5 years (5% per year)

Increase average occupancy rate for hotels, pousadas and hostels in Itapuã by 15% over a period of 5 years

Increase average length of stay by 2 days compared to findings in baseline study.

	Activities description

	A. Strengthen the food supply chain between local producers and formal/informal tourism private sector providers

A.I Carry out a feasibility study to determine whether an artisanal fishing industry will yield the quality and quantity of product requires to meet local commercial (formal and informal tourism sector providers) and domestic consumption needs. The study should include an assessment of the following: 

· Water pollution levels (taking in account the proximity of the Industrial Cluster) 

· Levels of biodiversity and potential for more intensive fishing 

· Linked to this, environmental sustainability of more intensive fishing 

· Diversity of fish and potential for encouraging greater take-up of locally-sourced existing supply  

· Current numbers of fishermen; number of fishermen potentially interested in diversifying livelihoods through sustainable fishing 

· Direct beneficiaries: Fishermen (most of whom are Afro-descendant); local businesses using produce provided by fishermen

· Indirect beneficiaries: Fishermen’s families, Afro-descendant local residents

· Total A I budget: US$ 200,000
Should the feasibility study show that an artisanal fishing industry is viable, a second phase of work is recommended:   
· Hire consultant specialised in sustainable fisheries in the context of tourism development to design and support the implementation of a sustainable fisheries action plan

· This should include a training component for key stakeholders along the supply chain: the fishermen, restaurants, markets, Capitania dos Portos etc. 

· Implement monitoring and evaluation actions to assess the impact of the sustainable fishing programme over a period of 5 years

· Budget: US$ 250,000
· Case studies: Ba Nafaa: Gambia-Senegal Sustainable Fisheries Project with the U.S. Agency for International Development, The World Wide Fund for Nature, West Africa Marine Program Office, the Gambia Department of Fisheries and other fisheries stakeholders in The Gambia and Senegal; The Sustainable Fishing/Tourism Project in Costa Rica with PRETOMA (Programa Restauracion de Tortugas Marinas); Promotion of Sustainable Fishery and Eco-Tourism at Lake Tonle Sap in Cambodia with Global Nature Fund 

A.II Create sustainable food supply linkages with tourism service providers i.e. hotels, bars, restaurants & barracas which contribute to Afro-inclusive tourism objectives

· Hire consultancy firm to draft an implementation plan with special emphasis on developing sustainable and Afro-inclusive food supply linkages

· Consultants should consult with relevant stakeholders in the area of study (e.g. hotels, bars, restaurants, barracas, fishermen, fruit and vegetable suppliers)

· Implement a monitoring and evaluation programme to assess the increase/decrease of Afro-inclusive local linkages within the area’s food chain over a period of 5 years

· Direct beneficiaries: Fishermen (most of whom are Afro-descendant), market stall holders (most of whom are Afro-descendant), local restaurants and bars
· Indirect beneficiaries: Fishermens’ & market stall holders’ families, local area residents, tourists
· Case studies: Taste of Fethiye in Turkey with the Travel Foundation and the British Tour Operators Co-operative Travel, Thomson, First Choice and Thomas Cook tour operators; Gambia is Good social enterprise in the Gambia with the Travel Foundation, Haygroves & Concern Universal; Providing Opportunities for Local Small Businesses (South Africa) with Arniston Hotel and Kassiesbaai Craft Market and Restaurant
· Budget: US$ 250,000
A.III Train new barraca managers to better meet tourists’ needs (e.g. health and safety, communication skills)

· Hire individual consultant to train new barraca managers following best practice capacity development action plan  with a focus on Afro-inclusive hiring, training and retention policies. 

· Afro-descendant barraca managers should be prioritised for all training (i.e. health & safety, etc.) 

· Work with tour operators, travel agents, tourists and new barraca managers to conduct a survey of current tourist satisfaction with the locality and quality of service, what they would want to improve/see in the destination, with a particular focus on Afro-cultural elements such as gastronomy, music, dance and arts & crafts 

· Implement a monitoring and evaluation plan to be shared with the Tourism Observatory for inclusion of questions regarding increase/decrease of tourist satisfaction, flow of tourists and tourist spend to the area over a period of 5 years as part of the TO annual tourism surveys 

· Direct beneficiaries: Local residents, barraca owners and managers, barraca staff (most of whom are Afro-descendant
· Indirect beneficiaries: Barraca staff families (most of whom are Afro-descendant), tourists, beach activity providers (many of whom are Afro-descendant)
· Case studies: Beach operators livelihoods programme in Mombasa (Kenya) with the Travel Foundation and the UNWTO ST-EP programme;  Linking Communities with Tourism Programme in Sri Lanka with the Sri Lanka Responsible Tourism Partnership
· Budget: US$ 350,000 (to cover consultants, training, and survey and M&E)
B. Involve local residents in existing tourism plans to re-establish trust with public sector entities responsible for the development of the area:

B.I Hire a consultancy to work with the Prefeitura and in consultation with SEMUR and Casa Civil, to design and establish a quota system and accompanying regulatory handbook (regulamento) to ensure a percentage of barraca managerial posts are guaranteed for Afro-descendants and for women (in particular, Afro-descendant women)

· The quotas and adverts should specify that women – and Afro-descendant women in particular – are encouraged to apply in an attempt to redress the gender and racial-ethnic imbalance in barraca management/ownership 

· The quota should also apply to new ownership of barracas 

· Building on the Prefeitura’s quota system of 30% of posts being reserved for Afro-descendants, and in light of the majority of Afro-descendants living in Itapuã, it is recommended that the quota be set at 50%

· The quota should be a legal condition for the award and retention of the license for the barraca. Making the most of the fact that the barracas have not yet been built or staff hired for them, the legal conditions of the license (regulamento) should be modified to reflect this; and inspections carried out by the suitable body (SEMOP/DRT/SEDES as appropriate) The consultants should (re-)write the regulamento for the quota system for the barracas
· Monitoring and evaluation should be carried out annually by a joint partnership between the Observatório do Turismo and the Observatório da Discriminação Racial e LGBT, Violência contra Mulher; with support from a consultancy specialised in racial quotas, labour and M&E design and implementation. The results should be published on the two Observatories’ websites as a way of incentivising greater compliance through the dissemination of cases showing the positive impact of this policy, becoming role models for other areas and sectors in Salvador (positive reinforcement)
· Working with SEMUR and Casa Civil, the consultancy should devise a category within the Selo da Diversidade Étnico-Racial for tourism companies and organisations, and design additional positive reinforcement mechanisms for successful awardees such as prizes and other forms of recognition 
· Direct Beneficiaries: Barraca workers, managers and owners; particularly those of Afro-descent and women
· Indirect beneficiaries: Families and barraca workers and managers and owners; local community entrepreneurs and small businesses, particularly those of Afro-descent and women
· Budget: US$ 350,000
B.II Set up community-led Tourism Association of Itapuã to:

· Hire a consultancy to work with key stakeholders in Itapuã (existing community associations, cultural producers, formal and informal private sector – small businesses, entrepreneurs, roving sellers; hotel, restaurant and bar owners etc.) to define and develop a destination management strategy focusing on Itapuã’s unique selling point (USP) of Afro-culture and sea and sun

· Pre-identified entry points for community development actions are Malê de Balê Cultural Centre (http://maledebale.info/) and Itapuã City (http://itapuacity.com.br/quem-somos/)

· Develop tourism activities and events linking cultural producers and markets (see below for suggested activities based on Navas-Aleman & Co’s scoping activities in Itapuã)

· Agree actions to increase security for tourists e.g. working with SEMOP and police force; creating a community guides’ network

· A community guide network may also contribute to increasing employment opportunities (even if informal) for young people in the community who are increasingly vulnerable given the lack of jobs exacerbated by the removal of the barracas and the growing presence of drug trafficking and associated activities  

· Facilitate consultation between the community and SECULT, so that they can provide inputs to the design and management of beach infrastructure that reflects the identity of the destination and the needs of the community

· Consultant to draft the executive project plan, based on the consultation with local community leaders, civil society organisations (with a proportionate representation of the Afro-Brazilian population) and private sector. The plan should outline roles and responsibilities, capacity building needs and actions; and collaboration with public and private sector organisations for the implementation of the local action plan 

· Consultant to work with relevant community members and organisations (as per plan) for the development and implementation of an ‘Itapuã Tourism Association’ to manage the destination management strategy, with long-term sustainability in mind

· Funds should be made available for consultation and other meetings, communications, consultation processes, setting up the association, and basic running costs for the first 3 years after the association has been set up

· Consultants should be experts in tourism destination management or cluster development with at least 10-15 years’ progressive experience in setting up successful destinations and/or clusters

· Direct beneficiaries: local community, local tourism entrepreneurs and small business owners, hotels, restaurants and bars in the area, tourists
· Indirect beneficiaries: families of local community tourism workers, staff working in hotels, restaurants and bars and their families
· Case studies: Cultural tourism programme in the village of Mto wa mbu (Tanzania) with SNV (Dutch Development Agency); The Role of Local Communities in Tourism Development: Grassroots Perspectives from Tanzania; Better beaches partnership programme (Cape Verde) with the Travel Foundation; Destination Partnership Programme in Cyprus with the Travel Foundation and the Cyprus Tourism Organisation (CTO)
·  Budget: US$ 500,000
C. Suggested tourism activities and events linking cultural producers and markets 

This section includes a range of suggested tourism activities based on the research and scoping activities carried out by Navas-Aleman & Co. in Itapuã in May-June 2015. They are designed to increase the appeal of Itapuã as a tourism destination to local, domestic and international tourists. 

· Develop soft-adventure and wellness tourism activities (beach and lagoon) with access to business mentoring over 3 years

· Schedule events showcasing the cultural identity of Itapuã (e.g. sand sculpting, poetry, singing, windsurfing festivals)

· Itapuã Tourism Association in collaboration with FGM to consult with representatives of the Itapuã community and tourism stakeholders to determine what constitutes the cultural identity of the area, and how it can be related to activities that can appeal to tourists

· Itapuã Tourism Association and FGM to choose 3 events that they can realistically develop to run every year, throughout the year

· Itapuã Tourism Association’ and FGM, in association with key community leaders and tourism activity representatives to design, implement and manage events, including operations, logistics and marketing (nationally and internationally) with the aim of being recognised as international events after 5 years

· Itapuã Tourism Association and FGM, in association with key community leaders to consult with tourism activity representatives (excursion/activity providers, bars, restaurants, hotels, arts & crafts sellers/makers), at the end of every year, to assess opportunities for improvement and challenges to progress, which will be reported to SECULT

· Design and develop play areas and adequate leisure infrastructure for families (local, domestic and international tourists) on the beach to complement matrix activity 1.11 (Case study: Tourism infrastructure beach strategy at Wasaga beach, Ontario, Canada) 
· Support and increase current promotion of existing events (i.e. Itapuã City website)
· FGM to advise the Tourism Association over a 3 year period for the ongoing management of the marketing plan to ensure sustainability and consistency of plan delivery

· Case studies: Excursions development in Cape Verde with the Travel Foundation and Small Matters/ Excursions development in Cyprus with the Travel Foundation and the Cyprus Sustainable Tourism Initiative (CSTI)/ Excursions development in Gambia with Roots and the Travel Foundation


	Justification of activities

The following justifications are based on qualitative data collected from the field, and analysed to assess problems and barriers that exist in the study area for local stakeholders to participate fully in the tourism industry.

A.I Fishermen do not know how to increase yield and quality of fish sustainably, which results in poor quality, diversity and quantity of fish, consequently restricting sales to a limited number of small restaurants.
A.II Most hotels and restaurants in the study area need to import their ingredients from other communities in / around Salvador, or even other cities in Brazil (e.g. Rio de Janeiro, São Paulo) creating significant leakages in the local economy.
A.III Current barraca owners only cater to limited tourist markets (local), and do not have knowledge on how to cater for international, or even domestic tourists. Food Hygiene, customer service and Health & Safety are the main skills that are lacking. As a consequence the reputation of the tourism offerings in the area has suffered, limiting the economic activity.

B.I and II. Community feels voiceless in tourism development plans resulting in a lack of trust in local authorities and community feeling local culture is not respected. Consequently, the youth feels disenfranchised, which creates an environment for increased insecurity.

C. There is a lack of business development skills to meet tourist expectations for soft adventure beach and lagoon activities in the study area. This has resulted in a very limited range of organised activities, as well as the existing cultural activities are not targeted at tourists. This limits new and repeat visits to the area and participation in activities, consequently limiting economic activity.

The current reputation of the area is negative, mainly as a result of perceived insecurity and the state of tourism infrastructure. This has had a subsequent negative impact on the number of visitors, the average length of stay and occupancy rates, and average tourist spend in the area, which in turn has created an environment where crime and therefore insecurity have increased.

A lack of beach infrastructure catering to tourist and business owner needs have resulted in vendors operating informally, limiting economic activity, and making it difficult for them to optimise income generation. Moreover, there are no spaces for children or youth to play, or areas designated for families, limiting visitors’ length of stay, and therefore the tourist contribution to the local economy. This has consequences on job availability resulting in the development of opportunist behaviours in the local community, and therefore increased insecurity. 

	Expected results

Positive

Negative

Social

· Increased perceived security from tourists and local residents

· Better relationships between local communities and local authorities

· Better communication between local community representatives and tourism development implementing agencies.

· Local community members (especially Afro-Brazilian population) access employment opportunities in the tourism industry that are socially better off.
· Increased positive reputation of area resulting in increased pride from local community members.
· Increased social status of fishermen in the community
If implementation of activities are not managed responsibly, with sustainability in mind:

· Increased opportunities for petty crime targeted at tourists.
· Conflict in tourism development ideas between different stakeholders
· Breakdown in communication and disregard for stakeholder involvement
· Afro-Brazilian population is not included in activities, fostering conflict situations
· Creation of an elite class in the local community, which retains employment opportunities for themselves and their friends and family
Economic

· Increased income to Afro-Brazilians working in the local tourism industry (workers and entrepreneurs)

· Possibility of quantitatively reporting impacts of tourism development, and reporting them succinctly to SECULT
· Local community members (especially Afro-Brazilian population) access employment opportunities in the tourism industry that generate more income for them and their families.

· Strengthening of linkages within the value chain resulting in a stronger local economy

· Creation of an elite economic class in the local community, which may create situations of inequality in the long term.
· Creation of economic dependency on tourism, whereby other livelihood activities are replaced. 
Environmental

· Implementation of sustainable infrastructure can result in more efficient waste management, and therefore less pollution of the seafront

· Increased tourist numbers can result in pressures on the environment (increased water usage, waste, erosion of vulnerable ecological systems, pressure on local fragile biodiversity)

· Unsustainable infrastructure design can have long term negative consequences on the local environment, especially on marine environment.



	Expected environmental and social impacts (positive and negative) (also including the type of procedure, studies or social and environmental actions required to carry out the investment)
· Socio-Economic study to be carried out to determine a baseline for future research on suggested investment impacts

· Preliminary Environmental Impact Assessment to be carried out to determine indicators that can facilitate the ongoing assessment of suggested investment impacts on the Environment.



	Technical inputs for the development of the project
Inputs from Civil Society Organisations representing the local community, local community leaders, small/medium/large private tourism enterprises, SECULT, SEMUR, FGM, SEMOP, COMTUR, DRT, SEDES.

	Cost estimates (US$)*


	Project: 


	Infrastructure (C.III): 
	Total: 

	Total
	 US$ 1,900,000
	 
	US$ 1,900,000 

	Detailed cost by source of funding (US $) *

	BID: 
	Local: 

	Project will tie into the following investments from the Investment Matrix for PRODETUR:

1.11, 1.12, 1.13, 1.17

2.1

4.1

5.1, 5.2, 5.3, 5.4

6.5


3.2 Other Afro-Inclusive inputs to Project Fiches: Marketing, Education and Training, Security, Procurement, Tourism Council (COmTUR) 

Education & Training: meeting skill and knowledge gaps in the tourism industry 
Action: Capacity-building, education and training 

Afro-inclusive input to Action  1.7, 1.9, 1.13, 1.17, 5.1 of the Investment Matrix 
NB: This is a complement to SECULT’s fiches on items which include actions on education and training
Overall objective 
· To develop an efficient, effective and fit for purpose vocational and professional education system for the tourism industry in Salvador which aims to reduce social exclusion by incorporating low-income afro-descendants into career paths with clear progression and promotion opportunities 
· To increase the quality and capacity of workers’ – especially low-income Afro-descendants and women in particular – professional skills and functional education, thus contributing to improved performance at work, and building a tourism sector which is better able to meet the needs of the market
· To ensure that the vocational training and professional education is designed to suit the needs of students who are balancing work (often multiple jobs) and family caring duties; so as not to exclude Afro-descendants – and women in particular – from accessing it

· To prepare Afro-descendants – especially low-income people and women – in the tourism industry for employment, self- employment and self-reliance (Kennedy, 2012)
Justification 
Whilst tourism vocational education in Salvador is a preparation for some types of employment, this is only for the poorly paid jobs occupied by the majority of the target population of this study, and offers limited opportunities for self-employment and economic self-reliance. Tourism vocational education is reliant on providers located outside of the state education system, with very little control over the quality and appropriateness of qualifications provided, which are too short and disjointed to prepare professionals able to deliver the level of service expected by domestic and international travellers, and manage businesses that can respond competitively to market trends and unforeseen events. For vocational education to be accessible to all, it should delivered in three ways: in the workplace, in colleges and universities, and in training centres for small entrepreneurs. 

In the workplace 

Workplace education is required to further professionalise and promote employees to higher positions, and to increase staff and company productivity and income (Burlingham, 2005). A study carried out in 3,100 workplaces in the US shows that on average, a 10 percent increase in staff education level led to an 8.6 percent gain in total productivity (Smith, 2015). In-job, rather than off-job training also has a greater impact on an individual’s wage (Ananiadou et al., 2004). This type of guided learning can be most efficient when it involves mentors at all levels (including management), who are given time to coach and assess staff as part of their daily activities, and in a non-threatening and informal atmosphere (Billet, 1997; Hager, 1997) – see the case study A below.

This type of qualification exists up to Master’s equivalent; it enables poorly educated workforces to improve and have a real chance to grow, whilst still earning a full-time income. It can be delivered over three years, which gives plenty of time for employees with families to gather evidence at their own pace, making it perfect for women, who make up for the majority of employees in the travel agency and tour operator sector in Salvador.

Another scheme (see case study B below), here implemented at regional level, could easily be applied at city level too. Its flexibility, with possible delivery outside of normal working hours, makes it attractive to employers who are fully involved in designing content and setting standards.

In the workplace and in colleges

Education which takes place both in the workplace and in colleges is most commonly achieved through apprenticeships. Students, usually aged 16 to 18, receive mainstream as well as theoretical education related to their sector and job in school, which they apply in the workplace under supervision. Teachers are responsible for the assessment of competences in school (through written exams) and in the workplace (through observation). The provision of general education as part of the vocational training is particularly important as “better numeracy and literacy skills have a strong positive effect on individuals’ earnings and employment stability, even when other relevant factors, such as qualifications levels, are taken into account” (Ananiadou et al., 2004). The initial course takes between two to three years and students are contracted by the company as a formal employee but on a reduced wage (participating businesses are of all sizes). In some countries there is the possibility to progress to a Higher Apprenticeship, equivalent to a two-year university degree (National Careers Service, 2015).

In colleges and universities
For colleges and universities to contribute to raising equality of opportunity, vocational education should offer incremental learning opportunities to allow everyone to integrate into, and progress to, any given level, regardless of gender, racial, religious, economic or social background. There are two approaches to vocational education delivered in colleges: one is based on “the transmission of knowledge, the upbringing of future workers, as well as [that of] fully-fledged citizens” (Corbett & Moon, 1996:6) – in this case, academic subjects represent 50 per cent of the curriculum (e.g. the French model); the other is more market-driven and focusses on training workers to deal with the tasks allocated to them (Evans, 1993; e.g. the English model). Regardless of the philosophy, all approaches offer the possibility to progress from a basic (geared towards learners who did not complete mainstream schooling by the age of 16 or 18) to the highest level (PhD) (see Table 3.1 below – National Careers Service, 2015).
Entry into this mixed vocational and academic stream is very flexible (it does not require mainstream education as long as technical qualifications develop literacy and numeracy skills to the level targeted). Considering the poor representation of the target population in management positions throughout the travel industry in Salvador, the promotion of access and progression to Higher Education is crucial; it is especially beneficial to companies employing women, who are much less likely than men to search for new jobs if they are given the chance to take a management course (Sieben, 2007). 

In training centres for small entrepreneurs

In addition to setting up a new education structure, which will principally attract people at the start of their career or in formal employment, it is important to tackle the lack of business and language skills afflicting informal sector workers. In this respect, training centres for small entrepreneurs could offer long courses (one year) that develop skills at a higher level, and also prepare them to pursue more formal studies on a part-time basis. Such courses could become a part of the business formalisation process and offer advantages such as preferential access to loans to grow the business or upgrade equipment. 

Facilitating access for women

Vocational education in most countries is free for students up to the age of 18 (the majority of qualifications being available from the age of 16). A scheme is already in place for poorer Afro-descendants to facilitate access to HE; this could be expanded to include access to FE at all ages. However, it needs to include extra benefits for women, the most important being childcare provision, since it is key to them continuing education if they have a family. Such a scheme could be integrated into the work that the Special Committee in Defense of Children’s Education, currently being petitioned to the Legislative Chamber, is planning to undertake (see case study B below). However, provision needs to be affordable to poorer families or women.

Action Description 

Working in partnership with relevant institutions such as CEM, SEBRAE, UNEB, SECULT, SEMUR, SEMOP, SEDES and others:

· Hire a team of consultants to map and evaluate existing training offer and current take-up by Afro-descendant tourism workers – and women in particular – in Salvador
· Make recommendations on how to improve / build upon existing training programmes with targeted provision for Afro-descendant tourism workers and women in particular
· Set up a vocational education programme with different entry level points as outlined in Table 3.2, supported by quotas and attendance grants which enable the participation of low-income Afro-descendants and women in particular 

· To minimise drop-out rate for students progressing from FE to HE, develop an access/foundation course (6-9 months), which will aim to bring students to the right academic level and tackle gaps in functional literacy and numeracy. To support diversity in enrolment, grants contributing towards living costs should be made available to low-income Afro-descendants, particularly women and parents. Class times should provide for flexible learning taking into consideration students’ existing family, care and work commitments 
· To facilitate access to management and better paid jobs, create a mentoring programme at university in partnership with successful Afro-Brazilian and other tourism entrepreneurs (non-Afro), fostering closer ties between the university and its students with the industry and potential future employers
· Design a training course for employers to support greater diversity and improved hiring and retention practices, with a particular focus and link with internship and other vocational training programmes in order to strengthen links between trained individuals and the industry; as well as contributing to structural change in changing the perceptions of Afro-descendant and female employees and workers  
· Design a new free Business Tourism Course (different to that currently provided by SEBRAE), specifically targeted at informal sector workers, initially in the three study locations. The entry criteria should be: owns own business, has minimum secondary school education (not necessarily completed), over 16 years old. The course should focus on developing numeracy, language and customer service, business planning and accounting skills, as well as learning about product development and how the industry works.
Budget 
US$  450,000
Constraints
· Requires effective collaboration within the education system to implement courses at all levels, with the full participation of the private sector for input on content
· Current facilities may not be able to accommodate a high number of applicants for suggested courses

· Adequate supply of competent and motivated teachers with experience of work in the private sector to deliver vocational courses

Implementing agencies
SECULT, SEMUR, FIEMA, UNEB, UFBA, schools in the three areas of study, private sector membership associations, city officials from Education Department

Case-studies 

· National Vocational Qualification Level 3 (NVQ) – UK
· Workplace Training Program for Retail and Tourism (Canada, British Columbia)

· Apprenticeship in 3 European countries

· Vocational education in the UK

Case study A – National Vocational Qualification Level 3 (NVQ) – UK
	This NVQ in Tourism is equivalent to an A-level and is assessed by mentors in the work place as well as an external assessor to control quality. Trainees have to produce a portfolio of written evidence and be observed in several real situations to do with their job. This qualification covers 5 sectors: Leisure & Business, Tourist Information Services, Tour Operations: Head Office, Tour Operations: Resort services, Guiding. All trainees have to complete three mandatory units; they then can pick 4 units of a list (from 8 to 14 subjects) for the sector they want to qualify in. To achieve the unit “Sell Tailor Made Travel Services”, employees must:

1. Identify and research customers’ travel needs

2. Formulate and present travel itineraries and costing

3. Discuss and agree the transactions

To identify and research customers’ travel needs (outcome 1) learners must show they can:

· greet customers in a prompt, friendly and confident way

· find out customers’ needs using effective questioning techniques and listening skills, recording results

· summarise their understanding of these needs and of customers’ expectations accurately

· identify and access travel information from a range of relevant suppliers

· identify possible options to best meet customer’s expectations and enhance their travel experience

· evaluate information about possible options to identify potential advantages and disadvantages to both customers and the employer


Source: City & Guilds (2005)

Case study B – Workplace Training Program for Retail & Tourism (Canada, British Columbia)
	The Workplace Training Program is a unique skills advancement training initiative in the form of customized training for the workplace for retail sales associates and food & beverage servers. It is designed to elevate job performance for employed (full time or part time) workers. It is supported by the Association for Retail Entrepreneurs and the BC Restaurant & Food services Association, and delivered by the region’s Consortium for Skills Development. This programme provides eligible employees with 30 hours of no-cost customized training and offers these benefits:

· Training is provided on or off-site and outside of regular work hours

· Training topics include effective communication, problem solving, exceeding customer expectations, health & safety, product knowledge, etc.

· Training is at no cost for employees or employers that participate

· Eligible employees qualify for a $500 stipend upon completion of training 


Source Camosun (2012)
Table 3.1: Apprenticeship in 3 European countries

	
	Number of apprentices
	Cost to State per apprentice
	Hours at work
	Wages
	Wages set according to
	Bulk paid by
	2014 Youth unemployment rate 

	France
	400,000
	R$38,500

USS12,300
	910
	French apprentices earn twice more than those in Germany & England
	Experience

Age
	State
	24.4%

	England
	860,000
	R$8,600

US$2,700
	+1,200
	
	
	
	16.9%

	Germany
	1,5 million
	R$24,000

USS$7,700
	+1,200
	
	Basic salary, increases each year
	Employer
	7.7%


Source: Adapted from Eurostat (2015), l’Apprenti (2015), skillsforcare (2015) & Delautre (2014)

Apprenticeship programmes are especially effective in dealing with youth unemployment. In Germany, 57% of companies keep an apprentice after his/her training (Delautre, 2014). After such schemes nearly died out, the UK implemented a drive to increase apprenticeships; the promise to create a further 3 million apprenticeship places by 2020 (they doubled from 2010 to 2015) was one of the pledges made by the current prime minister before the last elections (The Guardian, 2014). 

Table 3.2: Vocational education in the UK

	Progression
	Entry
	Qualification
	Destination
	Years*

	On completion of MA
	Qualification can be taken at any age in order to continue or return to training
	Doctoral Degree
	Professional & post graduate education, research or employment
	3

	On completion of BA
	
	Master’s Degree

Postgraduate Diploma
	
	1

	On completion of Level 3 NVQ or Certificate 

Progression from FE to BA possible with good grades
	
	Business with Tourism Bachelor Degree
	Higher education 

Advanced skills training

Entry to professional graduate employment
	3

	
	
	Foundation Degree
	
	2

	On completion of Level 2 NVQ or Certificate

On completion of Apprenticeship
	
	Level 3 Certificate

(Vocational A-level)
	Specialised education and training

Entry to higher education

Instead of final mainstream exam in secondary education
	2

	On completion of secondary education with poor grades 

On completion of Level 1 NVQ or Certificate
	
	Level 2 Certificate
	Specialised education and training

Progression to skilled employment
	1

	No qualifications needed
	
	Level 1 Certificate
	Entry to skilled employment at low pay

Secondary education initial entry into employment or further education (FE)
	1


*full-time education only; can take twice longer if part-time

Security
Afro-inclusive input to Action 1.14 on Security (Investment Matrix) 
Action: Implementation of CCTV cameras in strategic areas

NB: This is a complement to SECULT’s fiche on expanding SEMOP’s pilot project on improving security for tourists and communities through the use of CCTV cameras
Overall Objective 

· To tackle the root problem of insecurity affecting tourists and local populations 

· Complementing SEMOP’s pilot CCTV project, design community-based actions and education programmes to ensure the processing and response to the CCTV footage does not discriminate against Afro-descendant communities 

Justification

Salvador has a range of security and violence issues, ranging from petty crime to drug trafficking and territory-related gang conflicts. Low-income Afro-descendants are particularly affected. Tourists are potential targets, and the insecurity is both present and visible in tourist areas, such as the Historic Centre and the North Atlantic Beaches, as well as neighbourhoods such as Rio Vermelho. This has a negative impact on tourists’ and locals’ perceptions of personal security in key areas, and affects the number of tourists visiting and money spent in the city, thus negatively affecting income opportunities for the many Afro-descendants who work in the tourism sector. The following recommendations are suggested in order to increase the Afro-inclusivity of the proposed security action.

Action Description 

· Hire a consultant who is specialised in security and race relations to carry out train trainers in SEMOP/the police force/ Observatório da Discriminação Racial e LGBT, Violência contra Mulher ; aimed at establishing qualified trainers who can train police in charge of monitoring the CCTV footage and the police involved in the follow-up security response, to avoid race and gender profiling. The objective is to create a sound environment between security forces, local tourism workers and community members, fostering better relations and trust for a multi-stakeholder approach to tackling the issue of security. 

· Case study: Reducing Ethnic Profiling in the EU: A guide to best practices 

· Case study: Explaining and eliminating racial profiling, USA 

· Budget: US$ 200,000 
· SECULT/SEMOP to hire a team of consultants to design and implement software that maps crime activity in tourist areas that will feed into CCTV monitoring and reporting strategies. Security forces (especially the tourism police – DELTUR) will need to be trained on reporting the instances of crime reports in the software. The map will be displayed online, available to the public. The aim is to incentivise security forces, inform potential visitors and to track trends useful in tackling crime. Sharing detailed information on security to relevant emitting markets which contribute to Salvador’s economy is a key part of a reputation management strategy for the city. 

· Case study: Updated communication of stories relevant to tourism, Greece 

· Case study: Metropolitan police crime mapping, UK 

· Case study: Crime mapping mobile application, USA 

· Budget: US$ 200,000 
· Commission ‘neighbourhood security committees’, in each of the chosen areas for the pilot, comprising local community leaders (with high Afro-Brazilian representation), civil society organisations, private enterprises and police representatives to enable a multi-stakeholder approach to strategy recommendations for tackling insecurity.

· Case study: Medellin, Colombia: Crime reduction and tourism through local community consultation
· Budget: US$ 100,000 

Budget

US$ 500,000

Time Frame 

	1 year
	Design and implementation of pilot

	2 years
	First reports on trends and success/failure stories

	3 years
	Noticeable impacts on crime levels and positive feedback from Afro-Brazilian tourism workers and tourism enterprises in specific areas


Expected Results 

	
	Positive
	Negative

	Economic
	· Increased income to Afro-Brazilians working in the local tourism industry (workers and entrepreneurs)


	· If security forces ‘tax’ local entrepreneurs and businesses for ‘protection’, as a result of unrealistic remuneration, this could cause economic hardships for certain tourism enterprises

	Social
	· Increased perceived security from tourists and local residents

· Reduced instances of racial profiling when implementing security strategies

· Better relationships between local communities and security forces

· Better understanding of crime patterns/instances/types

· Possibility of quantitatively reporting crime instance trends, and reporting them succinctly to tourists and local residents
	· Crime goes more underground and becomes more violent as a result of pressure from security forces

· If consultative processes are not managed properly, local community and security force relationships may deteriorate causing instances of distrust and increased crime

· If crime instances do not reduce and are reported to the public, then this could contribute to worse reputation for the specific areas in question


Implementing Agencies 

	Design
	SEMOP

SECULT

DELTUR

Area authority representatives

Local community leaders

Relevant Civil Society Organisations

	Execution
	SEMOP

DELTUR

	Management / Operations / Maintenance:

(Explaining the type of proposed management)


	SEMOP

SECULT

DELTUR

Area authority representatives

Local community leaders

Relevant Civil Society Organisations

Multi-stakeholder consultative management strategy based on ‘Security Committee’ model, with regular review of collected data and sharing of on-the-ground information from different perspectives


Marketing

Afro-inclusive input to Action 2.1 (Estratégia de Comercialização, Investment Matrix)

Also contributes to actions 3.1, 5.1, 6.2, 6.3, 6.4 in the PRODETUR Investment Matrix when read in conjunction with section 3.3 of the report.
Action: Destination Branding and management, Marketing 
This is a complement to SECULT’s fiche on Action 2.1. for Salvador as part of the PRODETUR

This fiche should be seen in conjunction with Section 3.3,  ‘Promoting Salvador’s USP: A 10 year sustainable destination management strategy’. This provides the context, justification and actions to support an even longer-term destination management and branding plan than the 5-year plan required from this consultancy. A 10 year planning horizon would guide the development of long-term policy and programming for Salvador’s tourism industry, contributing to a reversal of the effects of the current crisis on the sector. Section 3.3 includes eleven detailed case studies, sharing the experience of different countries globally, which are designed to inform the next phase of programming post- PRODETUR.  
Overall Objective 

· To make Afro-Brazilian heritage a central component of Salvador’s tourism destination branding, used as its unique selling point (USP)

· To integrate Afro-Brazilian representation into tourism strategy management and implementation structures and processes

Justification

Salvador is considered the capital of Afro-Brazilian culture, tradition and heritage, although the city currently does not advertise itself as such, relying instead on beach and business tourism. There are few references to Afro-Brazilian culture in the city’s branding beyond the Baiana do acarajé or Capoeira groups, which are depicted in advertising campaigns to bring a certain flavour of exoticism to the destination. However, few tourists are aware of the place that Salvador’s Afro-descendent population has played in the history of Brazil, or understand the rich intricacies of the local religious and cultural practices, which are inherently present – if not visible to the tourist – in much of its food and drink; music, art and dance. The City’s reluctance to capitalise on its Afro-Brazilian culture as key unique selling point (USP) for Salvador is a missed opportunity.

In order to develop its tourism industry a destination must define its appeal by building on its unique features, in order to differentiate its offer effectively from other national and international destinations. Afro-Brazilian culture has a monetary value in terms of tourism that is not currently sufficiently capitalised upon. Some traditional practices have high visibility, such as the Iemanjá Festival in Rio Vermelho, but this does not equate to high levels of income across all segments of the tourism value chain. The lack of inclusivity of Afro-descendants across the value chain results in marginalisation of the producers of Afro-Brazilian culture, leading to cultural devaluation of Afro-descendant people. 

Action Description 

1. Draft and approve the necessary legal framework to ensure that the Conselho de Turismo (COMTUR) has equal representation from Afro-descendants in government, civil society and the private sector, in order that they be involved in the definition, strategic design, management and implementation of the Salvador brand. Work with the Conselho Municipal de Política Cultural (CMPC)
 to support the ongoing implementation of COMTUR’s actions to also involve and benefit the Afro-descendant population in Salvador
Case study: Responsible Tourism Strategy for Cape Town
Budget: Please refer to the COMTUR mini-ficha for the budget for this action
2. Hire a team of consultants to support SECULT, COMTUR and CMPC to draft a 5-year sustainable branding strategy for the city, centred on Afro-Brazilian heritage as the city’s USP: brand the city as a cultural destination to foreign tourists and also as a historical destination to Brazilians. 
NB: If after reading section 3.3. of the full action plan called ‘Promoting Salvador’s USP: A 10 year sustainable destination management strategy’, a 10 year sustainable branding strategy is chosen as a better course of action, then the budget must be increased/adjusted accordingly. 
The consultants should work with community leaders and tourism stakeholders from each of the relevant neighbourhoods to identify a brand for each neighbourhood that differentiates it from the other, to inform product development and offering for domestic and international cultural and beach visitors.
Should tis team not be part of the management consultancy for this component (gerenciadora) include provision for the consultants to be formally involved in the implementation, monitoring and evaluation of the strategy and its relevant actions. 
NB: The consultants should liaise / consult with the team working on the projects outlined in the project fiches for the market failure study (which originally covered Pelourinho and the Centro Histórico), Itapuã, and the Liberdade-Curuzu cultural corridor.  
Case study: New Zealand: long term planning with inclusion and strengthening of Maori culture (2014), (2000)
Case study: Mozambique: poverty alleviation, urban culture and beach tourism (2004-2013)
Budget: US$250,000
3. Create links to markets by promoting all Afro-Brazilian products and services in key places, starting with the Tourist Information Offices, the city’s tourism website, on social media, in tourism fairs and other relevant channels
Case studies: Web portals for New Zealand, Belize, and Chicago
Case study: Visitor Information Centres best practice in information dissemination  
Case study: England: Modernising Visitor Information Action Plan (Component in England’s Strategic Action Plan for Tourism 2010-2020)
Budget: See Market Failure fiche and budget
4. Improve the interpretation of Afro-Brazilian heritage across the city to communicate its cultural and historical value 
Hire a team of consultants with expertise in 1) Afro-Brazilian heritage and history; 2) international tourism and 3) interpretation  to work with SECULT,  FGM, CMPC as the key responsible agencies to write the interpretation of Afro-Brazilian heritage across the city to communicate its cultural and historical value. This should include the interpretation on the new interactive tourism information points, as well as re-writing the interpretation currently found in museums, monuments and other spaces in Salvador, as appropriate; and in line with the new tourism branding strategy. 
Case study: Liverpool museum (Case-studies 1, 2, 3)
Case study: The African American Heritage Interpretation project
Budget: US$ 250,000

Budget

US$ 575,000 [NB: this does not include the additional costs associated to the revision of new and existing interpretation of museums and monuments in Salvador)

Time Frame 

	1 year
	· Branding identity and 5 year plan strategy for the destination and for three selected neighbourhoods i.e. Pelourinho, Itapuã, Liberdade-Curuzu 

· Web portal and renovation of TIC to promote existing Afro-Brazilian experiences

	2 years
	· Development and promotion of a portfolio of distinctive events, activities and interpretation in support of Afro-Brazilian culture in the three neighbourhoods

	3 years
	· Assessment of achievements and lessons learned to inform next stage (see below)

· Branding identification of two more neighbourhoods, together with creation of supply of Afro-Brazilian product and services i.e. Rio Vermelho and Barra, differentiating their offer from that of the C.H.


Expected Results 

	
	Positive
	Negative

	Economic
	More visits to the destination, hotel occupancy rate reaches back levels observed 12 years ago, higher spending per visitor, increase in length of stay, income spreads outside of the historical centre and other popular areas (e.g. Barra, Rio Vermelho), increase in earnings of Afro-descendants, increase in job opportunities for Afro-descendants
	Informal sector work for Afro-descendants increases as more tourists visit the destination, new job opportunities created remain low paid, domestic tourists do not respond to new branding and seasonality continues to be a problem

	Social
	Afro-Brazilian population feels respected, security improves in every neighbourhood, quality of life increases
	Afro-descendant culture is commodified, creating conflict between Afro-descendant communities and the city


Implementing Agencies 

SECULT, Conselho de Turismo (COMTUR), Conselho Municipal de Política Cultural (CMPC), SEMUR, FGM, SETUR, area authority representatives, local community leaders, cultural and religious groups in each neighbourhood.

Procurement 
This is a complement to SECULT’s fiches on items which include procurement.
Overall Objective 

To promote socially-inclusive procurement processes which support Afro-descendants’ participation in bidding processes for the different components of the PRODETUR

Justification

· The purpose of the PRODETUR is to contribute to increasing formal employment and income for the population of Salvador, and in particular for Afro descendants, through the consolidation of the tourism industry. The specific objective is to increase tourism expenditure in Salvador and the portion of this tourism expenditure that benefits the Afro descendants, through the consolidation of culture and sand and sun tourism. 

· Building on the IDB’s experience in socially inclusive procurement processes (i.e. gender-inclusive procurement), implementing a targeted procurement process with the aim of incentivising greater Afro-inclusivity means PRODETUR will make a contribution to meeting this criterion  

· As part of Item 5.1 in the PRODETUR Investment Matrix, providing incentives for firms owned by or employing persons of Afro-Brazilian descent – including cooperatives, social enterprises, civil society organisations and non-profit organisations where they meet the Bank’s eligibility criteria – can contribute to challenging institutional racism through rewarding Afro-inclusive companies and organisations   

· An Afro-inclusive procurement framework could encourage greater participation of Afro-descendant owned businesses in bidding processes for PRODETUR projects, and/or incentivise firms in Salvador to become more Afro-inclusive as a way of enhancing their proposal during the procurement process 

Action Description 
1. Working closely with the IDB, the borrower is to design tenders for project implementation with the purpose of promoting the inclusion of Afro-descendants within procurement process, provided this does not compromise the fulfilment of the IDB’s objectives of Economy and Efficiency, Open Competition, Contract Award based on bidder capacity to achieve critical performance.  
2. The success of the Afro-inclusive procurement process will depend on the available market capacity to meet the terms of the procurement process. It is recommended to include training components in the design of the project aimed at strengthening the target groups. These training components are suggested in other fiches addressing training, capacity building, design of an Afro-inclusive sustainable destination management strategy, etc. 
3. It will be necessary to design clear and precise evaluation criteria to ensure compliance without affecting competition and price, or the coopting of the Afro-inclusive component to the benefit of target populations other than Afro-descendants. 
4.  In order to calibrate for the unknown capacity – in terms of price, quality, and number of providers available Afro-descendant owned/managed – of the market to respond, include a margin of preference in the evaluation whereby the contract is awarded to the lowest price +5% if the bid complies with the Afro-inclusive requirement. This could potentially stimulate the participation of Afro-descendant bidders, however, should this not work, it won’t block the execution of the process itself as the requirement will not be mandatory.  

Case studies:

Research report: Gender, Trade and Public Recruitment Policy (The Commonwealth)
EU socially inclusive procurement framework
South Africa's Broad-Based Black Economic Empowerment Act
IDB PowerPoint: Mainstreaming Women´s Participation in Transport services & Infrastructure provision by increasing their involvement in the sector´s workforce. 

Budget

· Training for the PRODETUR staff in charge of procurement by a procurement specialist from the IDB should not include remuneration for the IDB specialist or the PRODETUR staff. However workshorp organisation expenses may be covered (U$ 5,000) 

· Training workshops for Afrodescendant-owned/managed businesses: US$ 20,000 over the life of PRODETUR

· M&E of Afroinclusive procurement’s impact on target population (Individual consultancy, two years, part time): US$ 200,000 

· Budget total: US$ 225,000 

Time Frame 

	1 year
	· Send out requests for tenders including information about Afro-inclusive component of procurement process

· The request/invitation for tenders should be accompanied by calls for training sessions to support the application of companies and organisations owned and/or managed by the target population  

· Develop supporting communications to publicise incentive programme to stimulate applications from target population organisations/companies

· Select bidders for the implementation of the actions 

	2 years
	· Implementation of actions and M&E of contracted work

	3 years
	· Implementation of actions and M&E of contracted work


Expected Results 

	
	Positive
	Negative

	Economic
	· Increased economic opportunities for target population throughout the implementation of the PRODETUR programme

· Economic benefits to be distributed to a wider section of the population in the areas where the work will be implemented
	· If organisation is contracted because they have a high proportion of Afro-descendant workers, there may be a chance that these workers are not paid a fair wage.

· If incentives are not communicated widely, Afro-Brazilian owned organisations may not apply for contracted work

	Social
	· Empowerment of Afro-Brazilian population that are involved in the PRODETUR programme

· Potential to challenge recruitment and retention practices through Afro-inclusivity being seen as desirable (even if objectives are initially monetary, this may contribute to changes in perceptions of the value-added of Afro-Brazilians in the work-place) 

· Afro-Brazilian communities will be empowered through greater visibility and inclusion in large public projects  

· Potential to develop greater trust between government and local communities in areas of project implementation 
	· Risk of Afro-Brazilian population being stigmatised because the procurement processes are seen as unfair (see criticism levied at race-based quota system)

· Risk of the Prefeitura de Salvador not committing to Afro-inclusive procurement practices in order to appease the non-Afro private sector’s interests

· Gender equality may be overshadowed by a focus on racial inclusivity – both need to be considered

· Risk of wealthy Afro-Brazilians taking the contracts, leaving low-income Afro-Brazilian businesses without opportunities


Implementing Agencies 

IDB, SECULT, SEMUR, Casa Civil, Conselho de Turismo (CONTUR) 

A Conselho de Turismo for all Soteropolitanos
Afro-inclusive input to Actions 3.1, 5.1, 6.2, 6.3, 6.4  of the Investment Matrix: 
A Tourism Council (COMTUR) for all Soteropolitanos 

Action: Afro-inclusive restructuring of COMTUR’s governance structure 
Overall Objective 

As part of PRODETUR, ensure there are legal mechanisms in place to guarantee equal membership of Afro-descendant Soteropolitanos from the public, private and third sectors in the Conselho Municipal de Turismo (Tourism Council – COMTUR), in order to:
1) Achieve equal representation of Afro-descendants in COMTUR as the leading governance body for the development and implementation of tourism strategy in Salvador

2) Hold COMTUR’s Afro-descendant representatives accountable for supporting the achievement of greater Afro-inclusivity in the tourism sector, increasing the quality participation of low-income Afro-descendants and women in particular
3) Contribute to Salvador building on its unique selling point of Afro-Brazilian heritage as a key element of its tourism strategy and supporting policies

Justification

The research carried out by Navas-Aleman & Co shows there is significant under-representation of Afro-descendants in the decision-making spheres of the tourism industry, both in the private and public sector. This is particularly shocking considering that the majority of the population of Salvador is Afro-descendant. The Action Plan accompanying this study makes recommendations designed to improve some of the barriers to Afro-descendants’ improved participation and better-quality jobs in the tourism industry. However, change will be significantly greater if it is accompanied by equal representation in decision- and policy-making and programmatic design and implementation processes. Whilst many of the barriers faced by Afro-descendants in the formal and informal tourism sector are not limited to this industry, there are structural issues in tourism which mean that Afro-descendants – and women in particular – are especially marginalised, rarely promoted and earn significantly less than their white counterparts. 

The purpose of the PRODETUR is to contribute to increasing formal employment and income for the population of Salvador, and in particular for Afro descendants, through the consolidation of the tourism industry. The city’s tourism value chain is entirely dependent on Afro-descendants. Pardos and pretos make up 76% of formal sector workforce and 77% of informal sector labour, as employees and producers of the ‘content’ of the touristic activities, which in the case of Salvador include strong elements of the Afro-Brazilian culture: gastronomy, arts and crafts, dance, religious expressions, etc.). Yet, more than 70% of these Afro-descendants earn less than 2 salários mínimos. Despite being the racial-ethnic group with the lowest representation in the industry, white people consistently earn more, regardless of their level of educational attainment: there are almost twice more white (41%) than black (24%) graduates who are paid 5 salários mínimos in the tourism sector, suggesting that black graduates are significantly underpaid. There are more men than women working in tourism activities as a whole – approximately 77,000 men to 46,000 women if both the formal and informal sectors is considered – yet there is a large difference in pay between men and women, despite women spending more years in formal schooling than men. Many Afro-descendants, especially black people, reported feeling undervalued, given their marginalisation in decision-making processes in an industry which capitalises on Afro-Brazilian heritage to attract tourists. 
The Municipal Tourism Council – COMTUR – is currently being restructured, with a Projeto de Lei in the pipeline. However, there is currently no provision for a quota for Afro-descendant COMTUR members, who would serve to represent the interests of Afro-descendant workers – especially women – working in the formal and informal tourism sectors. Building on the discussion with PRODETUR’s key stakeholders (SECULT, SEMUR and the IDB) on the 9th July 2015, it has been agreed that as part of the PRODETUR loan agreement, the governance structure of the COMTUR will be further reviewed and restructured in order to include mandatory legal representation and participation of Afro-descendants working in the tourism industry in Salvador. 
Like the Conselho Municipal da Comunidade Negra, a representative body for Black Communities in Salvador which serves as the liaison mechanism between them and the Municipal Government, the  restructured COMTUR will also have a liaison role, as well as monitoring and evaluating the inclusion of Afro-descendants in the Municipal Strategic Plan, with a focus on tourism policy and planning. This action is designed to ensure that there are more and better opportunities for Afro-inclusion across the length and breadth of the tourism value chain. Without representation at the strategic level the voices of Afro-descendants will not be heard or will be lost among more powerful voices. 
Action Description 

Agreement: Action will be taken to guarantee parity participation for Afro-descendants working in tourism or tourism-related issues, including parity  participation from the private sector and civil society as well as government working / active in the tourism value chain. Equal quotas for participation should be applied to the private sector (trade) and civil society / community groups in the COMTUR. The following actions are recommended in order to guarantee equal representation which promotes greater Afro-inclusivity in the tourism sector:
· Hire a team of consultants to work with SECULT, SEMUR and key tourism stakeholders to prepare the text for the revised Projeto de Lei for the restructuring of the COMTUR

· Hire a team of consultants to do the regulation for the restructured COMTUR. This should include a provision which guarantees that Afro-descendant representatives are held accountable to their responsibility to protect and promote the interests of Afro-descendants working in tourism (in the formal and informal sector) through quarterly reporting to SEMUR, FGM, and the Municipal Council of Black Communities

· Elect a minimum of three Afro-descendant as permanent members of COMTUR to contribute to the decision-making process for all matters related to tourism strategy and policy / programme implementation 
· In order to reach marginalised Afro-descendant tourism workers i.e. those in the informal sector or in non-managerial positions in the formal sector, provide a training budget and monthly stipend to cover the time of Afro-descendant COMTUR members to provide monthly reports to be made available via the Observatório do Turismo

· COMTUR’s Afro-descendant members should be tasked with the objective of representing Afro-descendants' interests in the development and implementation of tourism policy. This will include:

· Leading the development of the Afro-descendant tourism inclusion agenda, with particular focus on women

· Supporting COMTUR to develop targeted capacity building programmes for Afro-descendant staff in  the tourism sector 

· Ensuring that Afro-inclusive tourism policies for the creation of opportunities are implemented, monitored and evaluated, whilst working with tourism industry bodies to define and create clear incentives for their participation

· Working with SEMUR and Casa Civil to engage COMTUR in the promotion – and if necessary adaptation – of the Selo de Diversidade Étnico-Racial to the tourism sector, as a way of engaging industry players in inclusive tourism.    

Budget 
Total indicative US$ 365,000 over 5 years

Assuming that COMTUR meets once a quarter for 2-3 hours, and that the reporting  mechanism suggested above will increase Afro-descendant members’ workloads above their normal workload (and bearing in mind the opportunity costs of taking time off to participate in COMTUR); a monthly stipend of one salário mínimo per quarter should be paid to the Council’s Afro-descendant representatives, in order to contribute to greater parity between members’ different socio-economic backgrounds. Over 5 years:

· US$ 15,000 assuming there are 3 Afro-descendant representatives

· US$ 100,000 to the Observatório do Turismo to create, manage and disseminate a webpage with this data available on their website.

· US$ 250,000 to the Observatório do Racismo to build institutional capacity for monitoring and evaluation of COMTUR’s role in promoting and protecting Afro-descendants’ interests and quality participation in the tourism sector. This could include the hire of a staff member with expertise in race and tourism to carry out the M&E of COMTUR’s role overall in promoting Afro-Brazilian issues.

Time frame 
	1 year
	· Draft amendment to legislative bill (projeto de lei) and submit to the Câmara de Deputados, Salvador

· Draft regulations and handbook for the COMTUR

	2 years
	· Hold elections for members

	3 years
	· Carry out mid-term review of COMTUR’s role in fostering greater Afro-inclusivity in the tourism sector


Expected results 
	Positive
	Negative

	· Increased economic opportunities for the target population throughout the life of the PRODETUR programme 
· Economic benefits to be distributed to a wider section of the population in the areas where the work will be implemented
· Empowerment of Afro-Brazilians benefitting from COMTUR/ PRODETUR 

· Potential to challenge perceptions and practices of Afro-descendant tourism workers through the promotion of Afro-inclusivity – this may contribute to changes in perceptions of the value-added of Afro-Brazilians in the work-place 

· Potential to develop greater trust between government, local communities and private sector in areas of project implementation, this encouraging informal workers and employers to formalise 
	· Afro-descendants working in the informal sector may not benefit as much from PRODETUR given their low visibility in the value chain  
· Future governments may remove this position prematurely, thereby losing the focus on the inclusion of the target population

· Internal politics may render the Afro-descendant members powerless and side-lined from core decision-making. Members should ideally be experienced, and have access to powerful champions within/beyond government

· Insufficient budgeting may impede upon COMTUR’s Afro-descendant members’ capacity to act and implement Afro-inclusive measures

· Racial inclusivity may overshadow gender equality – both need to be considered


Implementing agencies 
SECULT, SEMUR, Casa Civil, Conselho de Turismo (COMTUR), Fundação Gregório de Mattos, Conselho Municipal de Comunidades Negras, IDB

3.3 Promoting Salvador’s USP: A 10-year sustainable destination management strategy 

To be effective, tourism policy and planning needs to be considered in the context of achieving competitive advantage to distinguish Salvador from a multitude of other destinations open to a multitude of tourist types, looking for memorable, exceptional and distinctive experiences that meet their needs (Cooper et al., 2008). This is usually achieved through destination branding, although many countries or cities fail to position themselves successfully in this respect, as they are unable to consult, agree and coordinate on a principal message that reflects the destination’s values and assets that should be promoted (Scott et al., 2002). It is through the brand that the destination connects with the tourists; not only before the visit but also during the stay, which is why product development is integral to any branding.
The aim of a ten-year strategy is to ensure brand consistency, regardless of political change at municipal level. “Long-term commitment to a brand strategy” is identified as one of four key criteria to effective destination marketing (Pike, 2008:192). It has been crucial to a diverse range of countries, such as New Zealand securing constant growth of arrivals for the past 20 years (see Case Study 1 below); and it has also been used by destinations such as Mozambique to plan for poverty alleviation through tourism (see Case Study 2 below). 

Case study 1 - New Zealand 2014-2025 strategy: long term planning and inclusive tourism

	New Zealand’s strategy is about sustainable tourism development to ensure the benefits accruing from the sector’s growth will not be short-lived and will reach all, especially the Maori indigenous population, whose culture is a key appeal to the destination. Listed criteria necessary to achieving sustainable and inclusive growth include:

• Ongoing investment by operators in product development, technology, quality systems and marketing in parallel with ongoing funding support from government 

• Creative linkages between destination marketing and destination management

• Upskilling and capability building of sector participants, particularly small and medium sized businesses

• More effective partnerships between central and local government and between government and industry

• Increased participation of Maori throughout the sector


Source: Tourism 2025 (undated)

Case study 2 - Mozambique 2004 – 2013 tourism strategy: poverty alleviation, urban culture & beach tourism

	The policy has specific objectives based on generating positive economic and social impacts and protecting its environment. It states 6 principles:

1) To develop and position Mozambique as a world-class tourism destination

2) To contribute to employment creation, economic growth and poverty alleviation

3) To develop sustainable and responsible tourism

4) To participate in the conservation and protection of biodiversity

5) To preserve cultural values and national pride

6) To enhance the quality of life for all the people of Mozambique


Source: Portal do Governo de Moçambique (undated)
Finalising an inclusive destination marketing plan could be achieved following the steps listed below:

Determining competitive advantage
Salvador’s Unique Selling Point (USP) is its rich Afro-Brazilian heritage, which needs to be interpreted to meet the needs and expectations of current cultural and beach tourists (but also business visitors who are the city’s largest market, albeit not the subject of this study). Each neighbourhood has specific USPs linked to its specific cultural, natural and historical heritage; these need to be identified, together with the communities, in order to develop neighbourhood branding which will fit within the city branding and allow the destination to offer a wider and richer portfolio of experiences. It is crucial that neihgbourhoods do not compete against one another, but complement each other to meet the needs of a wider range of tourists. 

With the United Nations declaring 2015–2024 as the ‘International Decade of People of African Descent’, Salvador has a historical opportunity to mark itself out and to be truly unique. To this end, it could take concrete measures to benefit its Afro-descendant population – the vast majority of the city’s residents – by embracing the UN’s mission to “promote their full inclusion and to combat racism, racial discrimination, xenophobia and related intolerance” via inclusive growth tourism (UN, undated). 

Since the ‘International Decade of People of African Descent’ was endorsed by Brazilian authorities back in 2009, with its representatives to the UN noting that “Brazil continues to face racism and intolerance inherited from its colonial past […] the country has the largest number of people of African descent outside of Africa – more than half of its population” (Wejsa, 2014), this proposed branding strategy should fit well within Brazil’s overall marketing strategy in order to benefit from wide-reaching advertising actions targeted at domestic and international markets.

Identifying target markets

To identify target markets it will be necessary to carry out a detailed market analysis of Salvador, to identify the destination’s pull and push travel factors for both current international and domestic tourists, and for potential new target markets to be reached. At present there has been no study of motivations for and barriers to ‘consuming’ Afro-Brazilian heritage per visitor type or visitor origin, and such a study has the promise to greatly contribute to and affect the city’s communication strategy. For example, guides interviewed for the study explained that, unlike others, Brazilians from the South were really interested in Afro-Brazilian heritage, whilst others mentioned that the only way to sell Afro-Brazilian heritage tours to domestic travellers would be to brand them as historical tours, whereas the international clientele would respond better to branding based on cultural immersion. 

Developing products, activities and events to improve inclusive growth and strengthen brand credibility

As seen in Case Study 2, experiences must be developed according to a set of principles which ensure that positive impacts will reach the target population. This will require drafting and promoting an Afro-inclusive tourism growth strategy for the city in accordance with the underpinning principles of responsible tourism development – see case study 3; these also match the principles of the UN’s International Decade of People of African Descent, mentioned above. The promotion of such principles (to tourists, the industry, on the city tourism website, in TIC etc.) will be useful in monitoring progress via visitor and supplier feedback. 

Case study 3 – Cape Town 2009 pioneering Responsible Tourism Charter

	In 2009, the signatories to the Responsible Tourism Charter agreed on a series of promises to make Cape Town a better place to live in and to visit. They wanted to develop, operate and market tourism in a manner that upholds the guiding principles for Responsible Tourism, that is, tourism that:

· makes positive contributions to the conservation of natural and cultural heritage, to the maintenance of the world’s diversity;

· minimises negative economic, environmental, and social impacts;

· provides more enjoyable experiences for tourists through more meaningful connections with local people, and a greater understanding of local cultural, social and environmental issues;

· is culturally sensitive, engenders respect between tourists and hosts, and builds local pride and confidence

· provides accurate information about accessibility of facilities and infrastructure for people with disabilities (visual, communication, mobility) to customers;

· generates greater economic benefits for local people and enhances the well-being of host communities, improves working conditions and access to the industry; and

· involves local people in decisions that affect their lives and life chances.


Source: Cape Town Official Tourism Website (2009)

Since current tourism trends show that tourists are increasingly seeking to learn new skills or interact with the local communities they visit, Salvador could capitalise on Afro-Brazilian customs and expertise to become a Creative Tourism City (see case study 4 below), especially building on its reputation as the culinary capital of Brazil, with a focus on street food guides, which have become one of the latest tourism and lifestyle crazes – see Rio’s Guia Carioca da Gastronomia de Rua 1 e 2 (see case study 5 below), the Lonely Planet World Best Street Food, Thailand Best Street Food guide, New York Street Food, etc. This would contribute to differentiating it from other destinations, strengthening the brand via recognition at the international level, and to professionalising local creative suppliers in order to offer quality products that are recognised as unique to Salvador. Salvador has already held gastronomy events which were well-received, so this is worth building upon as a cornerstone of its tourism branding strategy.
Case study 4 – Porto Alegre first Creative Tourism City in Brazil

	Porto Alegre now offers a wide range of new and unique learning experiences, based on its culture, tradition, arts and distinctive urban atmosphere as a gateway to Gaucho culture. Tourists have access to workshops, short courses and personal development activities that enable them to totally immerse in the local culture. With Creative Tourism, Porto Alegre is increasing inclusivity of small entrepreneurs from all areas of the creative economy in the tourism value chain. 

Workshops include: table loom weaving, embroidering Mandalas, making bio-jewellery (with natural material) and learning about regional Brazilian rhythms.

Courses include: how to make churrasco for a traditional Barbecue, how to cook Carreteiro de Charque (Rice Pilaf with Dried Salted Meat), Acrylic painting with Britto Velho and poetry, 

Tours include: Art in transit: chance encounters in Porto Alegre and Photo walking Tours


Source: Creative Tourism Network (2014)

Case study 5 – Rio’s Guia Carioca da Gastronomia de Rua 1 e 2

	The street gastronomy initiative is a project as well as books – Carioca Guide Gastronomy Street 1 and 2 – the idea is to give visibility to popular cooks who prepare and serve delicious food in the streets, and link them to tourists and local gourmets. 

The project involves 36 street chefs, each serving a particular food or drink. Besides seeking quality food, the project selects street cooks that make the act of eating on the streets a pleasant and enriching experience because of his/her personality. 

The website allows visitors to select the type of food they want to eat and provides them with very detailed information on the eatery, the ingredients used in cooking, the personal profile of the chef, the historical significance of the food cooked and the location, with space for reviews. 


Source: Gastronomia de Rua (undated)
Additionally, a better interpretation of Afro-Brazilian heritage across the city (in closed and open spaces), which could communicate its cultural and historical value, would offer more opportunities to develop inclusive and unique experiences – see case study 6 below and the section on Marketing (3.2). Of critical importance is the interpretation of the history of slavery, and of its impact on the fabric of the city, which is yet to be given any visibility, at least in the historical centre (particularly in Pelourinho and Santo Antonio). Such action would be highly symbolic as it would go a long way to demonstrating that tourism authorities respect Afro-Brazilians culture; and it could also attract more tourists (see case study 7 below), especially Afro-Americans, who are said to be the highest buyers of such cultural products, and the most efficient drivers for the inclusion of the preto population in the tourism value chain. 
Case study 6 – The Liverpool museum: the Black Hair throughout History exhibition

	The HAIR display is a very creative way to learn about history, and unlike many exhibitions, is appealing to a wide audience, including youth who as part of the exhibition were asked how they would predict new trends and their opinion on several ethical issues via a twitter campaign (i.e. Tell us on twitter @Brouhaha_Int using the hashtag #HAIR). It focusses on five key historical periods:

1) African origins

Hair has been an essential form of communication and identity. Hair style would immediately show position and standing in society. Different styles and designs demonstrated, for example if people were married, of royal blood, or sexually mature. 

2) Post emancipation

When the transatlantic slave trade was abolished in Britain in 1807 many Africans achieved and in order to integrate into a dominant white society, many smoothed and straightened their naturally coarse hair with harsh chemicals and dangerous heated irons. 

3) Civil rights era

In a response to continuing oppression and discrimination, members of the Black community decided to fight for their rights and adopted the afro as a symbol of the Black civil rights movement in the USA. In an act of resistance, people began to wear their hair in afros to support the ‘Black Power’ movement and express pride in Black identity. In 1970s Liverpool housing policy, stereotyping, prejudice and discrimination affected the community. 

4) Roots 

The Rastafarian faith gained global following in the 1970s following the success of Bob Marley and his reggae music. The wearing of dreadlocks is believed to relate to the Bible and is believed to be a spiritual statement. 

5) Urban culture

In recent times there has been a certain freedom to how Black people can wear their hair, however some styles have proved to be more popular than others including braids, high tops, fades and weaves - all influenced by changing contemporary culture, including music and fashion. The Black hair product business is a multi-million pound industry. 

6) The future

With the growing concern of chemical damage to Black hair many have opted to allow their natural hair to grow. 


Source: Museum of Liverpool (2015)

Case study 7 – International Day of Remembrance of the Victims of Slavery and the Transatlantic Slave Trade / 25 March

	This year’s theme was “Women in Slavery”. Events took place to commemorate the many enslaved women who endured unbearable hardships, including sexual exploitation, as well as those who fought for freedom from slavery and advocated for its abolition. The theme also celebrated the strength of enslaved women, many of whom succeeded in transmitting their African culture to their descendants despite the many abuses that they had to endure.

In addition to the formal annual observance of the International Day, a series of worldwide commemorative activities are taking place throughout the year. Events include a solemn ceremony at the UN, film screenings, cultural events, discussion series and exhibitions both at the UN and in other countries. 


Promoting products, experiences, and events supplied by Afro-descendants to link to markets

To quickest way to reach a wide audience is to launch a website supported by interactive communication on relevant social media channels (i.e. Pinterest, Facebook, Twitter, Google), and so showcase, in one place, all Afro-Brazilian cultural and historical tourism experiences available in Salvador (see case study 8 below). The website should be designed and managed by FGM and a team of competent Afro-descendants passionate about sharing their culture. It should be translated into English and Spanish as a priority (with French and German to follow), and updated on a regular basis (i.e. weekly), with a focus on monitoring ‘shares’ rather than ‘likes’ to evaluate market reach. 

Case study 8 – Chicago website

	[image: image22.png]
	Chicago is rooted in a rich African American history. During the early 20th century, hundreds of thousands of Southern African American travelled to Chicago and brought with them a cultural revival that rivalled the Harlem Renaissance. Chicago’s long been a place of cultural significance on the African American community. 


Source: Choose Chicago (undated)

To reinforce the digital presence, a free application for mobile devices could be designed to provide interpretive content about Salvador’s heritage, and information on how to experience each attraction with an emphasis on local involvement (e.g. places recommended by previous users of the app, local guide details, local restaurant reviews, street food guides - see case study 9 below). The application can have an inbuilt award system whereby users will receive discount vouchers for payable and registered tourist attractions if they participate in selected experiences (e.g. hairdressing, typical meals, arts & crafts, excursions) in chosen areas of the town.

Case study 9 - The British Street Food App

	This app was launched by food critic Richard Johnson who writes for The Sunday Times and the Daily Telegraph. It showcases the best street food in Britain. Its GPS maps show the location of each trader and when they are open. It provides information on specials and menus and encourages eaters to take photographs to review their food and experience. In 2010, the app launched the British Street Food Awards, a competition where people vote for their favourite eatery. The app has also led to the publication of the book ‘Street Food Revolution’, which tells the story of 20 inspirational street food entrepreneurs through photos and interviews, as well as features 60 of their most popular recipes. 


Source: British Street Food (2015)

Equally, Afro-Brazilian events should be more visible in the Tourism Information Centre (see case study 10 below), which should be renovated and equipped with interactive displays, guidebooks and brochures, and could become a site where the products of talented local artists are showcased in a dedicated small retail space. Staff in the Tourism Information Centre should be representative of Salvador’s population (27.4% Preto) and fully knowledgeable about the city’s Afro-Brazilian historical and cultural heritage, which they need to experience themselves to be able to promote. 

Case study 10 - Modernising visitor information action plan – part of the UK Strategic Action Plan 2010-2020

	Vision 

To ensure the availability of world class, tailored information at every stage of the visitor journey, which will contribute to 5% growth, year on year, in the England tourism market by 2020.

Objectives 

1. To share intelligence and best practice on visitor information provision across the industry, identifying gaps and opportunities. 

2. To collaborate with partners in both the public and private sectors to optimise technological advances, extend the reach of visitor information services through effective distribution and drive increased cost-effectiveness. 

3. To improve visitor satisfaction through the provision of world class customer service, leading to increased spending and the provision of compelling reasons for visitors to return and recommend others to visit.

What is Visitor Information? 

Information is broadly defined as a collection of facts or knowledge from which decisions can be made. Visitor information needs to consider the range of interactions that take place throughout each stage of the ‘visitor journey’. Whether through new technology or via face to face contact, visitor information provides an opportunity to influence decision making: the choice of destination; the length of stay; what to see, do and experience during a visit; and, whether to return or recommend to others. 

How does it contribute to branding?

The provision of visitor information is a vital part of the marketing process at each stage of the visitor journey. In addition to providing a valuable welcome and information service to the visitor ‘in-destination’, visitor information plays a key role in converting the marketing inspiration into the planning and booking stages and in effective customer relationship management (CRM).

Why take action on Visitor Information?

The provision of high quality visitor information […] presents an opportunity to inspire visitors to explore the tourism product that is distinctive to a certain locality, such as culture, heritage, local produce and, just as importantly, the people. This can lead to wider improvements in the performance of the visitor economy and generate local benefits that directly support the principles of inclusive and sustainable growth.


Source: Visit England (2010:1)
Monitoring success 

A ten-year destination management plan should follow SMART objectives (Specific, Measurable, Achievable, Realistic and Time-specific) with Key Performance Indicators (KPIs) set at regular intervals (e.g. every year) to be reviewed as part of the action plan’s monitoring and evaluation process, and based on assessing the success of an inclusive growth strategy (see case study 11 below). KPIs could include:

· annual % increase of international tourists visiting targeted areas year-on-year

· annual % increase of Afro-descendants accessing managerial positions within selected tourism industry nodes (i.e. Accommodation, Food & Beverage, Excursions) year-on-year

· annual % increase in average tourist spend on Afro-Brazilian experiences (e.g. events, guided tours)

· annual % increase in sales of Afro-Brazilian events to Brazilian tourists

Case study 11 - Cape Town 2009 pioneering Responsible Tourism Charter

	The signatories to the Charter also wanted to continually improve their performance in the context of sustainable development and management of tourism. They stated they wanted to:

· encourage our partners, suppliers and sub-contractors to improve their contribution to sustainable development and management of tourism, and to work with them and share information to assist in this;

· endeavour in our communication with tourists to promote behaviour and activities compatible with the principles of Responsible Tourism;

· develop these principles into a corporate Responsible Tourism Policy within 6 calendar months of signing this charter; and to

· develop a corporate Responsible Tourism Improvement Plan within 12 calendar months of signing this charter. As part of this we will define measurable goals, and will monitor and report publicly on our progress.


Source: Cape Town Official Tourism Website (2009)

Constraints 

· Unwillingness of partner organisations to concentrate efforts on the development of an ‘Afro-Brazilian cultural’ brand for fear of it not working.

· Tourism branding is decided by the Mayor’s office, which has a political role, meaning that the suggested strategy’s continuity could be limited based on governmental changes and a focus on meeting differing political interests.

· Lack of local expertise to design and manage creative contents of website, social media marketing and digital branding.

· Lack of willingness from Brazil’s national branding management team to integrate Salvador’s new tourism branding in their overall communications strategy.

· Regular updates of Tourist Information Centre displays are not carried out, and partnerships with local tourism actors are not maintained.

· Quality control monitoring of implemented actions, and their social and economic impact, is not carried out on a regular basis to ensure the high standard of the branding strategy, and to make sure that the ten-year branding strategy meets the required Key Performance Indicators.
Actors 

The key actors are SECULT, SETUR, FGM, CEAO (UFBA), Mayor’s Office, contracted marketing agencies, private sector representative organisations, and Afro-Brazilian culture representative organisations – it is imperative that all organisations involved in the development of the destination management plan coordinate and communicate (especially regarding monitoring and evaluation), regularly and regardless of political party allegiances which may create divisions amongst actors. This is important for the sustainable management of the strategies.
4. Way Forward
The present study was commissioned by the Inter-American Development Bank to diagnose the situation of ‘Afro-inclusivity’ within Salvador’s Tourism Value Chain, as well as presenting a number of specific recommendations in support of the Municipal Government of Salvador (Prefeitura de Salvador) and the IDB project team in their preparation of the Tourism Development Program for Salvador (PRODETUR Salvador, BR-L1412). 

To recapitulate, the study had four key objectives, which were presented in the introductory section of this document: 

· To examine the relationship between tourism and the target population in the Program intervention area (three neighbourhoods in Salvador: Pelourinho, Liberdade/Curuzu, Itapuã); 

· To provide quantitative estimates, as a snapshot view, of the current (if existing) and potential benefits of tourism flowing to the local economy and the target population (particularly using data on earnings); 

· To identify constraints and opportunities to increasing the overall welfare impact of tourism on the target population; and

· To propose practical and effective measures that can be taken to improve the Inclusive Growth impact of PRODETUR for the Afro-Brazilian population in Salvador.

Those four objectives have been attained and the results presented in the preceding sections of the report. The first and second objectives were fulfilled via a quantitative and qualitative diagnosis of earnings, quality of inclusion and progression opportunities in the tourism value chain for Afro-descendant women and men vis-à-vis other ethnic groups in Salvador. It was clear from this research that Afro-descendant Soteropolitans earn less than their white counterparts and are less likely to be employed in senior positions within the industry even when levels of educational attainment have been controlled for. The situation of Afro-descendant women in particular is quite serious with regards to the lower pay they receive and the precarious conditions they face in both the formal and the informal sector. This finding points at the racial – and gender – disadvantages still faced by Afro-descendants in Salvador, despite representing over 82% of its population.  

Another finding, which was remarkable for being counterintuitive, is that for all ethnic groups, earnings were higher in the informal sector. This suggests that earnings and progression opportunities in the formal sector aren’t an incentive to attract the best talent or an avenue for social mobility for disadvantaged groups such as the Afrodescendant population. This finding should be a priority in the policy making agenda for any entity aiming to overhaul the tourism sector in Salvador.

The results from the third objective were also presented in the introductory section as a summary table, and they consisted on the top 5 problems or barriers that affect Afroinclusivity and the success of the tourism industry as a whole in Salvador. This study contends that both the Afro-cultural identity of Salvador and the survival of its tourism industry are tightly linked in this city, which hosts the largest Afro-descendant population in the world outside of Africa. 

The table also included the 5 top opportunities identified by this study which could support a virtuous cycle of recovery and competitiveness for the tourism sector in Salvador based on the city’s USP: its Afro-culture and the possibility of promoting this culture jointly with the ‘Sun and Sea’ attractions but always giving more emphasis to the uniqueness of the Afro-culture element as it is the only one that is difficult to copy by the competition as well as being the only avenue that is socially responsible. Another main opportunity is evidently the one provided by PRODETUR-Salvador as well as the international demand for culturally authentic and well-managed destinations. For ease of reference, the table is presented below: 

	Problems


	Opportunities

	· Lack of Afro-Brazilian representation and participation (at the highest decision-making levels) in the creation and management of the destination’s branding strategy.

· Low levels of education 

· Low socio-economic benefits for women in Tourism 

· Insecurity 

· Gaps in institutional capacity in the public (state), private, and third (CSOs) sector.


	· The strong presence of an Afro-culture which cannot be replicated or copied by competing destinations 

· International demand for well-managed destinations with an authentic cultural offer 

· The possibility of combining cultural tourism with sun and sea tourism in a single destination

· PRODETUR – provided it is aimed at developing Salvador’s USP: its Afro culture. 


Each one of the problems was thoroughly explained in the quantitative and qualitative sections in the body of this report and the evidence for each one of them is also provided. A detailed plan of action to address each one of these problems was presented to the IDB, SECULT, SEMUR and other stakeholders at an analysis mission on the 9th of July of 2015 in Salvador. Given the advanced state of negotiations within PRODETUR, some actions were selected and agreed on, being prioritised for more in-depth proposals which are presented as ‘fichas’ with their own stand-alone justification and budgets. Other actions were left as recommendations in the action plan in Annex 1 and may provide support to future projects and actions within PRODETUR.

Development banks such as the IDB and other international funders concerned with best practices in development must be transparent with regards to how and what is being financed with public funds. These organisations are wary of supporting projects that do not address social inclusion issues and that may, in fact, exacerbate them.

In coming years, studies like the present one which aims to support IDB-funded PRODETUR-Salvador will become the norm rather than the exception. The trend amongst international development funders is to show that they are taking proactive steps to avoid contributing to increasing inequality, displacement and not remaining neutral in the presence of stark inequalities. 

When international funding is mostly used for infrastructure projects, there may be a tendency to see them as ‘neutral’ in terms of social policy. The reality, for many international funders, however, is that the scrutiny by civil society, voters, auditors and regulatory agencies of the social impacts of their infrastructure projects is becoming more sophisticated and demanding.
At the country level, state and municipal governments are also facing increasing scrutiny by the federal government or their own voters concerning any large infrastructure project. In the case of Brazil, voters have shown their skepticism with regards to the social impacts of large investments made for the World Cup in 2014 and the Olympic Games in 2016. 

As such, the plan of action set out in this report represents a development initiative which is mulitlayered and multidimensional. It proposes ways in which the tourism industry in Salvador can be reinforced and expanded, thus mitigating the impacts of inequality in with respect to both race and gender. Development of the tourism sector can thus be seen as constituting a generalised affirmative action strategy which will have practical and symbolic repercussions both in Salvador and beyond, and has – we may hope – a realistic prospect of contributing to national efforts to combat Brazil’s enduring problems of inequality, and to entrench a culture of political stability and democratic governance. 
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Annex 1 – Action Plan in integra
This section has the integral text of the original action plan presented by Navas-Aleman & Co. to the SECULT, SEMUR and the IDB in Salvador on the 9th July. At the clients’ request the presentatino was done in Portuguese and the action plan translated to Portuguese, as per the version below. The ‘fichas’ and ‘inputs to fiches’ in section 3 of the report (above) include only the actions which were agreed with SECULT, SEMUR and the IDB. Some of the actions were welcomed but not viable given the timeframe and scope of the current PRODETUR.  

	Plano de Ação

Com o objetivo de implementar mudanças à favor de afro-descendentes soteropolitanos de baixa renda, trabalhando no setor de turismo, e com um foco particular nas mulheres, as seguintes ações são recomendadas.



	Ações Gerais


	Reforço de capacidades institucionais

	1) Criar um ponto focal estratégico para o PRODETUR na Casa Civil, para coordenar com outros pontos focais a serem elegidos na SECULT, SEMUR, e outras Secretarias se for o caso (e.g. SEMOP) para:

	· Coordenar processos de consulta presenciais feitos periodicamente (mínimo 1 por semestre) com um Conselho composto por membros afro-descendentes, eleitos por suas comunidades nas localidades e setores da cadeia de valor onde o PRODETUR será implementado (com base na experiência das consultas realizadas pelos consultores com SECULT e SEMUR em junho 2015, e dando seguimento a sugestões das partes interessadas entrevistadas para este estudo)
· Desenvolver um mecanismo para que os resultados do processo de consulta sejam incorporados nos processos de planejamento político, e nos processos de monitoramento e avaliação de todas as partes interessadas (governo, BID, setor privado, sociedade civil, comunidades)
· Informar o Conselho periodicamente, através de canais apropriados (e.g. mídias sociais, correio eletrônico, etc.) sobre o andamento e cumprimento das ações e dos indicadores estabelecidos no Plano de Ação
· O Conselho e os pontos focais das secretarias deverão preparar notas-resumo das reuniões, a serem compartilhadas com o BID, Casa Civil, SECULT, SEMUR (e outras secretarias involvidas) para fazer parte da avaliação ‘360 graus’ das ações do PRODETUR voltadas para afro-descendentes. Parte do orçamento poderá ser reservado para pagar consultorias pontuais, para providenciar apoio ao projeto
· Os pontos focais serão responsáveis pela publicação dos avanços do PRODETUR com respeito as ações afro-inclusivas para que este material esteja disponível publicamente online (websites do PRODETUR, SEMUR, e outros canais que favorecam o acesso do público geral soteropolitano)


	2) Implementar um sistema de coleta de dados do turismo para monitorar e analizar as tendências do setor e da participação do cidadão afro-descendente no turismo a nível da cidade de Salvador.
	· Trabalhar com iniciativas existentes – como o mapeamento do setor informal feito pela SEMOP, e o Programa de Combate ao Racismo Institucional – que incluem o desenvolvimento de um quadro legal para a recolha de dados sobre raça de serviços municipais. 


	3) Estudo de linha de base (baseline survey) do setor informal em Salvador para providenciar dados comparáveis com o Censo e o SIMT (com dados do PNAD/RAIS) sobre o setor formal/informal. O estudo poderá ser feito pela SEMOP como complemento do mapeamento do setor informal sendo feito atualmente (2015), em colaboração com o Sistema de Informação Municipal de Salvador (SIM). 

	· Esse estudo deverá visar maior colaboração com programas existentes de coleta de dados como a plataforma ‘Fala Salvador’ (para ter dados sobre as Prefeituras-Bairros sobre o perfil do utente de serviços locais); e 
· ter maior integração de dados coletados através de outros serviços públicos como o CRAM, CRAI, CRA-LGBT etc. 

· A coleta de dados sobre raça, rendimentos etc. deverá ser feita através da colaboração entre a SEMUR e outras secretarias, com apoio da Casa Civil. 

	4) Colaborar com Prefeituras-Bairro para aproximar o poder público ao cidadâo em termos de informações sobre o Turismo
	· E.g. abertura de negócio turistico, registro como autônomo, acesso a formação etc. 



	5) Desenhe um mecanismo de re-concessão de financiamento para permitir o repasse de fundos para organizações comunitárias, de sociedade civil (incluindo fundações), e governamentais; e empréstimos para micro-empreendedores e pequenas empresas no setor privado ligado ao turismo. 
	· Os fundos deverão ser relativamente pequenos para permitir um processo de candidatura simplificado, assim atraindo maior diversidade de organizações-candidatas e para que o financiamento seja mais fácilmente absorvido. 
· Empréstimos ao setor privado deverão ser acompanhados de contrapartidas equivalentes do ator privado. 

	6) Segurança: Combater o problema raiz da insegurança através do desenvolvimento de grupos de trabalho conjuntos que reúnem a polícia, SEMOP, e líderes de comunidades locais e da sociedade civil nas comunidades mais afectadas pela insegurança

	

	7) Em colaboração com o SENAC/Sistema S, UNEB (Escola de Turismo), UFBA (CEAO), e outras instituições de ensino relevantes como o SEBRAE e CEM; desenvolver e/ou fortalecer elos entre os provedores de formação na área do turismo e o setor privado para aumentar a profissionalidade do setor e as oportunidades para os formandos:
	· Desenhar programas de educação e formação (com mentoria) direcionados às necessidades da população-alvo, para preencher lacunas de conhecimento e habilidade para trabalhar em todos os níveis do setor de turismo, incluindo experiência prática de trabalho; disponibilizando subsídios aos participantes (para despesas de deslocação/estadia/cuidado de crianças) para garantir atendimento



	8) Desenhar programas de educação – com mentoria (mentoring) – para os empregadores do setor formal do turismo (alojamento, restaurantes, agências de viagems, etc.) para melhorar as práticas de recrutamento, retenção e formação de pessoal negro. 


	· As práticas de RH, segundo os resultados da análise da cadeia de valor, poderiam ser melhoradas de maneira substantiva com respeito a promoção da igualdade de oportunidades e promoção para negros, e em particular mulheres. A legislação é uma das mas progressistas do mundo, mas há lacunas na sua implementação.

· Reservar recursos para uma consultoria para estudar as práticas do sector, para avaliar lacunas e informar o desenho dos programas de educação para empregadores. Recursos deverão ser também reservados para uma avaliação de meio-termo para providenciar a realimentação de dados e aprendizado ao longo da vida dos programas educacionais.

	9) Desenhar esquemas de mentoria com figuras-chave da comunidade e do setor de turismo  para aumentar as oportunidades de acesso e progressão para cargos gerenciais. 


	· Tendo atenção ao risco de incentivar a segregação, onde for possível, os mentores devem ser de contextos diversos em termos de raça/gênero/condição socio-econômico semelhante aos mentorados, para que sejam expostos a modelos (role-models) variados. 

· Disponibilizar fundos para programas de formação do formador (train the trainer) para os mentores.

	10) Com base na experiência da Fundação Pracatum do Candeal, do Ilê Aiyê da Liberdade/Curuzu e do Malê de Balê de Itapuã, trabalhar com as comunidades-alvo e o setor de turismo para selecionar ‘campeões’ para apoiar e promover os afro-descendentes trabalhando no turismo.
	· Os ‘campeões’ servirão como embaixadores da cultura afro-brasileira em Salvador, no Brasil e no exterior, e assim contribuirão para a promoção do turismo afro-brasileiro como proposta única de venda, ou de diferenciação de valor (Unique Selling Point) de Salvador.

	11) Trabalhar com o SEBRAE, CEM, SEMOP e SECULT para criar um programa de apoio às empresas focado especificamente nos trabalhadores e empreendedores afro-descendentes, para incentivar o registro como autônomos e MEIs e em especial as mulheres.
	· Trabalhar com SEDES e SEMPS para fornecer informações aos participantes do programa sobre seus direitos e responsabilidades em termos de benefícios sociais enquanto MEIs


	A cultura afro-descendente Soteropolitana é única e dificilmente poderá ser replicada em outros contextos devido a sua historicidade: isso confere um nível de competitividade que serve como alicerce para a consolidação da ‘Marca Salvador’:

	12) Desenhar e implementar uma estratégia de 10 anos de gestão sustentável do destino turístico com base na cultura afro-descendente de Salvador como ponto de diferenciação (Unique Selling Point – USP), com o objetivo de aumentar a visibilidade e o acesso ao patrimônio afro-brasileiro
	· Utilize processos de consulta participativa para incluir as perspectivas de afro-descendentes, sejam líderes comunitários, representantes do setor formal / informal, empreendedores / funcionários do setor turismo, e mesmo turistas

	13) Desenvolver um selo de qualidade “Made in Salvador” com alta visibilidade para proteger e promover o trabalho de produtores culturais em Salvador, assim conciliando a importância do artista manter sua identidade com a necessidade de utilizar uma padronização da Prefeitura. 
	· O selo teria categorias diferentes para também fazer a validação de produtos revendidos e exportados. Isso permitirá que os turistas e compradores possam identificar os produtores, e que os produtores se distingam de comerciantes e exportadores. 

	14) Fomentar a Troca de aprendizagem com outros destinos que focam turismo social/étnico-cultural e/ou turismo comunitário
	· O BID tem uma longa experiência nessa área e poderá servir como recurso em termos do seu papel em fomentar essas trocas 


	Pelourinho



	Utilizando a capacidade existente no Sistema S, canalizar recursos para o desenvolvimento de um programa de profissionalização dirigido a afro-descendentes, que reconheça que esta população-alvo nem sempre é capaz de aceder à formação. O programa deverá reconhecer todas as profissões nas ACTs e incluir uma estrutura de incentivos que ofereça benefícios reais para as pessoas participarem:

	· Regras simples e transparentes para registrar e proteger o funcionamento das empresa do MEI (e.g. efetuando o direito à localização permanente)
· Curso de formação de 6 meses para MEIs sobre empresas pequenas, com um curso básico (foundation module) que aborde eventuais lacunas em termos de alfabetização e conhecimentos matemáticos  funcionais. O curso deverá incluir planejamento de negócios, comunicação, aprendizagem de idiomas estrangeiros caso for apropriado, acesso ao mercado, desenho de produto, controle qualidade, serviço ao cliente, vigilância sanitaria, e outros módulos relevantes. O curso deverá incluir acompanhamento e apoio de um tutor ao longo de 3 anos, garantindo o processo de aprendizagem e a utilização das competências adquiridas

· Lide com as diferenças entre alta e baixa estação através: 1) do desenvolvimento de produtos para cada época, e de chuva e sol e 2) da melhoria de segurança para ambos os turistas nacionais e internacionais; e 3) encorajar melhores ligações entre guias afro-descendentes com receptivos no setor de turismo formal 
· Aumentar a presença/intervenção policial em lugares estratégicos. Comunicar melhorias aos moradores, turistas nacionais e internacionais, de maneira clara e visível
· Alargar o leque de atividades e roteiros de turismo na cidade, como a Rota Histórica da Escravidão no Ghana, ou rotas gastronômicas, culturais etc.
· Optimizar o rendimento de infraestrutura e actividades existentes relacionadas ao turismo que são gratuitas para os moradores de Salvador e que atualmente não são vendidas ao turista que vem a cidade
· Organizar eventos de turismo de nicho (e.g. festival internacional de aprendizagem sobre a Capoeira, maior promoção de festivais e roteiros culturais e.g. festival gastronômico de cozinha afro-brasileira, festival de música afro-brasileira etc.)
· Desenvolver infraestruturas de apoio às pequenas empresas pertencentes a população-alvo, incluindo: Projeto de atualização do desenho, conteúdo e serviço prestado pelo Centro de Informações Turísticas, incluindo a formação dos funcionários para trabalhar com as comunidades locais e empresários na promoção da cultura afro-descendente em Salvador

	Viabilize a ocupação habitacional das 1,500 casas vazias no Pelourinho para criar uma autêntica comunidade e combater a falta de segurança (veja exemplo do Candeal):

	· Em colaboração com o IPHAN, a Fundação Mário Leal, e Faculdades de Arquitetura em Salvador, desenvolver um programa para a reabilitação de casas abandonadas/vazias utilizando mecanismos diversificados para a regeneraçâo do bairro de forma sustentável, promovendo uma maior diversidade cultural e populacional. (Essa ação também se aplica ao bairro da Liberdade.) 

· Seguindo o exemplo do National Trust for Historic Preservation no EUA, que promove o restauro de propriedades tombadas em risco de abandono (a categoria see chama ‘endangered historic buildings’) oferecendo o livre usufruto da propriedade durante um período fixo, durante o qual o inquilino tem a responabilidade de reformar a propriedade, trabalhando em parceria com a fundação, equivalente do IPHAN. 
· Empréstimos acessíveis e/ou subsídios equivalentes também encorajariam a reabilitação das propriedades de maneira sustentável, dando vida ao bairro e apoiando o reestabelecimento de uma comunidade. 

· Atualizar / modificar as regras que permitem a construção e reforma de edifícios históricos atualmente vazios e/ou abandonados para garantir que estes sejam ocupados e mantidos regularmente, dando vida, cor e segurança ao bairro
· Renovar edifícios históricos para abrigar ateliês de artistas e artesãos, providenciar um espaço para lojas vendendo os produto dos mesmos, e a promoção e venda de aulas e oficinas de artes e artesanato para turistas e artistas que venham visitar a cidade 
· Em parceria com artesãos e artistas independentes e associados, desenhar e inagurar uma Feira de Artesanato semanal que possa atender tanto o público geral da cidade, como também o turista nacional e internacional (veja o exemplo de mercados parecidos que abrigam grande numero de informais como também informais).


	Liberdade Curuzu



	Profissionalizar o Corredor Cultural para otimizar a renda dos moradores locais; dando apoio às empresas e empreendimentos comunitários ligados ao turismo, através da:

	· Formação dos organizadores do Corredor Cultural para acessar mercados, incluindo desenho de produtos e preços, gestão, habilidades de negócios, marketing, comunicação, vigilância sanitária; com acompanhamento e apoio ao longo de 3 anos
· Formação de empreendedores que estão / irão fornecer experiências culturais no Corredor, incluindo como atender as necessidades dos turistas, como forumlar planos de negócios, acessar empréstimo/financiamento/apoio técnico etc.
· Identificar e apoiar novas oportunidades de desenvolvimento para aumentar a renda e a penetração do turismo para outras ruas com atividades como Cama e Café, turismo religioso, turismo musical (e.g. utilizando o estúdio de gravação do Ilê Aiyê, trabalhando com artistas e artesãos que manufaturam instrumentos musicais).


	Aumentar a visibilidade do bairro como destino turístico, assim contribuindo para mudar a percepção do bairro:


	· Criar novos eventos e melhores mercados para aqueles que já existem (e.g. Desfile do 2 de Julho, eventos celebrando a vida de Maria Felipa, e novos eventos esportivos como a maratona de 2014, e uma futura prova de corrida de montanha – extreme running – aproveitando a geografia do bairro)
· Organizar uma viagem de familiarização (FAM) para agentes de viagens, operadores turísticos / empresas de gerenciamento do destino (DMCs), e hotéis localizados em/perto do Corredor Cultural 
· Convidar a mídia para descobrir o Corredor Cultural e outros novos produtos turísticos em Salvador (televisão, imprensa escrita, rádio, mídia social)
· Tornar o Corredor Cultural um Destino de Turismo Criativo (produto da rede de turismo criativo Creative Tourism Network  – veja também Porto Alegre Turismo Criativo, e o novo programa de turismo criativo sendo desenvolvido pelo Mtur em MG.)


	Itapuã



	Fortalecer a cadeia de abastecimento alimentar entre produtores locais e fornecedores do setor privado / formal de turismo, através de:

	· Estudo de viabilidade sobre a pesca sustentável e qualidade da água e biodiversidade na Costa Atlântica de Salvador, testando níveis de poluição do Pólo Industrial, com o objetivo de testar a viabilidade de aumentar e melhorar a pesca sustentável. Caso a qualidade da água e os níveis de biodiversidade permitirem, providenciar cursos de formação para pescadores em técnicas de, visando aumentar a produtividade e a qualidade da pesca 

· Criar vínculos sustentáveis com hotéis, bares, restaurantes e barracas na localidade para que possam ser abastecidos pela pesca sustentável e artesanal, que deverá ser considerada e vendida como um valor-adicional  

· Formação dos novos gerentes de barracas em como satisfazer as necessidades dos turistas (e.g. vigilância sanitária etc.)

	Envolver residentes locais em planos de turismo para re-estabelecer a confiança com entidades municipais responsáveis pelo desenvolvimento da área existente:

	· Garantir que uma porcentagem (no mínimo de 30%) das barracas novas sejam vendidas com preço acessível a população-alvo, para beneficiar o crescimento sócio-econômico da localidade, garantindo que uma parte do rendimento das novas barracas fique na comunidade e com a população-alvo.

· Garantir que uma parte dos empregos (no mínimo 60%) nas novas barracas sejam destinados a população alvo residente na localidade 

	Em colaboração com associações locais em Itapuã, incluindo a Associação de Moradores e com apoio do setor formal turístico, estabeleça uma nova Associação de Turismo de Itapuã, liderado pela comunidade e com participação da população alvo, para:

	· Definir a estratégia de gerenciamento de destino 

· Desenvolver atividades de turismo e eventos, melhorando as ligações entre os produtores de cultura e turismo na localidade e outros mercados

· Concordar ações para aumentar e melhorar a provisão de segurança policial para a comunidade e turistas, trabalhando em conjunto com a rede de guias e associações locais

· Garantir que o desenho da infraestrutura da praia seja um reflexo da identidade do destino

	Aumentar o apelo da localidade como destino turístico, em primeiro lugar para turistas locais e nacionais, seguido por turistas internacionais em seguida, através de:


	· Desenvolvimento de atividades de aventura ‘soft’ e atividades de turismo de bem-estar ligadas a praia e a lagoa. Providencie acesso a apoio e aconselhamento empresarial ao longo de 3 anos

· Agendar eventos que capitalizem na identidade cultural de Itapuã, virados ao turista nacional/internacional e.g. eventos de escultura de areia, poesia, canto, festivais de windsurf etc. 

· Fornecer áreas de lazer e infraestrutura de lazer adequadas para famílias na praia

· Apoio formal para a capacidade atual de promoção de eventos existentes (e.g. a associação e página de internet Itapuã Cidade)


Annex 2 – Minutes from Consultation Meetings (ENglish summaries)

Report 1: Consultation Meeting with informal sector, CRAM, 10 June 2015

Notes by Alana Santos Souza
The meeting started at 2 pm on 10 June 2015, with the consultants’ presentation, outlining the objectives of the PRODETUR, the objective of this study on afrodescendants in the tourism value chain and the objectives of this consultation with the informal sector in particular. The study aims to analyse the barriers and opportunities for afrodescendants of both genders in the formal and informal sector of the tourism value chain in Salvador, in the areas of Pelourinho, Liberdade/Curuzu and Itapuã. From this collection of information, recommendations will be made to the IDB, SECULT and SEMUR to promote the inclusion of low-income African descendents in the tourist sector.

A1: Talks about the need for improvements in the area of Pelourinho, which has suffered from abandonment and the inversion of values which makes it difficult to show his work. The chaotic environment disrupts his work, because tourists tend to assume that all the inappropriate behavior (and ‘marginalidade’ – pejorative term) from others (street sellers) who frequent the area is the rule, and then eventually they despise and reject the work done by (serious) artisans like him. He proposes the possibility of setting up a larger infrastructure (site?) to exhibit artisans’ work either with a commercial perspective or a non-for-profit perspective (more artistic) with the support of the local government. 

A2: Wants improvements in the appreciation of grassroots African culture, promotion of fairs, festivals with various segments (capoeira, handicrafts, typical food), which will thus boost tourism, and increase visits to Pelourinho. He highlighted the issue of harassment of tourists by local street sellers. Strengthening the control over ‘baderneiros’ (pejorative term meaning people in the street), including informal street vendors that cause chaos and bring disrepute in the area. He also tells of many situations caused by those ‘baderneiros’ which cause neglect and devaluation of other serious workers (such as himself and other artisans). According to him, the Prefeitura says that there’s overpopulation of informal street vendors in the area where he works (Praça da Sé) but they (the authorities) do not propose any solution. 

A4: Told of his numerous presentations in the capital and in several countries and highlights the difference in the artist’s treatment in a foreign country and the marginalization they face in their own state. Highlights the desire for greater support and promotion, as well as financial support for formal and informal workers in the capital. The non-payment or serious delay in payments after concluding services rendered to the local government is also one of their criticisms. Projects are constantly delayed and shelved by public agencies, always with the excuse of state accounts. He tells an example of an episode with SECULT with the request for a subsidy/support for an activity and the neglect suffered by him from the institution. A4 also points out that ‘racial issues’ cause African activities to be undervalued, like Candomblé, capoeira, baianas and all kinds of cultural activities with originate in the African heritage.

A3: Points out the excessive bureaucracy faced by applicants when making funding requests from public agencies and says that she hopes something positive comes out of all this impasse. She agrees with A4 with regards to the contempt shown for informal categories of Salvador, especially when related to African roots.

Asked if black women in the informal sector suffer even more, she claimed there was progress regarding gender issues, but claims there is discrimination against African origin adornments/costumes used by most of the baianas de acarajé and a lack of understanding with regards to the need to keep/perpetuate the objects of tradition. She says that baianas are dressing less and less according to the traditional culture and are assuming a dress code that’s more “acceptable” in order to continue with their business and have more public acceptance, especially when you are located near religious places. She states that the term “African origin” is a social encumbrance, often carrying a negative connotation.

A4: Recalls some important masters of capoeira (who died in poverty, with no pension, no recognition of their cultural contributions) and also tells about a situation in which Capoeira titles were not recognized/used at one event held by the state. Masters have to fight for their titles to be recognized at public events and actions.

A1: Explains the lack of infrastructure for events in the capital and recalls that the Day of Black Consciousness is a public holiday in other states, but is little publicized in Bahia, the state where the majority of the population is black. In the Black Consciousness’ events held in Salvador, everything was badly organised and lacked any dedication by the authorities which did not use the opportunity to promote an improvement in the self-esteem of black people in the city.

A4: He says that city guides take tourists to certain places because they get bribes, forgetting the other sites that have something to contribute to tourism.

A3: Points out the difficulty of transport to access to tourist sites.

A4: Agrees and suggests that alternative transport means should be provided for better access and also improvements in security in order to preserve/take care of the tourists.

A3: Summarises the lack of incentives (financial) for excursions to all the sights

A4: Says Masters typically do not charge for the capoeira sessions they lead. He just wants recognition of their culture and adds (ironically) that if without charging they don’t receive support for the promotion of his capoeira, just imagine if they were charging! They only charge for filming. He then explained how he rescues vulnerable youths that are marginalized or in danger of becoming criminals by including them to the Capoeira sessions and initiating them in this discipline/art.

A1/A2: According to him, the craftsmen/artisans are targets of persecution by the public agencies, but in some places they (the artisans) denounced this persecution to the State’s Attorney General (Ministerio Publico). Harassment and aggressive approaches by the authorities are part of the problems faced by the artisans. In addition, there aren’t enough opportunities and events for foreign and local artisans to exhibit their work so they end up working on the sidewalks and thus the authorities turn on them, often with verbal and physical aggression. He said that the persecution is frequent, and due to this situation there was a meeting of informal workers by SEMOP fearing reprisals and unrest, which presented a proposal to appease the conflicts faced by street vendors. He reports that part of that proposal requires re-registration by street vendors and notes the difficulty of finding a location that is approved by the public agency. Street vendors and artisans want to be legalized, but they also want guarantees that the locations they will be given are of good quality otherwise their livelihoods are in danger. According to him the last registration was done under the previous administration.

 A3: Says that these projects/proposals of registration are not sustained through different administrations, because every new administration sees all these problems but they remain without solution.

A2: The issue of being called ‘illegals’ makes them feel marginalised, without any support.

A1: He says that art should be widely exhibited and welcomed in the Historic Center, as he believes that this is an ideal place for artistic expression.

A3: There is no visibility for the informal sector

A1: He shows a number of pieces of paperwork he received as part of this new drive for ‘legalization’ and reports that he has suffered from a lack of responses from the public agencies and that although he follows the application process, the places he proposes to exhibit his pieces are always refused. He points out that they suggest he obtains the license, but they always deny it, claiming there is no more space for him. They are often induced to seek help from some politician to achieve any positive results. He also suggests that the historic mansions, which are now abandoned, could be reused as social spaces for the community, promoting the teaching of various crafts.
A2: Shows pictures of his workplace which he sent in support of an application to be licensed but was later denied.

A1: Verbal agreements are then made, but then they have no guarantee when they are approached/harassed by the police. He tells that they had the support of an employee of the Prefeitura who believed and encouraged him to continue with his work. He refused to name that person because s/he could get in trouble for ‘helping people’.

A2: Reports the episode of an exhibition at the Ladeira do Carmo where they were asked to present to the State and the municipality the raw materials of his works. He tells that they are used for these events, but then they are readily forgotten by the time they need assistance. Stories of more and more broken promises are reported, indicating that there’s no longer an incentive for them to attend training courses and also when they take place in the city the prices are generally inaccessible to informal workers.

A3: Reports that even without a license from the prefeitura, 3955 Baianas (mapped throughout the city) have continued its activities to support their families.

A1: The public agencies decide if the site is suitable after evaluation of the worker’s suggestion.

A3: The rule imposed by the authorities in the Largo de Amaralina was to keep 50m away from one another. There were about 32 baianas at the same place and all in the exercise of their activity even with the competition. She reports that due to this neglect/lack of understanding by the authorities and poor site conditions, many of them abandoned the Largo de Amaralina for other, non-regulated points.

A1: Inquires into the purpose of this meeting and will the project help with these causes.

Consultant 2: Explained the processes to be taken with the research and information collected with the meetings.

Consultant 1: Followed with explanations regarding the importance of complementing the statistical analysis of the tourism sector with these qualitative consultations.

A1: Asked whether the information acquired at the meeting about the harsh reality of their daily lives would be shared because he fears retaliation from third parties.

A4: He said representatives of public bodies are aware of the problems faced by informal workers, but prefer not to care.

Consultant 1: She said that the look of someone who comes from outside can highlight what is no longer perceived by the locals as a problem, what the locals may consider even banal.

A3: A new conflict was addressed. The emergence of acarajé of Jesus and the exported acarajé and the reluctance of the Bahia state for not dealing with the actual product that it sells. Says it offends the culture, the heritage of African origin, and undermines the appreciation of the acarajé as a cultural asset. NB from consultants: This refers to the new producers of industrial Acaraje that don’t follow any of the traditional ways of preparing it and they also export it. There’s no protection of the Intellectual Property and cultural property of the Acaraje de Bahia.

A4: He states that the black defending his story is considered problematic because it is expected that black people be always submissive and conniving with everything.

Consultant 1: The speaker thanked the visitors and asked them to reflect on three improvements that they most desire at that time.

A3: The biggest barrier is the new product (industrial acarajé for export). With this facility, the baianas are forgotten because there is no respect of cultural tradition. She sees as a solution, training the exporters of the product in order to have a real sense of the work of baianas and the perpetuation of African origin identity.

A2: He refutes the conflict of the products and their origins, heritage and tradition.

Consultant 2: Will look for a solution to this impasse in the context of these new marketing possibilities.

A3: Details case of Perini (shop), which has a Baiana in their establishment selling acarajé, but without the use of the board, which runs against the tradition.

A4: He wants better treatment and respect, as well as a lifelong project to raise awareness of fostering/promoting informal workers. Reports that he has no retirement/pension after providing Capoeira projects throughout his life, even though he has always paid his contributions to Social Security. He calls also for legal advice for less educated people to clarify doubts relevant to the problems faced by this sector of informal and cultural workers.

A1: He wants an approach that provides more respect for workers and their requests for support/funding for equipment to improve their techniques, in addition to a space protected/guaranteed by the Prefeitura in the Cathedral Square (Praca da Se) and also the creation of workshops where they can show their pieces which would help with increasing their income and their visibility. These workshops could be placed within abandoned public spaces in the area that could be targeted for social projects. 

A2: He agrees with the idea, but points out that the remuneration for these social activities must be fair.

A4: Reports the plan More Capoeira, where the monthly remuneration for two shifts is R $ 335.00 (three hundred thirty-five reais). NB: This is approx. 50% of a minimum wage in Brazil.

A2: Asks Consultant 3 about their first meeting and her impression about them when she saw their work. 

Consultant 3: She considers their art unique, and that she was well received and in addition she made a purchase from the artisans. She believes that it is necessary to appreciate and promote these artists, so that everyone understands the importance of African descent culture.

A2: He inquires about use of standardization of Prefeitura [NB: Orange-coloured vests]

Consultant 3: Believed to be possible to combine the two options, where the artist would keep its identity but would also make use of standardization by Prefeitura

A2: He believed to be of greater value to passersby and not for them. In the case of baiana they already have identified only with his dress.

A3: According to her, receptive baiana (NB: those that don’t cook Acaraje but mostly act as greeters of tourists) often have no record with the association of baianas.

Consultant 3: The orange vest is not a symbol of authenticity. She suggests something that identifies the workers but without neglecting the cultural and identity templates.

A2: For him, artisan producing is already authentication and does not require any adornment of legalization.

Consultant 3: She suggested possible seals for validation of products that will be resold and exported products. [NB: Made in Salvador?]

A1: Raises the question of the distinction between the buyer (commercial buyer) that purchases products from the artisans for commercialization versus the artisan that actually produces and sells his own products. He believes it is necessary to distinguish between these two categories.

A2: They (buyers) claim to be representatives of artists (producers) and the artisan, but this stance is unacceptable. ‘They do not represent us’

A1: These commercial buyers and re-sellers end up having more value in the eyes of the authorities even though they are not the actual producers/artisans. [Note from the consultants: The authorities may find it easier to deal with one commercial buyer that has dealings with many artisans instead of trying to deal with a large number of artisans. This is a false efficiency, although commercial buyers do have value with regards to the type of information about commercial channels that can be collected from them. This point is clearly the basis of a recommendation for institutional capacity.]

A2: Calls for a real transfer of this information (for the consultants to tell the authorities about these problems). Finally, states that visitors are not finding the historic centre very attractive and therefore tourists do not usually spend much time in the localities, thus failing to discover numerous cultural and artistic valuable manifestations.

A3: Asks about the restricted choice of neighborhoods (by this study) and claims that many other places suffer from the same problems.

Consultant 2: Finishes the meeting and addresses the particular concerns of guests.

Report 2: Consultation Meeting with Public SECTOR (Government), CRAM, 11 June 2015

Notes by Pedro Henrique dos Santos

The consultants introduced each of the members of the team working on the IDB study. They spoke about the context of the project, highlighting the objective of the research study, following a series of headings on the flip chart paper on the wall.

This was followed by a round of introductions, where the consultants asked the meeting participants to introduce themselves.

The participants were all invited by SECULT, and represented the various departments in the Municipal Prefeitura of Salvador. They are identified below by codes.

Interview report:

Consultant 2 provided some additional information on the research carried out by the team for this study, which included bilateral interviews with some of the organisations present at the meeting, and an initial mapping of relevant municipal government initiatives which promoted afro-descendants’ rights and/or participation in the tourism sector. She then handed the participants post-its and asked them to write down an example of how their organization promotes the interests of the low-income Afro-descendant citizen.

P7: Informed that SPM works with women but does not consider the color of the person. She highlighted that although 80/90% of Bahia’s population is Afro-descendant she does not do any work in SPM thinking specifically about race.

P8 asked for clarification as to what the question meant

P4 asks if they will have a moment to explain the things they wrote.

P6 asks what they mean by saying low-income African descendants.

Consultant 2 explains where the concept comes from.

P6 questions the fact that being Afrodescendant already implies they are in extreme poverty.

Consultant 1 says 80% of Afro-descendants in Salvador are considered to be on a very low-income.

Consultant 2 explains that the target population (low-income Afro-descendant) was defined by the Inter-American Develompent Bank (IDB).

Consultant 1 adds that this is relevant given that many Afro-descendants earn between 1 to 3 minimum salaries, which constitutes a low-income.

P4 The post-its are read out.

P6: FIEMA’s objective is human development. Literacy is not something we work on as there is already a program designed to tackle this. But FIEMA mobilizes and articulates with various organisations across government [and civil society] so the mothers of children in municipal schools can go back to school. Beyond that, there is an increase of the educational levels (women away from school for more than 10 years). There are workshops to encourage these women. There are scholarship programs in colleges such as Maurício de Nassau and Visconde de Cairu for women who have been over 10 years away from school, and also for Afro-descendant women. It is advertised in the Diário Oficial,
 in blogs and other social media, there is lots of demand for workshops in the communities. There are a lot of requests. There are workshops for Portuguese language and writing practice aiming at getting the students ready for the Vestibular.
 The demand for places is higher than the offer available. In three semesters, 120 women were helped.

P5: the Casa Civil acts as a support. It doesn’t implement projects. In the context of the Municipal Strategic Planning process the closest thing [aimed at Afro-descendants] is an initiative in which Casa Civil and SEMUR award a label for racio-ethnic diversity the Selo de Diversidade Étnico-Racial. In order to earn the label companies have to meet a series of requirements, including the presence of Afro-descendant employees. We’ve already reached and gone beyond the goal we had when the label was set up. The municipal government had a similar project in the past, but the companies didn’t get anything in exchange from participation, nor really had to do anything for it – now there is the label. There are also financial issues and recognition for participating companies – there are leaflets with the names of registered companies. This is an ongoing collaboration between Casa Civil and SEMUR.

Consultant 1: Could you tell us a bit more about how it works?

P5: We give SEMUR some technical help if there are any problems arising in developing or implementing the programme.

P4: Casa Civil has an institutional articulation role within the Municipal government.

P6: SEMUR creates a public notice and interested companies then enrol themselves. Depending on whether they meet the criteria, they are awarded with the label.

P5: The goal for this year is to award a total of 80 companies with the label, new and current label-holders.

Consultant 2 suggests increasing the goal.

Consultant 1: Do they pay any fee for this? (No)

Consultant 2 asks if there are any checks or evaluation of the data submitted – how many Afro-descendants the companies hire, what kind of actions they perform etc.

P5: The Casa Civil has a report of which companies have the label, and also does auditing of how many were awarded with it, which companies applied and where they are.

Consultant 1: It is important to check which are the companies that are not get successful in getting the label, and whether the label could be taken away from the company – if there is an expiry date, so to speak; or if they no longer comply with the terms of the label.

P4: The label is awarded annually. So the companies have to meet the criteria and prove they do so annually.

Consultant 1 cites the case of the ABRINC label which lost its credibility due to the label being too easy to get.

P4: that is why we have this annual objective. Note that it’s not necessarily the same companies from last year which will be awarded the label again this year.

P6: it’s important to consider that the companies can change their areas of expertise in this period of time

P4: If we think that in Brazil, a company lasts one year and a half generally.

The discussion moves on to other participants. 
P1: We function as if we were a little Serviço de Atendimento ao Cidadão (Centre for Citizen Service – SAC)
. The citizen who uses our services is diversified. But we’ve observed they are low-income people. The Prefeitura Bairro
 was created to facilitate these services. There is great demand for our services and we facilitate the life of many low-income citizens (not necessarily specifically Afro-descendant). There are actions in the streets and community actions. For example, the mobile health clinic (Caminhão da Saúde) truck, the Delegacia Regional do Trabalho (regional labour delegation – DRT), classes on recycling and other services, advising people, etc.

P9: This process comes from the creation of administrative sectors. The idea is to get the citizen closer to the government. Because the neighbourhood we work in is a place with many low-income people, we listen directly to the community’s complaints, and act as a bridge between them and the mayor. We help the citizen to have an entry-point to government where he needs it. This week there will be a Women’s conference. We are always there trying to do what the people ask for.

Consultant 1: Are there data related to race on the service users you work with?

P9: The prefeitura bairro today (in the other capitals it is not open to the community) serves directly the citizens. We’ve opened a place both for institutions and the ordinary citizens. The data platform is the “Fala Salvador” and it is in the beta version (being improved). There is loads of information that can be used as statistics. In some cases, if solicited/requested, there is information about race, education level, etc. It’s defined by the service (not all of them include these data). For now, the platform is not that good. It’s possible to compare information according to the city’s neighbourhood. There are direct requests from the region. For examples, the Primeiro Passo project – it’s possible to know where there are women, mothers, who need it.

P7: We don’t think about race in our work, but we do about gender. Women who were abused or who are at risk of being abused. There are prevention and public policies – assistance is provided during certain periods. There are workshops about food and cooking, we teach women to be entrepreneurs working with food. We will also have online information centers so that women can have the autonomy to feel strong enough to leave their houses in domestic violence contexts. I just checked our application form now and we do ask about race but not about level of educational attainment.

Consultant 1 points out the necessity to add this information it in the data-collection system and questionnaires/forms given to the CRAM’s users.

P3: We hold cultural events in Barroquinha, predominantly performances made by Afro-descendant people for Afro-descendant people. The cultural space we have is designed for this. The performances are mostly by Afro-descendant artists and the public is mainly Afro-descendant too – race is our main concern in FGM.

Consultant 1: how is that promoted? I imagine you want to expand what you are already doing by promoting it too.

P3: the cultural producers do it themselves. They attract the public. This job is already done by the producers. There is an increasing number of people who are interested. We don’t have any systems in place to check if the numbers of users are increasing, though.

P2: FGM has African gastronomy workshops as well.

P3: our public varies a lot. There are African gastronomy workshops but the public attending varies. This is held at the Casa de Benin cultural centre.

P4: There is difficulty with the focus on race in the context of PRODETUR. SEMUR’s purpose is to apply public policies on racial reparation, which we didn’t have before. We will only have this included in a transversal way once we get beyond doing the bare minimum. I think SEMUR is fundamental for this process. In the PRODETUR we are making this socio-environmental diagnosis [of which this study is a part] that will allow us to make suggestions. The question is how to use the data available to show what is the insertion of Afro-descendants insertion [in the sector]. I understand that the negative [historic] legacy is really big. SEMUR is about reparation for what was done, to come out of the negative [balance]. When we have this culture in place, then we can ….Consultant 1 asks the participants for a second example of a relevant action.

P7: So you are looking for actions related to low-income Afro-descendants only? [Afro-descendants in general, low-income Afro-descendants in particular]
Consultant 2 clarifies that that’s the focus but the actions suggested by the team will be for Afro-descendants in general and also for the tourism sector.

P7: for the tourism, I can only think in our gastronomy workshops and the information center.

P4: the Prefeitura has a quota system whereby 30% of jobs are reserved for black people.

P5: talks about the COMAS. SEMUR organizes workshops in each of the Secretarias to develop a plan to tackle racism. The Observatory for Racial and LGBT discrimination was also reformed and reopened. It was restructured by SEMUR.

P6: Another thing promoted by SEMUR and the government is the exemption of taxes for Candomblé houses [so that they now have the same tax status as churches].

P9: it’s result of meetings like this one. It’s a way for the people produce with their culture. Crafts, art museums, art in an all-encompassing manner. It is something that would be always remarkable: The African descendants as a culture producer.

P6: based on this, why are you focusing on formality rather than on entrepreneurship? For example, for the craft person from Itapuã or Curuzu, will there be jobs for them?

P4: reminds her that the first consultation meeting was with the people from the informal sector.

P5: Talks about the “Boca da Brasa” project, which isn’t focused on Afro-descendants but ends up doing so through the kind of work it does. 

P6: I see the project with two different pathways. There are children who never went to a theatre, but then it’s also about making the link between Boca de Brasa and schools, and with the Mais Educação programme.

P9: that’s more or less what I was just about to comment on. In order for you to be able to itinerate, to export, we need to strengthen the informal culture.

P9 talks about the importance of the experience of people here in Salvador [role models, mentoring] 

Consultant 1 asks about transversality – concretely, what are the mechanisms in place to articulate between these segments of race, gender, environment [These are the three areas the Mayor has designated as transversal issues in the municipal government]. She asks how the offices/agencies discuss about these transversal themes.

Consultant 2 talks about the Secretarias that work with race – SEMUR, SPM, SEMOP. Thinking about issues like health, education, jobs, social-economic matters, is there any interdisciplinarity between the different offices?

P9: the Secretarias and offices don’t usually talk together as much as they should about these issues. There isn’t enough talking.

Rose says that there was a lot of articulation between the offices, there was even a working group on women which included many Secretarias. The current mayor’s management style is focused on strategic planning.

P4 sees the Casa Civil as being the repository for this link of reaching the grassroots. He says that, when actions are planned, the possible outcomes are also thought. If the primary objective of one secretaria is to think about jobs and incomes then it’s clear that it also has to have a relationship with SEDES, for example.

Consultant 1: We would like to know how things are currently organised. For example, who convene people in a particular Secretaria in order to deal with such cross-cutting issues?

P6: it depends on each Secretaria and people’s responsibility and also the issue. Gender is SPM, afro-descendants and black people is another secretaria [SEMUR].

Consultant 1: Does SPM want to collect data to help women…?

P6: SPM articulates with the Secretario and the Mayor/a . There are meetings every three months to organize this.

P7: there are some people we look to work with in other Secretarias. In health, in education… There’s also a fair, which is part of a project we have and happens every semester. Then there are a series of actions and we are interacting with all the Secretarias.

Consultant 1: Who does the follow up to ensure that there is accountability for carrying out these agreements?

P7: we have a management sector to look after this matter. They are already our partners. The same thing as what is happening here takes place: SECULT invited us, telling us how important this was and so we came. The articulation is like this, it is done directly, from one secretaria to the other.

P9: We need really defined processes.

Consultant 2: provides the reason for this question. We all work on different themes, with different objectives, and there are lots of working groups, but we know that not everyone has convening power and not all working groups success in working on cross-cutting issues in the same way.. It depends on the objective, who convenes, what time colleagues have available etc….

P5: The Management Plan doesn’t focus on Secretarias, but rather on thematic areas. It was created together with the Strategic Planning process, which is what I work on nowadays. In all the projects, there is one Secretaria who is the inititator, but there are lots of different configurations as to which secretarias do/don’t work together and how, the same goes for the prefeituras-bairro. 

P9: here in Salvador there are different companies who often do really similar things.

P5: The creation of working groups is not always an efficient solution. We try to be intermediaries. For example, we saw a problem in a civil work and we couldn’t handle it so we call our boss. We have weekly meetings with the different stakeholders to deal with issues like this.

Consultant 2: the Strategic Planning Process poses this challenge for the Secretarias, and the mayor tried to solve it by creating thematic areas then.

P5: Thematic area -> initiative -> managers responsible for it. One initiative = one secretaria, generally. The Casa Civil charges both responsible.

P4: in the case of the PRODETUR, it’s all settled directly with the mayor, as if there were contracts establishing each one’s role. The Casa Civil is the bridge and the Secretaria responsible for following up and holding others accountable.

Consultant 2 asks if they have more examples of coordination or lack of it.

P4: talks about the cooperation terms with specific projects. It works when they have really specific objectives.

P6: even if they change the head of the office, the contract has been signed so it’s necessary to complete the work. It is already guaranteed.

Consultant 1: thinking about tourism, what are the biggest barriers faced by Afro descendants in working and having better positions in the tourism area?
P7: educational level, they have a poor mastery of languages (including their own), difficulty to communicate. Almost all the population in Salvador is Afro-descendant.

P6: one of the biggest factors is the educational level. Salvador was the first capital of Brazil, and also the first to get slaves. Then, there was the abolition of slavery but there was no process of social inclusion. It’s been two decades now, that Afro- descendants have been looking for this process of social inclusion. In the last decades, we can see more Afro-descendants in universities. That’s why is so difficult to see them in this area, since it’s so demanding. We even tried a partnership with ACBEU in Canada so they could teach English to children in municipal schools. It’s too difficult for an adult with low educational levels and working in the informal market to change this situation, though.

P5 asks if the researchers had any other hypotheses about this problem.

Consultant 1: we have some hypotheses related to racism in the context of national tourism (rather than international). International tourism isn’t the biggest source of tourism of people travelling to Salvador – and they are looking for this Afro culture. However, most of people who come to Salvador are from Brazil.

P6: they think people here are going to rob them.

Consultant 1: This insecurity feeling is related to race.

P9: I think if we teach them how to be good at something, we will decrease inequality related to work (the idea here is divide an action in parts and teach different people to do each one of the parts). The correct use of Portuguese… Maybe a person speaks better English than his mother tongue. Maybe, we could segment an activity and teach them how to do that thing. Direct the activities. Respecting the things that have happened in a certain way from the beginning of time and trying to change it little by little.

Consultant 1: There is the question of the tourism sector, the job opportunities offered to Afro-descendants and what kinds of jobs are offered (i.e. management levels).

P6: another barrier is the quantity of jobs on offer. Are there enough jobs for everybody in the tourism sector? There are job positions, but there aren’t qualified people.

P9: we need to qualify people thinking about particular segments.

P6: There’s the possibility of insertion in the first job. There were some courses created by SEDES/FIEMA/PRONATEC. The job market looks for experience, but then what? This was meant to create opportunities for people’s first job.

P4: it’s necessary to train the job market (i.e. employers) to think outside the box.

P7: it would be interesting if you started in the universities. The universities have difficulty in keeping the tourism courses running. I used to talk a lot with students and even those professionals who had lready graduated, at the time the job market was really good but the further they could go was to be a chambermaid or a waiter. They never were promoted to be a manager. This started to cool down the job market. Think about it: if the person has a graduation diploma and can’t be a manager…

Consultant 2: Why couldn’t these people go beyond being a chambermaid if they were qualified?

P4: It’s because of the job market’s demands. Sometimes people say we don’t have qualified professionals but is the job market qualified? Why do they demand 6 months of experience?

P5: The 6 months works as a filter.

P4: We need to train the job market.

P9: What attracts the tourist to Salvador? So that we can then train our people. What does Salvador have? Carnival, beaches… We need to identify the kind of tourism people look for. We can’t focus – beach, carnival, architecture, museum… Tourism’s concept is too broad.

P4: culture, beach and sun, syncretism…

Consultant 1: there are lots of elements to have a well-defined offer. But there is still a need to define and promote the offer with very well defined points. Why would they come to Salvador?

Consultant 2: there’s the tourist who wants to come to Salvador, who values the Afro-descendant culture and then, when s/he gets here, it’s not necessarily something that fulfils his expectations; whereas the tourist from Brazil values other things.

[?]: they want to see what we have but there’s nobody to show them what they want to see.

P6: there’s the Mulheres de Calafate association – community-based tourism by women. Most of the tourists are foreigners who want to visit the community. There are students from Salvador who book them to see it. people from Rio de Janeiro come to see them too.

P4: People from Rio come to see it because they have a well-defined community-based tourism policy.

P6: Hotels don’t talk about this service to the tourist. And yet it exists.

P9 leaves the meeting (15:54)

P4: A community-based tourism project needs to be built with the community in question. What is the attraction they have? Is there demand from the tourists? Do the tourists want it? How much is it sold for? The tourism agent, hotel owner, is not going to know it exists if the product is not really a product. Sometimes there are actions but, what product do we really have? He’ll go there because they want to live the experience – he wants to eat, do tererês (a kind of braid), and be in touch with people. It’s the experience. In this point, I agree with P9 – it’s far more complex when we talk about the big picture.

P5: we almost don’t explore the capacity Salvador has to attract the European tourist. We explore too little the Calafate, São Bartolomeu district.

[?]: it’s because of the lack of internal organization. We saw this in Santo Antonio which has just as much potential as Curuzu but it isn’t organized.

[?]: why do we have Curuzu? Because there’s an articulated community that gathered themselves together in order to do that. Salvador was dilapidated, it had a bad image. First of all we had to recover the soteropolitano (person from Salvador). 

P7: it’s difficult to see people walking around Pelourinho, at any day or any time.

P4: about 12 years ago, Pelourinho was a very popular place – it was the ‘point’. Now I never go there. 

Consultant 1: what are the people who received the PRONATEC training doing now?

P5: about 15% finished the course. They don’t inform us who finished the course. There’s no divulging of this data. There is now a working group to discuss the PRONATEC. We’ve discussed points that are barriers to the whole society. The racism in people stops others from being promoted to higher positions.

P6: we’ve never discussed what P5 is telling us – the fact that the tourist doesn’t want Afro-descendants to serve him.

P7: people are afraid of talking about racism.

P6: For the person who starts as a chambermaid, it’s going to be difficult to get to be a manager.

Consultant 1: there are Afro-descendant people with higher levels of educational attainment than white people who received a lower salary. In countries like Venezuela, talking about racism is scary. There’s a discourse that says we are all the same, but at the same time we know people are treated in a different way. When we take a look at the salary difference even when both people have the same working experience…

P7: we used to talk a lot about this in the context of men and women, right? Nowadays, we’re starting to see a focus on race.

P4: it is not only in the tourism sector, right?

People – it’s a structural problem.

P6: it has never been thought of in this sector.

P7: people are afraid of going deeper on it and we still have the question of people’s age. If you are Afro-descendant and above 40 years old…

Consultant 2 asks if they have any questions or comments.

P5: the companies have to commit themselves to do something. But there isn’t a percentage of Afro-descendants that each company has to have. The company commits to the label and already gets it. From the moment you start advertising it, you can be more demanding about it as well.

Consultant 2: I suppose it’s a starting point, isn’t it?

P6: Points out SEMUR is the only Secretaria in the country dealing with race which has ‘reparation’ in its name.

Consultant 1: it’s the only one in the whole Latin America.

There’s a discussion about the role of the IDB in this issue of mapping and analyzing the tourism sector with this focus on Afro-descendant participation

P4: The PRODETUR represents 11% of what we would like to invest in Salvador. We have the plan of what we would like to Salvador regarding tourism.

Report 3: Consultation Meeting with Formal SECTOR (Trade), SECULT, 12 June 2015

Notes by Pedro Henrique dos Santos

The consultants introduce themselves. The guests present themselves too.

Consultant 1 presents the material written in the flip chart paper with the context and objectives of the research. Consultant 1 presented the product of the consultation. She asks, focusing on the segment, what are the greatest challenges and opportunities of each one of them.

G2: Asked if the project is only for African descendants.

Consultant 1: Explains that the aim of the project is to be inclusive, looking at opportunities in the tourism sector for all groups, with an emphasis on afrodescendants. 

Consultant 2: We want to understand better the opportunities and obstacles faced by afrodescendants within the tourism sector.

G7: questions if they have to talk specifically about the areas listed (Liberdade, Curuzu, etc) in the flip chart paper or they can mention other parts too.

G8 says this is a specific action but there are multiple actions related to the tourism (covering the other parts too).

Consultant 2 explains why the chosen areas were chosen.

G2: wouldn’t it be better to ask the people who work in these places rather than asking us?

The consultants make clear the fact they have already collected data from people who work on those areas too.

G1: It’s necessary to promote cultural participation, programmes that direct tourists towards this (afro) culture. Today is not that much but there were a great number of African Americans tourists coming from the USA in the past. He says the Festa da Boa Morte in Cachoeira (interior of Bahia state, not Salvador city) used to be very popular amongst tourists and now there are only a few foreigners coming to see it. The African American and French people are interested. The decrease of people is a consequence of the worldwide crisis. Another problem we can point out now is the possible Cuba opening (competition for Afro culture tourism). The problem in taking the tourist to visit religious afro activities (Candomblé houses, for example) is the suspicion from the people who are visited – they wonder about the reasons why people want to visit them. We need to be very careful dealing with these visits in a respectful way, without banalising what is a religious experience which is very ancient. People are ready to open their door but without respect from the visit coordinators, we have a problem. We are handling ancient inheritances – thinking about the religious part – but…

G3: it’s necessary to prepare people before they go there (to the Terreiros de Candomble).

G1: the tourists think it is something exotic but it isn’t. We need to be really careful with this point.

G2: the idea people have comes from the movies they watch and these movies are harmful. Sometimes they show it as if it were something related to voodoo or something similar and the tourists want to see exactly what they saw in the movies. It’s necessary to inform tourists better.

Consultant 3 question: does this misinterpretation/misinformation occurs both with international and national tourists?

G5: Both. There are two sides of the African descendant culture. The life in Salvador is totally filled with this culture in a daily basis, not matter the race of the person. When it comes to the tourism, we always go towards the afro. To include these low-income people and take the tourist to where this culture is happening are two different things. We take the tourist to know the cathedral of Bonfim, for example, focusing on the importance of it for the architectural value of the city. If he wants to watch a mass however, he will do it by himself. What you need is to prepare a touristic package for what the tourist wants. But it doesn’t exist as something already ready/done for the African descendants either in advance or at short notice. All the time we need to create a package tour from scratch. It’s too difficult to make it something profitable. And we still don’t know how to ‘sell’ the religious bits?

Consultant 3: who do you think are responsible for creating these package tours?

G5: it must come from the receptive tourist and the public authorities because they have responsibility for security activities and access to some areas in the city. So far we have just seen the public authorities creating something and giving it to the entrepreneur to sell and it has never worked.

G1: as a businessman, I do my best so the tourist doesn’t go to these places because I think it then trivializes it (religious activities), merchandise it and I don’t like it. It’s sad that capoeira and drumming are also part of the same things we have because there aren’t – religion is part of them too (of Capoeira and drumming).

Consultant 1: so it’s not possible to sell any part of it to the tourist?

G1: Although I don’t like to take them to Candomblé parties, I take them to talk with the people from there during the day.

G4: my concern, I’ve been working a lot with informal merchants… Thinking about my experience, my concern is how is the target audience (of this project) going to be empowered? The tourism is about things from the people – things they do because they were born in this environment. How are we going to transform this knowledge they pursue in money? Because of the low education level, the projects come to them but when their creators leave the community comes back to zero. They are not sustainable. A great concern for this project is how to maintain it. Who goes to the Corredor Cultural? Consultant 3 went there because she is an expert in the area of tourism.

Consultant 2: there are 30 groups per year.

G4: it’s not enough. We need it to be profitable. 30 per year is 2 per month. It’s not going to change their situation. There are some challenges with informal people: low education level, aggressive approach of tourists, weak job market.

G7: if you ask me how many people from Centro Histórico work there, it’s not enough people. It would be much better if we could use people from the neighbouring areas there but it doesn’t happen. When the high season comes they prefer to work in the informal market. At the peak (a few years ago), the profit was too high, there were a lot of tourists there. It has now changed and tourists have become scarce in a way that, when the tourist comes at the door of Elevador Lacerda, he is approached by three, four people and it scares the tourist. If you see the recommendations on Google, you will see people suggesting others not to go there because of this aggressiveness.

Consultant 1 questions if those recommendations are in Portuguese or English because it is rare to find clear online information about safety in English which could inform foreign tourists.

G4: Says there’s a lack of strategic design and informal sector tourism chain needs strengthening.

G3: The city and the state don’t promote Salvador anymore in the EUA, for example. There is no promotion of the Corredor Cultural. Sometimes a public agency does something but doesn’t promote it to the whole productive sectors/chains of the city. If these offers such as the corridor cultural are not on the hotel counters, there won’t be demand.

G5: it was created by people who are not linked to the local governmental agencies. SEBRAE gets an idea to mold it in a entrepreneurial way but the tourism professional doesn’t have a say in the project. She tells the story of a tourist who was looking for a “popular tour”. When she called the agency to know more about what this “popular tour” would be, according to the agency, it would be a tour with no itinerary in which the guide shows a little bit of the city economy. The tourist who solicited the tour was at Pelourinho but he hadn’t seen anything from Pelourinho yet. She tells she mixed a little bit the popular (Curuzu) with the Centro Histórico. When she got to the Corredor Cultural it was empty.

G4: the Corredor Cultural doesn’t usually work.

Consultant 3: thinking about Curuzu’s example, what is its problem? When she took this tour, she was with a person from AMAC as a guide. She had an amazing experience. Her question was: how is the tourist informed about this experience? Where is the problem? There is the offer but nobody knows about it?

Consultant 1: And who is responsible for that promotion?

G4: How is the population sustainable?

G4: I’ve been working here for a while and I don’t know that corridor cultural. It is difficult if there is a product but it’s not being merchandised – so it’s not a product, if it isn’t on the hotels’ counters it didn’t become a product. 

Consultant 3: would it be a problem the lack of professionalism of the product?

G1: you have to go to the right place at the right time and be very careful.

G5: There aren’t things such as roda de capoeira
 everyday. It just happens when somebody calls first. But I have to be sure it is going to happen. I can’t go there with the tourist to show nothing.

G4: When you go somewhere in London, you have products related to the place. When you go to Bonfim’s church, I don’t see products related to this place. There are some informal people selling fitinhas do Senhor do Bonfim
 but I don’t have any products specifically from this place. I think we can’t let this matter to be solved by the public agency. We need to empower the local people to make these things happen. There aren’t people going always to Curuzu but who needs to establish this flow of people are the people from there, not the public agency.

Consultant 1: what’s the role of the private sector in this?

G7: The private sector’s role is to support and promote it.

G4: Or even guarantee the attendance.

G1: but the companies can’t guarantee it.

ALL (minus G4): We need government support!

G5: And a time is necessary as well, isn’t it? In these informal segments people want instantaneous gain. When G1 (points at person in the room) takes 40 people at once, there’s instantaneous gain. When this attendance is different, local people start being cautious. Maybe, it would be good to have some public monetary support at the first moment, while the product is getting to the touristic market.

G7: In my opinion, we can’t depend on the public agency. The touristic area is really big. I think that if we make a choice of a number of products with a big group of entrepreneurs and try to promote them it’s not going to be that expensive.

G3: In Salvador we don’t have a place in which we find a cultural concert, ethnic food, or maculelê
. If Mercado Modelo worked at night and had serious people working there, it would help a lot.

G1: the street-sellers and artisans sell almost the same thing. Why don’t we invest in them as well?

G4: there are local craftspeople but they are not qualified.

Consultant 1: Informal vendors are not linked to the formal chain, but what you should realize is that whether you’re united or not, the whole of Salvador’s tourism sector is competing with the tourism sectors of other destinations. 

[?]: The fitinha do senhor do bonfim is produced in Minas Gerais!

G4: This happens because of lack of management (falta de gestao). There was SEBRAE in the past leading on this but when they left this task, there has not been any continuity either from the private sector or from the government. If the community isn’t empowered, when the resource leaves it, we will be back to the start.

G2: It shows that we live in a paternalistic society and it’s imperative that we change that. We cannot depend on the government to live. 

G7: we need to promote training in order to qualify people so they are more independent and we get prosperous projects and actions.

Consultant 1: what are the barriers the private industry faces in order to achieve this?

G2: education and qualification.

G3: we need education. We need training in order to qualify and include the afrodescendants. There exist some training offers, but they are not complete or effective. We don’t have it from the public agency and the S system
 takes very little care of it. G5 trains guides, I train chamberlains, but it’s not enough.

[?]: the main issue is the destiny promotion. With no raw material…

G2: When I talk about education it’s not just for the African descendant, it’s for the entrepreneur too.

Consultant 1: what are the areas the entrepreneur needs training on?

(post-its are given so people can write their training needs on them)

G6: the starting point is the lack of planning. Brazilian people (and particularly the Soteropolitan) have a short-term view.

G7: I’d like to make a comment and to criticize at the same time ourselves as entrepreneurs. Have you seen the actions in Pelourinho we are promoting? We have got to the limit and there was no way out. We created work groups and the first actions were thought there. We have had a meeting with the Tourism secretary and we pointed out a lot of things. I couldn’t see, in the Centro Histórico, people having each other’s backs. We never saw a moment when people could say what their problems are and how to solve them. The IPHAN, the IPAC, the SECULT, the SEDIS, and the community met and created 3 work groups: safety, minors, and culture. There are three culture squares at Pelourinho, there are events almost every day there but there is no promotion. We have to keep together so we can fight it.

G3: Suggests a knowledge update for entrepreneurs. He sees establishments with no websites or even email accounts. Nowadays, we need them to be up-to-date too, with technological advances so they can promote their product, interact. Some of them have methods that are not used anymore. They learned something 20 years ago and keep their minds in the past.

G5: Payments with credit cards, for example. If the agency works with credit cards, the tourist needs to go there to pay for the touristic package, there are some companies that don’t even accept credit cards. Meanwhile there are street-sellers who are getting their payments on their cell phones.

G3: We need to learn from each other and share stories of success that can inspire other entrepreneurs.

G2: We need more Management knowledge. Most of the entrepreneurs are there by chance but they lack all kinds of knowledge. I, myself, started to work in this area when the tourism was in its climax and, for me, being an entrepreneur was very easy. But then reality came, we adapted ourselves, but I didn’t start with the knowledge to be an entrepreneur. If I knew some things I would have prepared myself to a possible crisis. We need to learn what an entrepreneur is like, what to manage a company is like. I made mistakes, and I keep making mistakes, for lack of knowledge too. We have to be modern too. Another thing I see among my peers is the fear of talking about their problems, what they do wrong, because of competitors. I remember when SEBRAE tried to map this data and nobody informed them. We need to be humble and learn from/with the others. Be up-to-date, learn about success cases, etc. The entrepreneur needs to lower the guard and understand he is a social being.

Consultant 1: tells a case in another industry in Brazil where she provided support where as soon as the entrepreneurs realized the competition wasn’t the company next door but the companies from other cities they started to cooperate more amongst themselves.

G5: The three factors for success are: leadership, corporatism and joint work. We start with a project, then the mayor changes and the project is over. We need union in the sector and a group to lead. In 2010 we organized a congress in Brasilia, a region congress, and we organized visits in Goiás. I contacted people from Pirinópolis, I talked to a hotel and, when I told them what it was about, the hotel owner told me they couldn’t get so many people and afterwards he talked to other hotel owners and handled the situation. In Salvador, this would never have happened.

G7: I own a hostel and I work a lot with social Medias, as facebook. I led, organized, invited other 4 hostel owners and we brought a big group of tourists for an event with Ivete Sangalo. I created packages, including transfer, to students that come to events. I am allied to people from transportation, restaurants, and that’s why I said that if we keep together, I know it can work. Tells the story of the program Pelourinho empreendedor – a project that will involve the informal market, safety, culture, entrepreneurs, etc.

G6: The tourism entrepreneurs became what they are by accident. They have no adequate formation. But all the risk is of the entrepreneur – the taxes, the work benefits, it’s all on the entrepreneur. Maybe this is one of the big barriers – the challenges and the risks.

Consultant 3: do you hire people with Tourism University degrees for your the tourism jobs?

G6: There are not from the tourism undergraduate course because of the kind of work we do which is focused on business. But there are people from management, economy, etc. I need some people to work with logistics, though.

G3: we have the biggest resorts in Bahia. There are jobs at the base of the social pyramid but for the management posts you need to ‘import’ them (from other states). When you need a manager or chief position there aren’t qualified people in Bahia.

G6: We have a lot of non-qualified work force here in Bahia. And the qualified, when we find someone, is more expensive than in other places. The price is fundamental.

Consultant 1: in the statistics we have analyzed, most of African descendant people receive 1 or 2 minimum wages, the ones who get higher salaries are white people. In the interviews we have also seen data from afro people that even though are well trained never get to higher positions such as manager.

G6: when you interpret the situation thinking about the quantity of black people in Salvador, we need to consider 76% of people here are black.

Consultant 2: statistically it’s possible to see really clearly, in this universe of African descendants in Salvador, almost 80% are the ones who gets a lower salary. Despite the fact we have less white people in Salvador, they have the bigger salaries.

G4: there are different possibilities to read the data. The African descendants had the abolition but they are still slaves because they have no education. In Salvador, even white people have afro features. Even if you don’t fit the full phenotype, the cultural heritage is inherited. Blacks have to get better qualifications because the schooling they receive is a lie.

Consultant 1: African descendants with more years of education than white people still get less money than their white counterparts doing the same job.

Consultant 2: we see there are many cases in which white people in the same position, being less qualified than the African descendants, get more money that the African descendant to do the same job.

G3: Tells personal anecdotes of racism comparing the northeast of Brazil and the south of Brazil.

G2: This happens in sectors with limited resources and high costs

Consultant 1: what are the barriers the African descendants face to be promoted to management positions?

G2: Salvador is a difficult city because of the turnover of the companies. It’s not possible to raise something. There were a lot of colleges of tourism but almost all of them are closed. There are not enough vacancies in management for all the graduated people from there.

G6: To meet the market expectations, I need competitiveness. And in order to get it, I need competitive salaries.

G3: Salvador has the 23rd worst per capita income of Brazil. We used to have more than 30 tourism courses in colleges in the state (excess), then all of them closed and there was a lack of work force. If the person demonstrates capacity, regardless of the person’s color, he gets a promotion in my hotels.

Consultant 2 asks about some cases of racism reported in the study’s interviews and questions: do you really think there is no racism? There is no difference?

G3: the cases that happen here are overrated. We are used to live well with people of color. I don’t see any problems when a person is served by a person of colour. Those racism cases become urban legends (folcloricos) but in my hotels these things do not happen.

(G3 leaves at 11)

G5: there’s a question that is really from Salvador. It’s difficult to find a person born here that is totally white/black. Where people with a very African appearance come to take the test to be a guide, there’s a tendency to expect this person to have a lower cultural level, if compared to people who don’t have this appearance. If this African-looking person stands out people are going to surprised. I think we have this first barrier to break.

G4: The companies in Salvador are little so there are no opportunities to be promoted. 

G1: In the climax of the tourism, I used to have 19 people working for me, 6 specialists in tourism, 3 trainees. Tourism, back that time, got a lot of people. Again, we don’t have raw material (the tourist), we used to be actively solicited by the courses to take people to work. It’s necessary to give opportunities.

G7: We all know people from tourism have to work on holidays. But then when you call a person to a job interview, culturally to the soteropolitanos, there are people who have difficulty with working on holidays. I was the coordinator of a college here in Salvador and I had a big team and a lot of people on Friday were counting the time to go away. Working Monday through Friday is a blessing.

Consultant 1: There’s the remuneration question too, isn’t it? If the job applicant knows the salary is very low and on top of that s/he is expected to work weekends and overtime there may be a disincentive there.

G6: the younger people have a short-term attitude. They are not committed to their jobs, to the company and they want to get a lot of money in a very short time what sometimes is really disappointing. Some people expect to get rich overnight, and it doesn’t happen like that.

G2: When I started in this area, I had 22 workers most of them afrodescendants. He tells a story to prove that in his company the majority of the people are African descendants but accepts that there’s racism in Bahia.

Consultant 1: what actions do you think would be more effective to change this situation? For example: quality seal, quotas…

G6: I think the quotas are shooting ourselves in the foot. We should work with meritocracy. A person represents a high investment and he must deliver the best outcome. It doesn’t matter the race, religion, or sexuality. We have to assess what he costs and what he gives to us. I don’t know if all of the entrepreneurs think the same way. They should be trained to realize these kinds of aspects.

G4: I was thinking about restaurant, boutique shops, etc., and the waiters/cashiers are African descendants.

Consultant 1: what about the higher positions?

G4: I don’t think the African descendants or homosexuals are so judged but the entrepreneur is not going to promote an African descendant to make some points, he will want the one who gives the best outcome.

Consultant 1: Do you think people decide on who is going to be promoted based on the person’s race?

G4: I don’t see people talking of racism. I see people talking of competence. Most of my coordinators are African descendants, there are white people too and gays. It’s how I say…

G6: If the person doesn’t give these positions to the people who give the best outcomes, he will close. It’s part of the entrepreneur’s natural selection.

G4: the data you see today are result of the process. 20 years from now, for example, it is going to change. I’m not telling you racism doesn’t exist. But it’s not the most relevant part, though. But the education matter is fundamental.

G6: something you are not considering is the sex factor. There are studies telling us some things I don’t see.

Consultant 2 highlights that statistics worldwide show that women earn less than men for the same jobs and that black people earn less than white people for the same jobs. 

G6: thinks about the entrepreneur as well. What the entrepreneur needs to analyze is his expenses. The male worker has a different cost if compared with the female worker and this is reflected in their salaries. The women have a worse salary but they have better social benefits.

Consultant 1: And what’s the different cost for a black employee compared to a white employee?

G6: (long pause). None.

Consultant 2: So how do we promote better hiring practices with just salaries and reasonable costs?

G2: Training with practical experience, it’s not enough to have theoretical classes. Support for businesses that want to employ trainees. 

G1: The tourism undergraduate courses in Salvador didn’t include an emphasis on the receptive part of tourism, which is the one that characterizes Salvador’s tourism activity.

G6: The receptive tourism is the one that generates direct and indirect jobs.

G1: In college, they are not taught the reality.

G2: They are taught to be tourism entrepreneurs. They leave college thinking they’ll be entrepreneurs and not employees in the tourism sector.

G7: I think the world has been changing quickly and the educational system doesn’t change with it. There are a lot of new technologies, new ways to reach people and these systems (educational) are still far from it. The point is incentive the young people to be proactive, to have ideas, this is what we miss: people giving themselves to the market like in the past – when you started doing something and you liked this occupation, you were good at what you did.

Consultant 2: is there any program to insert these people as trainees within the tourism sector?

G2: A person from Bahiatursa contacted us with regards to the insertion of interns in the tourism area. When UNEB’s (local university) strike finishes, we are going to design it. The last tourism undergraduate course is at UNEB.

Consultant 3 explains a little bit how the project will work.

Consultant 1 explains a little bit about the next steps in the study.

G6: and does it affect the destiny promotion part, in a second moment? What do I feel? I feel I came back 35, 40 years in time – when we didn’t have a structured model that was structure with the state government. We are at the same level of organization I saw 37 years ago.

All the participants are willing to give more data to the research if necessary. 
Report 4: Consultation Meeting with Informal and Formal SECTOR, Malê de Balê, Itapuã, 16 June 2015

Notes by Alana Souza Santos

Consultant 1: introduces the participants to the objectives of the study and contextualises the importance of the project.

Consultant 2: Follows with the introductions and invites each of the participants to introduce themselves to the rest of the group.

SEMUR: Underlines the importance of having chosen Malê de Balê to host the consultation meeting in Itapuã, given how representative it is of Afro-descendant culture.

I1: Asks whether public security is an issue which will be covered in the disussion. 

SEMUR: confirms this, but explains it is part of the project’s much broader context 

I2: Asks whether the project is related to the new reorganisation of the beach around Itapuã and if the beach workers who were expelled would received any assistance.

SEMUR: Not in the first instance, but through this first step of discussing the needs of the area, the transversal nature of the project should respond to such issues 

I1: Admires the fact that this study is being done outside of the people’s comfort zone and that there appears to be some concern with individuals in the community. He then talks about how the community has been completely forgotten about the government; and shares a bit about the work Malê Debalê does with the community, such as providing educational support to 400 children. Malê Debalê has problems with the lack of support in supporting this infrastructure, as well as it having been affected by the lack of rubbish collection, and the revitalisation of the area. Points out to the rubbish left in front of Malê Debalê, which the consultants also saw. 

I3: Talks about his own experience as a former beach shack owner (barraqueiro) on Itapuã beach who had his business destroyed with the ‘revitalisation’ of the coastal areas. He was never able to manage to get a license for his business. It’s necessary to have influence to manage to establish yourself somewhere, and there are also issues with the extortionate amounts which are charged in order to get a license. 

I2: What about the idea of having a second Mercado Modelo in Itapuã which has not yet been done. This would really make a difference to the local community’s income earning opportunities.

I4: There were significant losses for the community with the extinction of the beach shacks. It’s like there has been a regression to 13 May 1888 [Date of the Golden Law which marked Abolition in Brazil
]. The result is there is no structure and extremely limited offer in terms of Salvador’s beach night life, a lack of order in leisure areas, and a lack of security. Itapuã needs change, but not one which ignores (runs over) its culture, as is currently the case. It’s also important to note the impact of all this current political rivalry and decadence between the different governing figures and political parties in the city. [There is a political logjam because of the State of Bahia and City of Salvador being governed by different parties who in some thematic areas – notably tourism – refuse to work together.]

I5: It’s true that the community is absolutely indignant and choking on the total indifference the government has for them. Salvador is a rich city, but unfortunately this richness is not made the most of. Government and responsible agencies don’t focus on tourism as a real objective and the city’s native culture is simply ignored. Government denies support to Malê Debalê. The Secretarias and their representatives don’t analyse projects properly and dreams and projects end up forgotten in drawers. They close their eyes to the projects with more of a community focus. There is a lack of respect and recognition of cultural centres. It would be great if it were true, about this project in partnership with the Prefeitura. He provides a brief summary of Malê Debalê’s 36-year history and how it has been marked by a distressing lack of support. 

I4: It’s the old story of institutional racism. 

I6: He’s a community member, set up and run the chess club in the neighbourhood, and is a director of Afoxé. He calls himself a “cultural sufferer”. He promoted a number of events in the neighbourhood without any budget and still suffers discrimination. He reaffirms the spontaneity of his community and of the Soteropolitanos, who are warm and welcoming, which is what international tourists want to see. SUCOM (Municipal Secretariat for Town Planning) persecutes individuals who carry out artistic or musical events [particularly with regards to how loud music can be played and/or whether licenses are granted, but this is done in an arbitrary manner.] He refers to the party politics which dictate that either one is fortunate to find themselves on the side in charge, or one becomes the enemy. Thinks things should be done for people first and then for tourism. 

13: Queries whether this project would answer to the communities’ needs, and whether Itapuã is no longer part of the tourism map.

I5: Ossified culture will not make advances on this situation 

I7: The ongoing violence is linked to the lack of opportunities for the young people in the community and suggests a programme for the inclusion of young people in the educational system and in order to improve job opportunities for them. 

I2: The Mayor showed them a project aimed at the revitalisation of Itapuã, but then ended up doing it in a completely different way. Government idealise people’s ignorance. 

Consultant 2: Thanks participants for their contributions and provides some context in terms of the consultation which is being carried out and the analysis of problems and opportunities in the sites chosen by the project.

Consultant 1: Moves the conversation towards Afro-descendant women’s earnings and the discrepancy in that compared to Afro-descendant men, white women, and white men; where – in that order – Afro-descendant women’s earnings are at the bottom. 

I5: This reproduces a chain of discrimination where the white man and woman stay on top, reflecting this imbalance in earnings. The Itapuã of [Dorival] Caymmi
, Vinicius de Morais
 e a Tropicalia
 has been buried under a wave of neglect and violence. Through the negation of cultural manifestations, government subjugates these cultures. The violence which is then produced [arises from this] then installs itself in leisure spaces. No one is born a thief, one becomes a thief. 

I6: It’s frightening to see how significantly the violence here has grown since the removal of the barracas, since most of the criminals were previously working in these quiosques [beach stalls, barracas]. I am really in favour of the reorganisation but not the total removal of all the barracas. There are 110 families still living who have lost their livellihoods, particularly with the removal of the Língua de Prata and Jangada barracas. 

I2: The two bars I6 mentioned were both fairly tranquil, but were constantly persecuted by SUCOM.

I1: In 1997 Malé Debalé was considered the best afro ballet in the world. International tourists could see the beauty of Salvador, but the locals themselves don’t always value their own cultural identity. There is an excessive valorisation of artists who belong to the higher echelons of society.

I2: There was a story in the paper which commented on the total chaos in the tourism sector, where hotels are being sold, it really shows the decadence [slump] in the sector. [A number of hotels shut in the last year.] 

Consultant 1: Where does culture happen in Itapuã? 

I8: [artistic producer in the community]. There are lots of different ‘tribes’ who get together for the benefit of the neighbourhood and to promote collective thought on these matters. There is a cultural ancestralirt in the neighbourhood, which is also its truth [authenticity]. A culture has been introduced which does not belong to the residents. She questions the lack of support to culture in Itapuã and confirms the richness and productivity of the place. What is missing is the incentive. Also, working with culture in Salvador is complicated unless you have friendships with influential people 

Consultant 2: How to transform these barriers into opportunities? What would they be?

I5: People are the product. We don’t invent, we inherited this culture. What attracts tourism is not the modern, but the ancestral and richness of daily life.

Consultant 1: You say there are some who support the cultural market and others believe only in the promotion of culture without charging an additional fee. How do you position yourselves on this issues of pricing? 

I8: The communication channels (TV, radio, press) in fact don’t promote the culture, let alone sell it. 

I5: Media as brainwashing….

I8: All this situation is a good example of a cultural straightjacket. 

I6: The most attractive cultural offer in the city is the Soteropolitano, but they have removed the desire to grow from the people of Bahia. In Salvador, in the past every day was a day for a party. The revitalsatina of Barra and Itapua was an architectural project influenced by the dominating culture. 

I2: How can this art be diffused if it’s not valued?

Consultant 2: This shows the differences in values between countries

I1: Culture has to be consumed here and not be taken elsewhere to enrich others. 

I6: There was a mistaken advert done by Bahiatursa (central level government) which had a linguistic error in the promotion of the São João da Bahia (feast day), using expressions which do not belong to our vernacular

I3: Reaffirms the neglect and the violence which is present. Our own community is afraid of walking about normally here. I would like to promote this commission which will bring about change in the neighbourhood. There is a strike agenda …

I1: Notes that what ‘kills the area’ negatively is also the construction of new houses in the various condominiums in the surrounding area. There is an environmental destruction which suits the financial interests of those in the upper classes. 

I3: My fight will continue and I need help. I fight for the whole community without distinguishing whether the person is a pai de santo (candomblé priest) or a pastor. 

I4: I hope this report listing what is wrong and what is needed to fix it is validated and that change takes place effectively. There are projects which often don’t appeal [to those in power] and so they never make it off paper. The support then offered by an organisation is minimal, which provides additional difficulties in the accountability which then validates them as being disorganised and undeserving of financial assistance. It’s all part of what to me is a complex game of interests.

I1: There is also the question of representativity. There is an exacerbation in overly valuing the offer which is currently available, and the expense of what is actually traditional and cultural, but which doesn’t have a great reach [i.e. people don’t know about it]. 

I5: Tourism is for me the search of culture, the discovery of unique and authentic things and not of more repeating things. 

Consultant 1: How about the beaches?

I1: That’s finished! It no longer exists. 

Janilton: We’ve been waiting 7 years for this to change with the barracas. And until today nothing has been done. 

Consultant 1: What would you like? 

I3: That you would come back 

I6: It would be enough to have standardisation, up the standards of hygiene in the barracas, their customer service, and the reformulation in the quality and service provided by the barracas, but not to remove them altogether. 

I3: There needs to be more planning. 

Consultant 1: What about the preparing of food? I heard it isn’t allowed [for health and safety reasons)? How can that be resolved?

I6: With some people it was an issue of them not being hygienic although there were some exceptions. They should have offered training to build people’s capacity and not do away with all the barraqueiros.

Janilton: The stall-owners are really victimised. They did all kinds of work – including cleaning, taking care of the space etc. But they’ve never been rewarded for their efforts. 

I2: The soteropolitanos, the person from Bahia, has become poorer. He asks the Bank for a sponsorship for a musical event within Malê Debalê.

Consultant 1: Clarifies doubts about the objectives and purpose of the meeting. The recommendations will be documents. 

I5: Proposes that if the various organisations and Secretarias involved did a short research study with the cultural producers in Itapuã and created a project with an invitation to expound on and discuss these ideas. That would serve a dual purpose of allowing for a discussion of these points and a recovery of local cultural producers. 

I9: It would be like a public audience.

I4: There was one case of the cultural manifestation which takes places the night before the lavegem of Itapuã (one of the biggest afro-cultural events in Salvador) being completely shut down and banned by a sergeant who had become an evangelical and thought the lavagem did not fit in with this views. This is a clear example of religious intolerance. 

I1: Hopes that monitoring and evaluation will be done. An in loco verification which ensures these financial incentives are being directed and implemented in an effective manner.

I6: Proposes the separation of Itapuã and Abaeté, in the same way as …

Consultant 2: explains that the investments made by the Bank and the Prefeitura will benefit the city of Salvador, but the Bank’s focus with this study is on these three areas we’ve mentioned, and this theme. 

I9: Clarifies the PRODETUR objectives. The Prefeitura will share news on project actions and investments and report on the various projects the Prefeitura will be implementing. 

SEMUR: The project is for all Salvador. It’s a pioneer project, not the standard ready made package. 

I4: Will there be another reunion?

Consultant 1: The consultation process will end once the report is submitted, but as with every project there should be monitoring, evaluation and ongoing communication

I4: How can we follow what is happening with project? 

Consultant 1: Through the delivery of the report and the arrangements to be made between the Secretarios and the Bank. 

I2: Concludes that unfortunately projects of a racial nature don’t have their own resources

Annex 3 – Distortion Analysis

	Resumo
	
	
	
	
	
	
	

	 
	Conceito de informalidade apresentado (c1)
	Conceito de informalidade excluindo-se empregadores (c2)
	Conceito de informalidade excluindo-se empregadores e conta-própria (c3)
	Conceito de informalidade excluindo-se trabalhadores conta-própria (c4)
	c1-c2
	c1-c3
	c1-c4

	0 a 2
	69.53
	72.18
	88.93
	80.92
	-2.65
	-19.4
	-11.39

	2 a 3
	11.63
	11.75
	6
	6.39
	-0.12
	5.63
	5.24

	3 a 5
	9.05
	8.36
	3.01
	5.21
	0.69
	6.04
	3.84

	5 ou mais
	9.79
	7.71
	2.06
	7.48
	2.08
	7.73
	2.31


	Conclusão
	
	
	
	
	
	

	· A inclusão de empregadores não gera uma grande variação na proporção das faixas salariais no setor informal. 

· A inclusão dos trabalhadores conta-própria, por sua vez, tem impactos significativos especialmente na faixa salarial mais baixa, puxando os salários para cima. No entanto, não seria razoável supor que tais trabalhadores são formais sem maiores informações sobre os mesmos.

	


	Conceito de informalidade apresentado (c1)
	
	
	

	Nº trabalhadores
	2930
	
	
	
	

	Nº trabalhadores ponderado
	55892,5
	
	
	
	

	
	
	
	
	
	

	 
	freq.
	%
	
	
	

	0 a 2
	38861.1
	69.53
	
	
	

	2 a 3
	6498.21
	11.63
	
	
	

	3 a 5
	5060.6
	9.05
	
	
	

	5 ou mais
	5472.55
	9,79
	
	
	

	
	
	
	
	
	

	Conceito de informalidade excluindo-se empregadores (c2)
	
	

	Nº trabalhadores
	2779
	
	
	
	

	Nº trabalhadores ponderado
	53039.2
	
	
	
	

	
	
	
	
	
	

	 
	freq.
	%
	
	
	

	0 a 2
	38283
	72.18
	
	
	

	2 a 3
	6231.62
	11.75
	
	
	

	3 a 5
	4435.9
	8.36
	
	
	

	5 ou mais
	4088.6
	7.71
	
	
	

	
	
	
	
	
	

	Conceito de informalidade excluindo-se empregadores e conta-própria (c3)

	Nº trabalhadores
	1125
	
	
	
	

	Nº trabalhadores ponderado
	21594.9
	
	
	
	

	
	
	
	
	
	

	 
	freq.
	%
	
	
	

	0 a 2
	19204.9
	88.93
	
	
	

	2 a 3
	1296.21
	6
	
	
	

	3 a 5
	649.68
	3.01
	
	
	

	5 ou mais
	444.14
	2.06
	
	
	

	
	
	
	
	
	

	Conceito de informalidade excluindo-se trabalhadores conta-própria (c4)

	Nº trabalhadores
	1276
	
	
	
	

	Nº trabalhadores ponderado
	24448.23
	
	
	
	

	
	
	
	
	
	

	 
	freq.
	%
	
	
	

	0 a 2
	19783
	80.92
	
	
	

	2 a 3
	1562.8
	6.39
	
	
	

	3 a 5
	1274.3
	5.21
	
	
	

	5 ou mais
	1828
	7.48
	
	
	


Annex 4 – 2010 Census Data, Formal Sector 
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Annex 5 – 2010 Census Data, Informal Sector 

COMPARATIVO SETORES FORMAL E INFORMAL – 2010
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ACT’s mais promissoras – SETOR FORMAL – SIMT 2013

Da mesma forma como no setor formal em 2013, em 2010, no setor informal transporte terrestre também se configura como a ACT mais promissora.
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Annex 6 – 2013 SIMT Data 

GRÁFICOS GERAIS – SETOR FORMAL – SIMT 2013
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ACT’s mais promissoras – SETOR FORMAL – SIMT 2013

As maiores ACTs em Salvador no setor formal são alimentação, transporte terrestre e alojamento. Alimentação, embora seja a CT mais expressiva é também a que apresenta as piores remunerações, seguida por alojamento. Transporte terrestre por sua vez, possui remunerações consideravelmente melhores em relação às ACT’s anteriores e segue o padrão das ACTs com melhores remurações, aluguel de transportes e agências de viagens, ambas, porém, muito menores em termos absolutos do que transporte terrestre. Desta forma, pode-se dizer, sem dúvida que transporte terrestre é a ACT mais promissora em Salvador. Note-se que, as remunerações em transporte aéreo são consideravelmente melhores que as das demais ACTs, no entanto, no momento esta ACT é muito pequena em termos absolutos.
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Annex 7 – Presentation of report to IDB, SECULT and SEMUR (9th July, 2015)
[image: image103.png]
[image: image104.png]
[image: image105.png]
[image: image106.png]
[image: image107.png]
[image: image108.png]
[image: image109.png]
[image: image110.png]
[image: image111.png]
[image: image112.png]
[image: image113.png]
[image: image114.png]
[image: image115.png]
[image: image116.png][image: image117.png]
[image: image118.png]
[image: image119.png]
[image: image120.png]
[image: image121.png]
[image: image122.png]
[image: image123.png]
[image: image124.png]
[image: image125.png]
[image: image126.png]
[image: image127.png]
[image: image128.png]
[image: image129.png]
[image: image130.png][image: image131.png]
[image: image132.png]
[image: image133.png]
[image: image134.png]
[image: image135.png]
[image: image136.png]
[image: image137.png]
[image: image138.png]
Annex 8 – Methods Document
NB: All headings in the Methods document are labelled with ‘M’ to avoid any potential confusion with other similarly-titled headings in the document.
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M1. Introduction
This document presents the approach that will be followed to carry out an Afro-inclusive analysis of the tourism value chain in Salvador, Bahia; as well as the development of an action plan to increase access and enhance the quality of participation of Afro-Brazilians in what is an important sector for the local economy. These two activities have been commissioned by the Inter-American Development Bank (IADB) to support the Municipal Government of Salvador (Prefeitura de Salvador) and the IADB project team in their preparation of the Tourism Development Program for Salvador (PRODETUR Salvador, BR-L1412). This study will support the PRODETUR’s objective ‘to contribute to increasing employment and income for the population in Salvador, and in particular for vulnerable people (by ethnicity – Afro-descendants – level of income and/or gender), through the consolidation of the tourism industry’ (IADB, 2015). 

Despite being the city with the largest Afro-descendant population in the world outside of Africa (82% of its inhabitants), Salvador’s Afro-descendants, in particular women, have been found to be the lowest earners in the tourism sector, and are currently the stakeholders with the least opportunities (IADB, 2014). In view of this, the IADB has contacted a team of consultants specialized in Value Chain Analysis (VCA) and Inclusive Growth Tourism (IGT) to carry out a rapid appraisal of the current levels and quality of inclusion of Afro-descendants of low income (the target population for this study) in the tourism value chain in Salvador, with an emphasis on the following activities: accommodation, food and beverage, excursions, arts and crafts, and local transport; in three of Salvador’s neighborhoods (Pelourinho, Liberdade/Curuzu and Itapuã) to make recommendations for an action plan that promotes greater opportunities for the target population to access better tourism jobs that improve their living standards.

These recommendations will take into consideration current and upcoming opportunities to increase touristic activity and income for Salvador as a whole. For instance, along with a number of other big cities across Brazil, Salvador has experienced a surge in tourist arrivals linked to events such as the Copa América in 2007 and the World Cup in 2014 (Butler & Aicher, 2015), and tourism analysts forecast these numbers to continue rising for the upcoming Olympic Games in 2016 (Getz & Page, 2015). These upward trends bring a number of diverse opportunities for large and small enterprises to capitalize on, in both the formal and informal sectors.

The work will therefore meet four objectives: 

1. Examine the relationship between tourism and the target population in the Program intervention area (three neighborhoods in Salvador: Pelourinho, Liberdade/Curuzu, Itapuã); 

2. Provide quantitative estimates, as a snapshot view, of the current (if existing) and potential benefits of tourism flowing to the local economy and the target population (particularly using data on earnings); 

3. Identify constraints and opportunities to increasing the overall welfare impact of tourism on the target population; and

4. Propose practical and effective measures that can be taken to improve the Inclusive Growth impact of the PRODETUR for the Afro-Brazilian population in Salvador.

The following sections aim to outline the information that is already available for this analysis, as well as existing gaps, and how those gaps will be filled. Section 2 presents an overview of the tourism sector in Brazil and Salvador, with a brief assessment of the situation and contributions of Afro-descendants to the industry. Section 3 explains the concept of value chain analysis in the context of inclusive business growth in tourism and how elements of both approaches will be combined to produce a rapid appraisal of the ‘Afro-inclusivity’ of the tourism sector in Salvador. Section 4 presents how the main variables in this study will be operationalized and explains how the data will be collected -both primary and secondary as well as qualitative and quantitative- including a brief literature review on the appropriate methods to research the key themes underpinning this study. Section 5 explains how the data will be analyzed. The document concludes with Section 6 presenting the steps linking the rapid appraisal VCA with the action plan.

Figure 1 illustrates the different types of activities that will be carried out throughout the study, including suggested time-frames, based on a) the budget outline that has been shared with the IADB and b) the results of the first fieldwork/scoping visit in May 2015.

Figure 1: Sequence of activities for Afro-inclusive Tourism VCA and Action Plan for Salvador, Bahia


 











M2. Tourism trends in Brazil and Salvador

Brazil and the city of Salvador mirror each other as destinations in so far as domestic tourism is their main source of income although Salvador, unlike Brazil, appears to be predominantly a business – rather than leisure – destination, which contributes to explaining why, until 2012, Bahia managed to be the second highest tourism earner in the country (EMBRATUR, 2012:79). 

The city is known for its unique Afro-Brazilian heritage and is considered as Brazil’s cultural capital (Robinson & Robinson, 2014; Gleeson, 2013). However, it is also acknowledged that the vast Afro-Brazilian population in Salvador are both the creators of this value – Afro-descendant culture – and the least likely social group to participate in the highest remunerated activities in cultural tourism. 

If planned purposefully, the city could capitalize on its cultural assets to increase tourism spend for the whole of Salvador and at the same time introduce actions aimed at reducing the high unemployment and improving working opportunities in the tourism sector for its black population, especially women.  

This section gives an overview of main tourism parameters to understand trends in Salvador in a wider context. The section on Salvador focuses on motivations for travel, whilst flagging up information necessary to action planning.

M2.1 Tourism in Brazil
Tourism has substantially increased in Brazil over the past 5 years but it remains an emerging destination for international travellers when compared to countries of a similar size. In 2013 the World Economic Forum ranked Brazil as only 51st among 140 countries when it comes to tourism competitiveness – in 2015 this ranking improved significantly, with Brazil now at 28th place. 
The large investment programme carried out by the government to build new infrastructure, improve security and cement the country’s branding in the context of the 2014 World Cup and the 2016 Rio Olympics are contributing to raising the Brazil’s profile but it is key for local authorities to appear prepared that future growth brings in long term positive economic impacts for locals, especially since close to half of Brazilians believe the events will generate more losses than benefits.
Since 2010, the number of international tourists to Brazil has increased steadily and although this yearly increase halved over 3 years (from 5% to 2.5% - see Table 1 below), it is safe to assume that arrivals went up in 2014 since the World Cup attracted more than 1.35 million inbound visitors, 70% more than was expected (Brazil Tourism Ministry, 2014). In its report, the World Travel and Tourism Council (WTTC, 2014a:7) predicted arrivals to reach 6,352,000 that same year – a 9% increase – with expectations to reach 14 million international visits by 2024. 
Table 1 - International tourism, number of arrivals
	2010
	2011
	2012
	2013

	5,161,000
	5,433,000
	5,677,000
	5,813,000


Source: World Bank (2015)

To put Brazil’s popularity in the context of the continent, it receives a similar number of visitors to Argentina, double that of Costa Rica, Cuba or Uruguay, and four times less than Mexico (World Bank, 2015). However, it shows real potential for growth since 96% of international visitors intend to return after their first visit (Smale, 2011). 

M2.1.1 Contribution to the economy
In 2013, the tourism industry generated a total revenue of US$20bn, US$1.5bn more than the previous year (Utsumi, 2014). Leisure travel (85.7% - see Figure 2 below) as well as domestic tourism (94.9% - see Figure 3 below) make the largest contribution to GDP. 
However, business tourism plays a crucial role in the country’s economy since 26% of visitors come to attend conferences, fairs, events and congresses (Ministry of Tourism, undated, cited in Utsumi, 2014). In fact, this particular market grew by 13.8% from 2013 to 2014 (National Confederation in Trades in Goods, Tourism and Services, undated, cited in ibid). 
Overall, T&T has been making a total direct contribution to GDP of between 3 to 3.5% for the past 8 years (US$ 54bn - see Figure 4). The sector is said to support almost 8.5 million direct and indirect jobs (8.4% of total employment), and in 10 years, this figure is expected to reach just over 10 million (9.7% of total employment – WTTC, 2014a: 12).
	Figure 2 – Travel & Tourism’s contribution to GDP

Business vs. Leisure

[image: image139.png]
	
	Figure 3 – Travel & Tourism’s contribution to GDP

Domestic vs. Foreign
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	Figure 4 – Direct contribution of 

% of all economy GDP
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Source: WTTC (2014a:7-12)
As for international visitors, they spent US$ 4.85bn in the country in 2013 (1.8bn more than in Argentina for similar arrival numbers – WTTC, 2014b: 9
), and this is predicted to grow by 8.7% per annum until 2024. 

M2.1.2 Capital investments

The World Travel and Tourism Council (WTTC) report shows that after a 5 year fall in capital investments, the World Cup generated more spending and after last year’s surge (an estimated 21.8%), a more realistic figure for future growth is now set at 6.1% per annum for the next 10 years (2014: 5). Although tourism by 2024 is expected to generate much future investment (see Table 2) and income from inbound travellers (see Table 3), the growths in contribution to GDP (see Table 4) and employment (see Table 5) are estimated to be below world and most of the region’s averages. In this context, it seems even more imperative to ensure that tourism development should focus on reducing leakages in order to increase salaries and find ways to link job creation to capital investments.

	Table 2 – Travel and Tourism Contribution to Capital Investment
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	Table 3 – Visitor Exports Contribution to Exports
[image: image143.png]


	Table 4 – Travel & Tourism’s Direct Contribution to GDP
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	Table 5 – Travel & Tourism  Contribution to Employment
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M2.2 Preliminary analysis of tourism trends in Salvador, Bahia
During the inception phase of this study, a number of documents and two surveys were made available to the consulting team by the IADB. These documents and surveys have been partially analysed below as a way of stating what we know and which are the gaps that need to be filled with data collection.  These initial findings are therefore interspersed with ‘Actions’ that should be taken in order to collect data that allow for those gaps in knowledge to be filled. Not all those actions will be carried out if time and resources make it impractical, but they may be considered as part of the Afro-inclusive action plan for the tourism industry in Salvador.

This section gives an overview of leisure tourism in Salvador, which is the closest researched area to the focus of this study, namely sun and sea, and cultural tourism. It is based on two surveys provided by IADB and was carried out in 2014.
 One of these surveys was conducted by SECULT for one week in October 2014 to establish the motivation for travel of visitors to Salvador, the other by SETUR in February 2014 to assess the characteristics of tourism in Bahia, and included data on Salvador. Both surveys were compiled as a result of data gathered from questionnaires. A third survey,
 also provided by the IADB was carried out at the start of the World Cup and the decision was taken to set it aside because it reflected an ‘out of the ordinary’ situation with regards to spending and motivations. This project focuses on the inclusion of Afro-descendants in the tourism value chain in Salvador, but at this stage no data has been received concerning their participation, based on gender and income, in the formal sector. 

Data collection Action 1: Obtain data on Afro-descendants in the formal tourism sector to analyse the informal sector in a format that is compatible in order to draw conclusions and make proposals. 

Data collection Action 2: Request access to data taken at other times of the year, in previous years, to at least be able to compare low and peak seasons, which is important when making proposals to ensure stability and reliability of income. 
Data collection Action 3: Request access to data necessary to compile a profile of tourism in Salvador in the same format as that provided by WTTC for Brazil to have a complete overview of the destination, and especially of contribution of tourism to GDP.
M2.2.1 Originating markets and motivations for travel
First, it is important to note that the vast majority of visitors (86.8%) are domestic tourists, with over 50% of those originating from the State of Bahia (SECULT, 2014: 11,25). There is no leading international originating market, creating less reliance on a specific country, an advantage in terms of sustainable development. The biggest inbound markets appear to be Germany (2.2% of total visits), Argentina and the USA (each representing 1.2% - ibid). 

	Second, both 2014 research by SETUR and SECULT indicate that Salvador is primarily a business and VFR (visiting friends and relatives) destination, which account respectively for 30.3% and 27.8% of all visits (see Figure 5). Leisure is only the third motivation for travel to the city. Noticeably, there is a clear difference between domestic and international tourists since leisure is the first motivation for travel for the latter (48.1%) (SECULT, 2014: 29) but this is a very small market today. 

	Figure 5 – Motivations for Travel


[image: image146.png]


Data Collection Action 4: Request information showing clearly whether these tourists engage in both cultural and beach activities and how much they spend, which is necessary to evaluate the number of individuals that could be involved and impacted by this project.

M2.2.2 Leisure tourism and spend
	All we know from the 2014 SETUR February snapshot is that going to the beach is the second main reason for travel to Salvador (44.7%) after shopping (46.9%). Natural attractions are actually the main appeal for leisure travellers (73.5%) with cultural and historical heritage ranking second (29.9%) (SECULT, 2014: 94). The SETUR study identifies the most popular cultural activity as gastronomy, followed closely by visiting churches and historical monuments but overall these are not very popular individually.
	Table 6 – Choice of Cultural Activities

	
	Gastronomy 
	22.1%

	
	Vising churches
	19.8%

	
	Visiting historical monuments
	18.7%

	
	Attending festivals and shows
	11%

	
	Visiting museums
	11%

	
	Visiting markets & attending traditional festivals
	10.6%

	
	Participating to cultural activities
	6.5%

	
	Attending the carnival
	4.8%

	
	Visiting temples 
	4.7%

	
	Participating in religious festivals
	2.2%

	Indeed, only 18.5% of leisure tourists spend money on theatre and dance shows, museums or concerts, and 16.4% on guides and excursions (SECULT, 2014:51 -85; see Figure 6). The biggest area of spending are food (95.6% - see also Table 6) and transport (85.2%). These could be two areas to focus on for proposals in terms of job creation. 


	Figure 6 – Money NOT spent during leisure breaks
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	Data Collection Action 5:  Include questions about salaries/earnings when interviewing actors in these sectors in order to ensure to ensure proposals do not contribute to reinforcing gender pay gaps.
	


M2.2.3 Leisure visitor profile, average spend and length of stay
	As a prime motivation for travel, leisure is mostly chosen by those aged between 26 and 50 (see Figure 6 - SECULT, 2014: 7), and leisure travellers are split 50/50 gender-wise. The majority are single (49.1%), followed by cross-generational family groups (24.6%) and couples without children (11%) (SETUR, 2014: 69). There is no data as to group size or age distribution by age bracket.

      
	Figure 7 – Motivations for travel by age bracket
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	Data Collection Action 6: Request information per gender, per age bracket is available to identify the potential vulnerability of Afro-descendant women in case individuals in one particular age bracket were predominantly male.
Data Collection Action 7:  Request data on group size to identify what particular activities they engage in, how much they spend as well as what they spend their money on (e.g. food, arts and craft, accommodation etc.) This will also inform proposals regarding infrastructure and equipment requirements for small groups. 

	


Additionally, there is no data differentiating between the domestic and international markets although we know from SETUR (2014: 76) that average spend per stay in the city is estimated at R$ 2,000 (US$ 660). Spending on leisure is very similar, averaging R$ 1,780 (US$ 565) per stay (SECULT, 2014: 136). 
Both studies confirm that the majority of tourists stay 1 to 3 nights (estimates range from 60-64%), showing that Salvador is a popular weekend or short-break destination. When travelling for leisure reasons, 3 night stays appear to be marginally the most popular option (21.1% of visits against 20.5% for one night and 19.5% for 2 nights) (SECULT, 2014: 35). This suggests that not enough activities are offered to tourists to give them an incentive to stay longer, or to attract new tourists as only 18.7% of travellers are first time visitors (SETUR, 2014: 91). Indeed, the same research reveals that tourists only spend 7.3% on excursions and 6% on nightlife (2014: 81). Knowing that only 24% of leisure tourists consider security as an issue in the city (SECULT, 2014:120), it will be interesting to identify the reasons for such low purchases in areas that represent real potential for inclusion in the formal sector for Afro-descendants. 

With the destination enjoying a remarkable level of repeat business (97%), it could be possible to increase inclusiveness whilst increasing sales of tourism services (ibid, 2014:91). This is especially relevant since a large proportion of leisure tourists to the city are wealthy – 40% earn more than 6 times the minimum wage; and well educated – 70% have at least an undergraduate degree (SECULT, 2014: 7,9).
Data Collection Action 8: Carry out desk research that will help identify which group (international or domestic visitors) generates most income in terms of spending per stay at the destination to target actions most efficiently.

Data Collection Action 9: Compile an inventory of existing Afro-Brazilian activities (excursions and nightlife) to evaluate the size and nature of the offer.
M2.2.4 Attracting business

	Figure 8 – Principal source of information for choice of destinations

[image: image149.png]
	In fact, Salvador is incredibly reliant on word-of-mouth (third most in the region), with over 86% of purchases happening as a result of recommendations or prior travel experience. Thus increasing inclusivity will not happen without ensuring the city’s communities embrace and support the study’s proposals to promote and purchase new services provided by Afro-descendants (e.g. cultural excursion). Indeed, otherwise popular channels such as the internet, advertising (1.35%) or travel agents (0.8%) play a small role in destination choice (see Figure 8 – SETUR, 2014: 66-67).


M2.2.5 Inequality for Afro-descendants, particularly women, in tourism jobs
The Afro-descendant population of Salvador makes up 79.5% of the city’s total population, of which 89.5% are considered as ‘Low Income People’, earning between 1 to 5 minimum monthly salaries (salários mínimos), currently R$788-3940 per month (Census,  2010).

Specific data on numbers of Afro-descendants working in the tourism sector is not available for review however there are general statistics on racial distribution in themed sectors. The Prefeitura of Salvador (2013) notes that 29.7% of Afro-descendants (the highest concentration) work in jobs related to services and commerce sectors, in which tourism businesses are included.

Figure 9 - Distribution of population - economic sectors by race (above 15 years age) in Salvador

[image: image150.emf]
Source: IADB (2013)

In terms of income inequality, there is a clear difference in the earnings of non Afro-descendants and Afro-descendants, who earn significantly less (a 46% difference between men of both origins). Moreover, gender also determines the level of income, with women Afro-descendant earning the least (42% less than white women, who themselves earn 18% less than white men, who earn the most – see Figure 10, IADB, 2013:8). 

Figure 10 - Average salary of men & women based on racial background in Salvador

	Men [image: image151.png]
	Women  [image: image152.png]


Data Collection Action 10: Request access to databases such as SIMT (RAIS and PNAD) as well as Census on inequality of income based on gender and race for the tourism industry in Salvador, Bahia, or Brazil to identify better paid activity sectors. 

M3. Value Chain Analysis (VCA)
Production of goods and services requires a series of sequential processes that integrate inputs such as raw materials, people’s expertise and finance from the moment the idea of the product is conceived, going through its manufacturing stages, consumption to its recycling. This sequence of processes is often referred to as a Value Chain. A simple product value chain is represented below:

Figure 11 - Basic value chain
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Source: Andreas Springer-Heinze (2007)

Value chains are often analyzed with the aim of finding out the location (and often the cause) of bottlenecks that affect its efficiency. Another more recent use for VCA in the field of International Development is to identify differences in economic power between different nodes of the value chain (i.e. between suppliers and buyers) or even unequal earnings amongst participants within the same stage in the value chain (See Humphrey and Schmitz, 2000; Navas-Aleman, 2011). For instance, VCA has been key to processes that aim to highlight differences in remuneration between men and women or different ethnic groups operating in certain industries. VCA has also been successfully used to map distinctions and situations of vulnerability between formal and informal workers (See Barrientos and Smith, 2007)
. Value chains can also be:

· a tool (such as a VC map) to describe the inter-relationships between a range of functional activities, service providers, customers, supporting institutions and supply chains. The need to simplify reality by preparing VC maps can be fully appreciated with even a cursory view of the complexity inherent in a typical tourism stakeholder map.

· conceptualized as an institutional arrangement linking and coordinating input suppliers, processors, traders and distributors of a product or service. 

· regarded as an economic model which describes how technology and factors of production may (or may not) combined to allow producers to successfully access the market.

· a useful lens through which issues of inequality and discrimination can be mapped and quantified in economic transactions within the same industry. 

M3.1 Inclusive Growth Tourism VCA
Tourism is, unfortunately, not a simple product – it is a complex set of complementary tourism services. Because services cannot be stored, production and consumption of services are usually simultaneous and take place at a specific geographical location: the tourist destination.

The fact that with the tourism value chain the market (tourists) moves to the product (the destination) – the opposite pattern to that observed in conventional product value chains – is captured visually in Figure 12 below.

Figure 12 - Simplified Tourism Value Chain

[image: image154.png]
Source: Andreas Springer-Heinze (2007)
This study aims to assess levels of inclusion of Afro-descendants in the tourism value chain of Salvador, and so the Inclusive Growth Tourism perspective will be used. 

In other words, this study aims to create a rapid appraisal (estimate) of how tourism revenue flows through the tourism value chain in Salvador and how much of this reaches ‘Low-income Afro-descendants’, with an emphasis on women. This estimate will be achieved by collecting data with a mixed methods approach (detailed in section 4), which focuses on three geographical areas within the municipality of Salvador: (Liberdade/Curuzu, Pelourinho and Itapuã). Results of the rapid appraisal analysis will be used to make informed recommendations of appropriate actions and policies that aim to increase the proportion of tourism income accruing to low-income Afro-descendants. 

These actions will be tailored to creating more linkages between commercial activities where large numbers of Afro-descendants work and promoting a more inclusive approach within the tourism industry for the targeted population. Figure 13 (below) is an example of how an Inclusive Tourism VCA could be represented for this particular study.

To begin with, VCA will provide a map of the tourism value chain that highlights the main activities or nodes through which income flows from the tourists to the city of Salvador and, to the target population of this study. Being able to visualize these activities and the number and type of participation (in better or worse remunerated activities, for instance) of the target population will allow for an identification of the activities where public policy intervention can have a stronger effect. 

There is publicly available data on the activities that are typically considered part of tourism (ACTs, or ‘atividades propias do turismo’) but finding data about the racial profile of those working in these touristic activities is difficult. Another challenge lies in finding publicly available data on the informal workers and informal activities that are linked to tourism where a large proportion of Afro-Brazilians operate.

For the purposes of this study, VCA will be carried out as follows (Section 4.3.4 provides a more detailed overview):

1) A mapping exercise of the tourism activities making up the value chain in the city of Salvador, using national databases that collect data from the formal sector (Sistema de Informacoes sobre o Mercado de Trabalho no setor de Turismo, or SIMT) and the Census of 2010.

a. The main variable to be looked at with regards to tourism income flows will be salaries/earnings for the people working in those activities.

b. Distinctions will be made with regards to gender, race, activity and earnings (in ‘salarios minimos’ or ‘minimum salaries’). 

c. Estimates of the total tourism spend per activity will be analysed vis-a-vis the earnings by low-income VC participants that belong to the target population. 

2) Complemented by a mapping of the informal activities and workers that link into the formal value chain. 

a. Data to be collected from SIMT and other databases when possible and;

b. Complemented by primary data collection via street interviews with informal workers, semi-structured interviews with associations and secondary studies.

M3.1.1
Benefits of an Inclusive Growth Tourism Value Chain Analysis
In the past, Inclusive Growth interventions in tourism tended to focus on boosting specific tourism products, such as community tourism, or addressing the most exploitative forms of tourism (Armitt et al. 2014). Previous mapping exercises of entire tourism value chains have helped to demonstrate the need to work in the mainstream tourism economy, not just a niche, and provide a basis for identifying the most effective points of intervention for Inclusive Growth impact.

Figure 13- Example of an inclusive growth Tourism Value Chain Analysis representation
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M3.1.2
Limitations of an Inclusive Growth Tourism Value Chain Analysis
When conducting an Inclusive Growth Tourism VCA, it is important to also bear in mind the limitations of such a study. Firstly, a conventional VCA goes well beyond mapping ILIP (income accruing to low-income people). It analyzes linkages and blockages up and down the chain. Inclusive Growth Tourism VCAs has a more recent record in this area vis-à-vis conventional VCA but it is essential for any project in tourism that aims to have a social impact. 

Secondly, a VCA needs data that is generally not available:  hotel spending on local versus imported food, tourist spending on locally produced crafts, unskilled hotel labor wages. This cannot be easily collected comprehensively so tends to rest on available data that sometimes isn’t organized using categories that fit the labels or concepts of a certain study.
A VC map is useful for assessing ILIP, numbers of low-income targeted participants, and how these two relate to other actors but VCA analysis may need to be complemented by other studies in order to capture other issues such as social and environmental costs and benefits to the most vulnerable in society, dynamic impacts of tourism on the local or national economy (Ashley & Mitchell, 2008).
These limitations will be mitigated by a) Actions and studies suggested in the Pro-Afro Action Plan and b) Other concurrent consultancies commissioned by the IADB such as the Social and Environmental strategic assessment of PRODETUR Salvador, for instance.

M4. Methods
The Terms of Reference (TORs) require the study to make recommendations designed to increase participation and income accrued to the target population of low-income Afro-descendant workers in the tourism sector in Salvador, especially Afro-descendant informal workers and women, to create more opportunities for formal employment or better social and economic status within the tourism industry. This will require research into both formal and informal activities in each of the nodes of the value chain outlined in the TORs: accommodation, food and beverage, arts and crafts, excursions, adventure tourism and local transport. 

The research will focus on collecting primary data from the field sites covered by the project, namely Pelourinho in the Historic Center, the emerging Liberdade-Curuzu cultural corridor, and Itapuã, on the North Atlantic Coast. This will be complemented by secondary data collection from a variety of sources, including from Brazilian national databases such as PNAD, RAIS, SIMT, and the Census, as well as research on other similar contexts where inclusive growth tourism interventions have been developed. The primary and secondary data collected will be used to estimate flows of money to low-income Afro-descendant workers and small business owners in the formal and informal tourism sector in Salvador; with the rapid appraisal VCA providing a snapshot of each of the nodes in the tourism value chain, creating a map of Afro-descendant participation in the tourism sector in Salvador. 

Risks and limitations

The short timeframe allowed for the project poses certain limitations for primary data collection and the mapping and analysis of the entire tourism value chain, however, this will be mitigated by the employment of a rapid appraisal approach to mapping the key nodes in the tourism value chain, focusing on primary data collection to supplement data on low-income Afro-descendant informal workers’ participation across the chain.  Additional limitations include: a) the precarious security of some of the sites, which has been mitigated by adopting a FGD approach and counting with the support of SECULT & SEMUR and b) the unavailability of data on the informal tourism sector in Salvador, and limited availability of data on race in the context of tourism (these data limitations have been addressed/mitigated by successfully obtaining access to IPEA’s SIMT database by a member of the consulting team). Careful consideration is also being given to the sensitivity of researching racial inequality and gender discrimination in Salvador.

M4.1 Key Definitions and Data Sources

Low-Income

In this study, low-income people will be defined as those earning between 1 and 5 minimum monthly salaries (salários mínimos), that is, between R$ 788 and R$ 3,940.  The reason for this higher threshold than usual for most studies in Brazil (which define low-income as living with 1-3 monthly salaries) has to do with the Afro-brazilian dimension of  the target population. The barriers that Afrobrazilians may encounter in the tourism sector are arguably not only linked to their low-income status but could also be linked to race. By widening the definition this study may encounter valuable data on pervasive barriers to inclusion and economic advancement that are path-dependent within the sector. The action plan, however, will prioritise actions for those in the lower bracket (1-3 salarios minimos) although most actions are likely to have a racial dimension which is aimed to benefit those that may be held back by issues linked to race and find themselves in other income brackets, either lower or higher.

It is important to note that those classed as living on the poverty line or in extreme poverty (equivalent to one quarter of the minimum monthly salary – approximately R$194 per person per month), are extremely vulnerable, often lack basic necessities for survival and would require social protection measures of support (e.g. Programa Bolsa Familia) even before considering how to support their participation in an economic activity. 
Informal Work

Informal workers in Brazil are defined as those who are not formally employed with a signed carteira de trabalho (a work card which is a register of formal employment and must be signed by the worker’s employer), who are not registered in the Cadastro Nacional de Pessoa Jurídica (National Register of Legal Persons – CNPJ), which registers companies. Informal workers in Brazil also comprise sole traders (autônomos) who are registered (cadastrado) – i.e. hawkers (ambulantes) – and not registered – i.e. consultants – as well as those who contribute to social security (previdência social). All these categories are considered informal due to not having a signed work card or being registered in the CNPJ – Brazilian law stipulates that formality is conferred by a vínculo empregatício – an employment link. 

The project will use data from the Sistema de Informação sobre o Mercado de Trabalho do Setor Turismo database (Information System about the Tourism Sector Labor Market – SIMT) which in turn draws on the Pesquisa Nacional por Amostra de Domicílios (National Household Survey – PNAD) and the Relação Anual de Informações Sociais (Annual Report on Social Data – RAIS). PNAD and RAIS use different definitions of employment, with the PNAD asking questions about primary, secondary and tertiary sources of job-related income but not the type of work itself (the same applies to the Census). The RAIS is much more detailed, and includes workers’ tax registry number (Cadastro de Pessoa Fiscal – CPF) and CPNJ registration. 
The literature reviewed for this project agrees that the major difference between formal and informal activities is legal status, ease of market entry for the business, and the level of investment required to exercise tourism activities, rather than the activity per se or what level of education, training, and qualification was needed (Kermath & Thomas, 1992, Mead & Morrison, 1996, and Rogerson, 2005 & 2008).
 Initial interviews carried out in the scoping phase of this project showed there may be some ambiguity in the Brazilian context given that a number of informal sector workers are sometimes employed in the formal sector at certain periods of the year (e.g. during the carnival) and vice-versa, with formal sector workers doing informal work during the Carnival or peak season. However, this research will focus on the primary sources of income earned by formal and informal sector workers in the tourism industry only. 

Gender

The benefits of tourism employment (whether in the formal or informal sector) tend to be presented in gender-neutral ways. However, tourism employment is highly gendered and – as with many other industries – draws on systemic gender inequalities to provide a large global supply of highly flexible and low-paid female workers and potential entrepreneurs (Ferguson, 2011). In light of this, the project will research whether Afro-descendant women in particular face additional barriers in accessing better-paid and better-quality jobs in tourism (formal and informal sector).

Furthermore, whilst there is clear discrimination against women in the formal tourism sector, as well as in the labor market in general (Jiyane et al., 2012; Moswete & Lacey, 2015), there is also clear discrimination linked to race (Lovell, 2000; Coopersmith, 2006; Foster, 2006; Bucheli & Porzecanski, 2011; Gradín, 2009; Mollett, 2014).
 This project will analyze what are the barriers to greater and improved labor force participation for low-income Afro-descendants in the tourism sector in Salvador.

Formal and Informal Tourism Sector & Women in Tourism 

The consultants have carried out secondary research and reviewed key literature on each theme, including documents provided by IADB, SECULT and SEMUR. Analysis of quantitative data will be done from PNAD, RAIS, SIMT databases and other data sources from IBGE and IPEA. These will be complemented by qualitative primary research, using in-depth semi-structured interviews, focus group discussions, and participant observation. 
Afro-descendants and racial exclusion in the labor force

Research into the inequality and exclusion in the labor force based on racial differences, with a focus on Afro-Brazilian and Afro-descendant population in Brazil and Latin America, is generally concentrated on the analysis of quantitative data sourced from country population census and based mainly on wage differentiation.

Although the census analysis methods are most used to determine whether a population is discriminated against, based on their racial background or gender, this needs to be complemented by qualitative data when planning for practical and strategic solutions because qualitative data will help the formulation of hypotheses with regards to the main barriers for the inclusion and advancement of Afrobrazilians in the tourism sector. Semi-structured interviews and FGDs are therefore considered more appropriate as they enable interviewees to explain the barriers they face.

M4.2 Data collection

The focus of the data gathering will be on following the flow of tourism expenditure, and more specifically the income accrued to the target population.  Data collection for the informal sector will draw on Value Chain Analysis approaches that have been specifically developed to gather data in these circumstances. Manuals developed by Kaplinsky & Morris (2001) as well as by Dorothy McCormick & Hubert Schmitz (2001) have provided the main technique used by most mainstream VC analysts engaging with the informal sector over the last two decades, including those case studies of VCA from an inclusive growth tourism perspective (Ashley & Goodwin 2007, Mitchell & Faal 2008). In this study, the rapid appraisal approach to mapping informal sector financial flows in the tourism value chain will triangulate information from three directions:

1. From the consumer – how much do tourists spend in Salvador and on what? This data, based on surveys, will be provided by the IADB as per the agreed TORs.

2. From the informal enterprise level: how much do entrepreneurs earn from selling goods and services to tourists and to the formal sector; and of this, how much is earned by low-income Afro-descendants, with a focus on women (Semi-structured interviews and FDGs with associations and street-level questionnaires with a selection of key informants).

3. From the formal sector: how much do employees and formal entrepreneurs linked to the tourism sector earn; and how much of this reaches low-income Afro-descendants, in particular women? (See 4.3.1. below for a detailed explanation of how this will be calculated)

It should be noted that the focus will be on the tourism expenditure and value chains within the selected sites for the study, rather than on the entire holiday. The starting point will not be total tourism expenditure on the tourist’s trip, but expenditure that enters the area of the study (net of overseas commissions, travel to, etc.). When finding data on the specific sites isn’t practical within the limitations of time and resources of the study, data for Salvador will be used. Data on tourism expenditure in Salvador is to be provided by the IADB (or SECULT) to the team of consultants.

Whilst understanding where customers come from is important to the analysis, it will not be a priority to track spending further up the chain to the booking process: in this, the analysis will differ from a conventional value chain analysis that follows every link in the chain from production to purchase. As well as considering the strengths and weaknesses of key elements in Salvador’s tourism offer and products, the study will also examine its overall competitiveness, as well as its inclusiveness. 

M4.3 Tourism Value Chain Mapping: analyzing quantitative data
The Brazilian Ministry of Tourism has identified a number of activities that are typical of the tourism sector (atividades características do Turismo, or ACTs). These are Food and Beverages, Accommodation, Travel Agencies, Air Transport, Sea and River Transport, Transport Hiring, and Culture & Leisure. If publicly available figures for the income earned by all people working in these sectors is used, an over-estimation of the size of the tourism sector would be obtained, given that not all income earned in those activities can be linked exclusively to tourists. Therefore, further analysis and a coefficient is needed. 

The Instituto de Pesquisa Ecônomica Aplicada (IPEA) has developed a database called SIMT (Sistema de Informações Integrado do Mercado de Trabalho no Setor Turismo) which provides data on both the formal and the informal employment in the Tourism Sector for the first time, and applies a coefficient to the figures in order to estimate how much of that income can be linked to tourism. SIMT uses data from RAIS (Relação Annual de Informações Sociais do trabalho e emprego) a database on social information linked to work and employment and from PNAD (Pesquisa Nacional por Amostra de Domicílios) a household-based research database that collects socio-economic data. 

The SIMT allows for the analysis of features such as gender, race, income and education in each one of the ACTs all over Brazil. SIMT works with a tourism coefficient  which represents the percentage of tourists attended by each ACT, that is, it identifies the consumption of residents versus the consumption of tourists. It is calculated from a survey carried out with establishments within the ACTs. The coefficients are calculated for Brazil as a whole and also for each sub-national region, and these coefficients are also applied to each of the states within the region. This coefficient is key because each ACT does not necessarily attend only tourists.  Using this coefficient, the information on income from tourism by people working in those ACTs would be reasonably accurate for the state of Bahia. 

Concerning Salvador, since the PNAD and RAIS surveys are carried out at the city level, it is also possible to obtain data for the municipality as a whole. However, it is not possible to obtain data at the neighborhood level (as in Liberdade/Curuzu, Pelourinho or Itapuã) from PNAD. However, this can be done from the 2010 Census, so the VCA mapping for ACTs in Salvador may include some analysis at the neighborhood level. Information disaggregated by gender, race and education will also be available from this source. 

The VCA mapping for ACTs in Salvador will include analyses that disaggregate the labor profile of the tourism sector by: gender, race, education and wages for each ACT. Those analyses would provide the number of people in each category working in each ACT. It would thus be possible to see how the target population is represented in each ACT, how qualified they are, and how much they earn.

The study will then produce tables/diagrams that show these data both for the formal and the informal sectors. The tourist coefficient would be applied in order to obtain a detailed VCA map of the situation of the target population in the Salvador Tourism Value Chain. 

M4.3.1 Fieldwork Wave 1

The first wave of fieldwork was part of the scoping mission for the project, which provided an opportunity to establish contact with key stakeholders such as SECULT and SEMUR and other key informants involved in the tourism supply in order to gain an understanding of the situation in a local context. A series of semi-structured interviews were also scheduled with some of the key stakeholders and organizations identified in conjunction with the IADB, SECULT and SEMUR. The information gathered during this stage will be used for the triangulation of data that will be gathered in the second wave of fieldwork.

Table 7 - Organizations chosen for initial information gathering

	Organization
	Description
	Methods used

	SECULT – Secretaria de Cultura e Turismo, Prefeitura Municipal de Salvador
	Municipal Secretariat  for Culture and Tourism. 

Local funding recipient for the project andlink to organizations to be interviewed in the tourism sector
	Meetings

	SEMUR – Secretaria Municipal da Reparação, Prefeitura Municipal de Salvador
	Municipal Secretariat for Reparations [to Afro-descendant Brazilians]. Responsible for promoting racial equality, socio-economic inclusion of the Black population, and the valorization of diversity. 

Key stakeholder in the social component of the PRODETUR. Link to Afro-Brazilian communities and organisations in Salvador.
	Meetings

	Centro de Atendimento aos Turistas 
	Tourism Information Center  
	Meetings

	Ilê Aiyê Centro Cultural
	Afro-centric Cultural and Community Center (and Carnival bloco) which works to promote Afro-Brazilian culture and religion in Salvador, providing education and cultural activities for youth as well as playing a social role in the community of Liberdade and Curuzu. 


	Semi-structured interview (SSI)

	Fundação Gregório de Matos
	Under SECULT, FGM is responsible for  the formulation and implementation of Salvador’s Municipality cultural policy. Manages a number of cultural sites and offers funding to local projects. 
	SSI

	SENAC – Serviço Nacional de Aprendizagem Comercial
	National Training Centre for the Commercial Sector, part of the ‘S’ System. Offer includes practical tourism related courses to those wanting to get a job in the hospitality, catering or guiding sectors.
	SSI

	Projeto Axé


	NGO working in education and defending human rights of socially vulnerable children, teenagers and young people in  Salvador, particularly street-children. Facilitates job opportunities for Afro-descendants youth. 
	SSI

	A Cor da Bahia, UFBA
	Federal University of the State of Bahia project working on social inclusion 
	SSI

	ADABA – Associação dos Artesãos da Bahia
	Association representing craftspeople and artisans in Bahia
	SSI

	FIEMA – Fundo Municipal para o Desenvolvimento Humano e Inclusão Educacional de Mulheres Afro-descendentes 
	Municipal fund linked to the Education Secretariat, promotes Afro-Brazilian women’s human development and educational inclusion of 
	SSI


The consultants carried out the following tasks:

· Gathered quantitative data regarding levels of income and place in the value chain by carrying out street structured interviews of informal vendors at street levels in most nodes covered by this study (when relevant to the geographical area - see Table 8).

· Identified individuals from the target population who are recognized as “successful” figures in order to find out, through semi-structured interviews, key trajectory patterns that have facilitated their access to higher level or better paid jobs in the tourism industry.

· Gained an understanding of the full extent of prejudices and obstacles that stop ‘low-income’ Afro-descendants having access to well-remunerated jobs according to the largest potential employers, namely the private sector. This has been achieved through semi-structured interviews with a micro selection of owners of restaurants, hotels, travel agencies and tour operators.

Table 8 - Street interviews with tourism sector stakeholders

	Stakeholder
	Relation to VC Node
	Method used
	Minimum # of interviews in each of the 3 sites

	Unofficial Tour Guide
	Excursions
	SSI 
	1 

	Independent craftsperson 
	Arts & Crafts
	SSI 
	1

	Street food vendor
	Food & Beverage
	SSI 
	1

	Local transport provider
	Local transport
	SSI
	1


M4.3.2 Fieldwork Wave 2

The two objectives of the second wave of fieldwork will be to identify ways through which the target population will access better jobs and livelihoods and/or the formal sector by identifying barriers  that affect them, during Focus Group Discussions (FGDs). These will hopefully be carried out with at least one representative of each of the selected organizations, representing formal and informal providers in each node of the tourism activity, in groups organized by geographical area. SECULT and SEMUR have offered to share a list of key actors and institutions to be agreed and finalized by 29 May (see Table 9 below), and to provide support to organize the Focus Group Discussions with the organizations. 

Table 9 - Suggested representative organizations for Focus Group Discussions
	Organization representing Afro-descendants, particularly women in each VC node:
	Main Methods used
	Number of interviews 

	Accommodation
	Focus Group Discussions and Surveys
	1 interview per node in each of the 3 sites



	Food & Beverage
	
	

	Arts & Crafts
	
	

	Local transport
	
	

	Excursions
	
	


The consultants will also collate quantitative data at institutional level to inform the value chain analysis during the focus group discussions by handing out short questionnaires for participants to complete during the meetings. Participants from the informal sector will be prioritized for these questionnaires as data from the informal sector is the most difficult to obtain. These questionnaires will have been previously tested and amended following the street interviews in the first wave of fieldwork. Each focus group session should generate sufficient data to inform the VCA mapping process, provide a snapshot of income accruing to the target population, and further inform potential action plan recommendations.

M5. Stages leading to presentation of findings

The figure below presents an overview of the research and analytical process followed by the researchers to present findings in the final stage of the project, in July. 

Figure 14 – Research process
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The first four stages aim to contribute to the overview of the Inclusive Growth Tourism Value Chain Analysis study in which the financial benefits to the target population will be analyzed and summarized. This will enable the preliminary recommendation of strategic approaches to boosting

Income accruing to low-income people.

M6. Inclusive Growth Tourism Action Plan

Based on the results of the research and rapid appraisal value chain mapping, the team of consultants will draft an Action Plan with recommendations designed to increase the Inclusive Growth Tourism impact of the PRODETUR. The report will propose practical, feasible and realistic recommendations relevant to the selected geographic sites in Salvador, as well as policy-driven actions to be implemented at the institutional level. 

The Consulting team also aims to examine the relationship between tourism and poverty in similar contexts to Salvador, in order to gauge the effectiveness of past efforts, and will select a range of examples of international ‘best practice’, which may be applicable to Salvador.
Recommendations by stakeholder category and area of intervention will be presented in the following format:

· Key problems to address

· Recommendations to SECULT, SEMUR and other stakeholders (including relevant local civil society organizations)

· Possible interventions to optimize linkages with other sectors

The Action Plan will be drafted with the following considerations in mind:

1. Although Afro-descendant women have been identified as the lowest earners in the Service sector, it is important to note that men wield significant power over many aspects of women’s lives and as such the effectiveness of actions will depend on both men and women being targeted, in order not to exacerbate existing disparities between men and women (Farré, 2013).

2. A sustainable approach to tourism development must be based on the premise that tourism should be part of a diversified portfolio of economic activities for any locality so as to reduce over-dependency by low-income people on a single activity that may be affected by seasonality, financial crises and weather conditions (UNEP, 2005).
3. Tourism should not be seen as the cure to reducing the target population’s poverty; it is part of a much more complex shift in policy which focuses on addressing not only the needs of the poor, but also the systemic causes of this poverty (Chok et al., 2007; Schilcher, 2007).

4. Domestic tourism is the backbone of a healthy tourism industry, especially in Salvador where it represents 85% of arrivals. Although the international market may offer a less challenging route to promoting Afro-Brazilian culture, it cannot be expected to solely sustain existing and future tourism sector activities (Manono & Rotich, 2013).
5. The local community – such as residents, local government agencies, community leaders and civil society organizations –need to be involved and consulted throughout the development of the action plan, which should be jointly agreed with them (Goodwin, 2011).
In this context, recommendations will be considered based on three principles that underpin the concept of inclusivity as a business model, namely: human capacity development and empowerment, supportive institutional policy implementation, and cultural tourism experience development (see Figure 16 below).

The United Nations Development Programme (UNDP) defines inclusive business models as including the poor as employees, entrepreneurs, suppliers, distributors, retailers, customers, or sources of innovation, in ways that further their human development and that are financially, environmentally, and socially sustainable (see also Ashley et al., 2007). 
Figure 15 - Inclusive business models
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Source: Ashley et al. (2007)
The Action Plan will focus on increasing the ILIP flowing from tourism services and activities whilst growing tourism offerings in the areas of study to differentiate with other destinations in Brazil and Latin America. As per the requirements set within the TORs, the consultants will consider the different actions that can be made along the tourism value chain and where knowledge, skills and other previously identified gaps can be filled. These actions will be prioritized and explained in detail (e.g. agents responsible for change, degree of difficulty, timeframe, risks associated to implementation). Indicators for monitoring and evaluating the progress of the Action Plan will also be suggested. 

Figure 16 - Tourism linkages into the local economy

The Action Plan’s aim is to make recommendations which strengthen linkages to guarantee market access for the target population in an inclusive manner. The low-income Afro-descendant informal sector worker will be considered as a  key stakeholder and partner, requiring support and in some cases, incentives to access the formal sector, given that many studies have shown that eradicating the informal sector is unrealistic and that integrating it into local formal economies is a more pragmatic approach. This is also in line with the IADB and SECULT/SEMUR position on this.

M. Appendix 1: Case studies - Typology of Inclusive Growth changes in value chain performance

	Type of change in the tourism value chain
	Example of an intervention
	Increase income of current poor participants
	Enable new entrants to enter the tourism value chain

	Expansion

	Of the overall chain
	Supporting the Da Nang government in Central Vietnam to better manage coastal land supply to facilitate emergence of new luxury coastal resorts
	Likely
	(

	Expansion or creation of products/services heavily provided by the poor
	Developing new cultural tourism products, like the Outback Safari excursion pioneered by First Choice Holidays in the Dominican Republic
	Likely
	(

	Higher returns to existing production

	Upgrading existing production by the poor
	Improving the quality of service (and returns enjoyed) by juice sellers and local guides. An Association of Small Scale Enterprises in Tourism (ASSET) initiative in The Gambia
	(
	Possibly

	Contractualisation of existing producers for enhanced terms
	Sandals resort initiatives in Jamaica to contract farmers ahead for vegetable supply.
	(
	

	Existing producers move up to higher value-added functions
	Investment in staff training so that local staff move from unskilled cleaner to departmental supervisor
	(
	Likely

	New entrants able to access previously ‘non- poor’ activities
	Affirmative hotel procurement to source from emerging business, such as outsourced laundry at Spier estate in South Africa. Helping poor farmers sell into the food and beverage (F&B) chain
	Likely
	(

	Enhancing the enabling environment and value chain linkages

	Development of financial services that enable entrepreneurs to invest and/or tourists to spend more locally
	SMME finance facilities that enable long-term supply contracts to be used as collateral for loans
	(
	(

	Mechanisms for large and small enterprises to exchange information and market intelligence
	New fora for chefs and farmers to discuss future supply and demand in an Oxfam Caribbean initiative
	(
	Likely

	Boosting benefits to the wider community

	Development of infrastructure and services used by residents 
	Road improvements around Parc National des Volcans in Rwanda, linking farmers to town  
	A mixture of non-financial and sometimes financial impacts for residents, including many who are not direct (economic) participants.



	Social organisation and institutional capacity
	Community conservancies develop institutional capacity in Namibia via their decision-making roles in tourism
	

	Preventing natural resource damage or cultural intrusion by tourists 
	Codes of conduct for tourist behaviour drawn up by residents and disseminated by hotels and tour operators
	


M. Appendix 2: Questionnaire for street interviews

1. PERSONAL INFORMATION

	Name
	


	Where do you live? 
	
	
	
	How long do you travel to work?
	mins


	
	
	
	Male
	Female
	
	Age
	
	


	Family situation
	
	Provides for family
	
	Lives alone
	
	Lives at home

	
	
	
	
	
	
	

	
	
	Single
	
	Married
	
	Other: 
	


2. SECTOR

	Food
	
	Beverage
	
	Guide

	
	
	
	
	

	
	
	
	
	

	Arts & Crafts
	
	Fishing
	
	Accommodation

	
	
	
	
	

	
	
	
	
	

	Excursion
	
	Other 
	
	Other

	
	
	
	
	


3. DESCRIPTION OF BUSINESS

	3.1 Do you have a ‘CNPJ – Numero Pessoa Juridica’?
	YES
	
	NO
	
	Explain
	

	
	
	
	
	
	
	

	3.2 Are you registered in any other way?
	
	

	
	
	

	YES
	
	NO
	
	3.3 Explain
	


	3.4 Own business
	
	YES
	
	NO
	3.5 Years in business
	
	
	3.6 Number of employees
	


	3.7 Sole activity
	YES
	
	NO
	
	Explain
	


	3.8 For your business, what are your:
	
	quietest months?
	
	busiest months?

	
	
	
	
	


4. PRODUCTS & CLIENTS

	4.1 What are your 3 most lucrative items?
	
	1.


	
	2.


	
	3.




	4.2 How much do sell them for? 
	
	1.

R$     
	
	2.

R$       
	
	3.

R$       


	4.3 Who are your clients?
	
	Foreigners
	
	Brazilian tourists
	
	Brazilians from S. 

	
	
	low season
	high season
	
	low season
	high season
	
	low season
	high season

	
	
	 %
	%
	
	%
	%
	
	%
	%


5. EARNINGS

	5.1

How much do you earn on average per: 
	
	day / week / month
	
	% of business at weekend
	
	Does this include tips?
	
	How much in %?

	
	
	low season
	high season
	
	low season
	high season
	
	
	
	

	
	
	R$       
	R$         
	
	     %
	%       
	
	YES
	
	NO
	
	%


If cannot get information about earnings, ask about most lucrative product. Ask 5.1 & 5.2a together if possible to estimate income % of main item on overall income.

	5.2a
How many units of your most lucrative item do you sell per: 
	
	day / week / month
	
	per weekend
	
	Comments

	
	
	low season
	high season
	
	low season
	high season
	
	

	
	
	
	
	
	
	
	
	


OR

	5.2b
How many clients do you have per: 
	
	day / week / month
	
	per weekend
	
	Comments

	
	
	low season
	high season
	
	low season
	high season
	
	

	
	
	
	
	
	
	
	
	


	5.3 How much does it cost to buy/make:
	
	most lucrative item 1
	
	most lucrative item 2
	
	most lucrative item 3

	
	
	
	
	
	
	

	
	
	R$     
	
	R$     
	
	R$    


	5.4 What expenses do you have to run your business?
	
	
	5.5 How much is that in total per: 
	
	Day /week / month

	
	
	
	
	
	
	

	
	
	
	
	
	R$       


	5.6 Do you earn enough to look after your family?
	YES
	
	NO
	
	5.7 How much money per month would be a good salary?
	R$        


6. SOURCING

	6.1 Where do you buy your stock/inputs/raw materials from?
	
	
	6.2 Where does it come from? (Bahia would be local, Salvador 100%) 
	


7. DESCRIPTION OF SITUATION

	6.1 How many similar vendors work in your area?
	
	
	
	6.2 How many are:
	CNPJ
	registered
	unregistered

	
	
	
	
	
	
	
	


	6.3 Do you want to continue doing this job?
	YES
	
	NO
	Why?
	


	6.4 What stops you from making more money out of your business? 

	

	Capacity

Do you know how to get more clients? WHY? Do you offer your services / sell your products elsewhere?
	
	

	
	
	

	Infrastructure

Do you have access to electricity? Water?  WHY?
	
	

	
	
	

	Registration

Advantages & disadvantages

WHY NOT?
	
	

	
	
	

	Social barriers 

Have you experienced any discrimination?
	
	

	
	
	

	Education

Level of education and language skills? If you were given the opportunity to do a course, what would it be?
	
	

	
	
	

	Access to financial support

Large loans, micro-credits, government or NGO funding, family help


	
	

	
	
	

	Other
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� ‘Informal labour’ is further defined in the VCA section.

� The term intersectionality was coined in 1989 by Professor Kimberlé Williams Crenshaw. Although it already existed, Williams Crenshaw popularised what is now the textbook definition of intersectionality: “The view that women experience oppression in varying configurations and in varying degrees of intensity.”

� Adapted from the Summary of Arauco et al. (2014) “Strengthening social justice to address intersecting inequalities post-2015”, ODI Report 9213.

� “While evidence on the gendered impacts of the crisis vis-à-vis child labor is mixed, girls are more likely to be involved in highly vulnerable forms of work including domestic work and transactional or commercial sex work” (Stavropoulou and Jones, 2013: 31, cited in K. Elborgh-Woytek et al., 2013).

� See more at: http://www.unwomen.org/en/news/stories/2015/3/in-brazil-new-law-on-femicide-to-offer-greater-protection#sthash.ujfkeWbU.dpuf.

� Two recent and very public cases of racism illustrate changing attitudes in Brazil:  Dunga, coach of the national football team, said � HYPERLINK "http://esporte.uol.com.br/futebol/ultimas-noticias/2015/06/26/dunga-pede-desculpas-apos-declaracao-sobre-afrodescendentes.htm" ��"Acho que sou afrodescendente, gosto de apanhar"�, after his team lost in the Copa América, which was seemingly resolved with a � HYPERLINK "http://selecao.cbf.com.br/noticias/todas/dunga-esclarece-declaracao-na-entrevista-coletiva" \l ".VbupFPndb9o" ��1-line apology on the CBF� website (June 2015). In the same month, journalist Maria Júlia (Maju) Coutinho, Globo television’s first Black weather presenter (still referred to as ‘weather girl’), � HYPERLINK "http://extra.globo.com/tv-e-lazer/maria-julia-coutinho-sofre-racismo-em-rede-social-16650928.html" ��suffered extensive racism online�, which sparked outrage and the hashtag #weareallmaju. 

� The “Ganhadeiras” are a group who aim to revitalise Baian folklore and tradition, especially the traditions linked to the communities of Itapuã and Abaeté. The group does ‘samba de roda’, as well as theatre, maculelê and capoeira. See: http://www.culturatododia.salvador.ba.gov.br/lista-catalogo-polo.php?cod_area=5&cod_polo=57.

� See: � HYPERLINK "http://itapuacity.com.br/100-anos-de-dorival-caymmi-o-baiano-que-levou-itapua-para-o-mundo/" �http://itapuacity.com.br/100-anos-de-dorival-caymmi-o-baiano-que-levou-itapua-para-o-mundo/� 

� National Classification of Economic Activities – CNAE Version 2.0. The CNAE is the classification officially used by the Statistics National System in the production of statistics by type of economic activity, and by the Public Administration, in the identification of economic activity in registers of legal entities.

� Source: � HYPERLINK "http://www.portaldoempreendedor.gov.br/estatistica/lista-dos-relatorios-estatisticos-do-mei" �http://www.portaldoempreendedor.gov.br/estatistica/lista-dos-relatorios-estatisticos-do-mei�

� The Sistema S includes the following organisations:

- Serviço Nacional de Aprendizagem Rural (SENAR, National Service of Rural Apprenticeship) 

- Serviço Nacional de Aprendizagem do Comércio (SENAC, National Service of Trade Apprenticeship) 

- Serviço Social do Comércio (SESC, Social Service for Trade) 

- Serviço Nacional de Aprendizagem do Cooperativismo (SESCOOP, National Service of Cooperativism Apprenticeship)

- Serviço Nacional de Aprendizagem Industrial (SENAI, National Service of Industrial Apprenticeship)

- Serviço Social da Indústria (SESI, Social Service for Industry Sector) 

- Serviço Social do Transporte (SEST, Social Service for Transportation Sector) 

- Serviço Nacional de Aprendizado dos Transportes (SENAT, National Service of Transportation Apprenticeship) 

- Serviço Brasileiro de Apoio às Micro e Pequenas Empresas (SEBRAE, Brazilian Service of Micro and Small Size Companies Support)

� Notably, all interviewed men were married with children, and in Dr. Santana’s study all but one were married to white women.

� � HYPERLINK "http://www.insightcrime.org/news-analysis/what-makes-salvador-brazil-most-violent-city" �http://www.insightcrime.org/news-analysis/what-makes-salvador-brazil-most-violent-city� 

� � HYPERLINK "https://www.unodc.org/documents/gsh/pdfs/2014_GLOBAL_HOMICIDE_BOOK_web.pdf" �https://www.unodc.org/documents/gsh/pdfs/2014_GLOBAL_HOMICIDE_BOOK_web.pdf� 

� It is worth mentioning some members of the consulting team had a very different and much more positive experience of the city vis-à-vis security issues, although news of two separate incidents of a Spanish tourist’s murder in Itapuã and Indian tourists being severely beaten up in the Pelourinho just days before the team’s second fieldwork mission are not encouraging.

� The Confederation of Commerce includes Tourism in its remit, however, the tourism sector is not represented within the Confederation. The Confederation of Tourism exists but it doesn’t receive the funds (repasse) collected from the tourism sector by the Confederation of Commerce – there is an ongoing legal battle at the Bahia state level about this, SESTUR and SENATUR still don’t exist (like SESC and SENAC do). The repasse should amount to R$ 3-4 billion per annum. (Source: interview with Silvio Pessoa)

� � HYPERLINK "http://www.culturafgm.salvador.ba.gov.br/index.php?option=com_content&task=view&id=653&Itemid=3" �http://www.culturafgm.salvador.ba.gov.br/index.php?option=com_content&task=view&id=653&Itemid=3� 

� Possible (but I don’t know if reliable) translations: Journal of Laws, Official Journal of the Union, Official Gazette. 

� It’s a test we take in order to study in certain colleges (it’s been replaced by ENEM in many places but it’s still used in public universities such as UNEB).

� A one-stop shop for citizens to do things such as get ID cards, passports etc.

� The Prefeitura-Bairro is the office of the ‘neighbourhood mayor’, a system set up in many neighbourhoods to facilitate local residents’ access to government services, which both improves access to government as well as means citizens don’t have to go to the municipal government office for all services, thus easing pressure on the municipality.

� A group of people gathered in a circle to play capoeira.

� Example of images here: https://www.google.com.br/search?q=fitinha+do+senhor+do+bonfim&biw=1366&bih=643&tbm=isch&tbo=u&source=univ&sa=X&ei=GXCIVbXYE4zp-QHUt5S4Dg&sqi=2&ved=0CCcQsAQ

� Maculelê (Pronounced: mah-koo-leh-LEH) is an Afro Brazilian dance where a number of people gather in a circle called a roda. Wikipedia - https://en.wikipedia.org/wiki/Maculel%C3%AA_(dance)

� SENAR, SENAC, SESC, SESCOOP, SENAI, SESI, SEST, SENAT, and SEBRAE.

� See https://en.wikipedia.org/wiki/Lei_%C3%81urea

� See https://en.wikipedia.org/wiki/Dorival_Caymmi

� See https://en.wikipedia.org/wiki/Vinicius_de_Moraes

� See https://en.wikipedia.org/wiki/Tropic%C3%A1lia

� World Travel and Tourism Council (2014b) Travel & Tourism Economic Impacts Brazil Available at: � HYPERLINK "http://www.wttc.org/-/media/files/reports/economic%20impact%20research/country%20reports/argentina2014.pdf" �http://www.wttc.org/-/media/files/reports/economic%20impact%20research/country%20reports/argentina2014.pdf� [Accessed 05 May 2015]

� SECULT (2014). Pesquisa sobre turismo receptivo Salvador–BA – Resultados cruzados por motivo de viagem. Outubro, 2014 

SETUR (2014). Caracterização do turismo receptivo na Bahia – 2014. Etapa Tradicional – Fevereiro.

� Salvador Prefeitura & Associação Brasiliera da Indústria de Hoteis, Bahia (2014)   Pesquisa sobre Turismo Receptivo SALVADOR – BA 14 a 21/06/2014 Tabelas com Resultados Cruzados por Motivos de Viagem

� Definition of racial background: Branco (White); Preto and Pardo (Afro-descendant)

� Barrientos, S. & Smith, S. (2007). Do Workers Benefit from Ethical Trade? Assessing Codes of Labour Practice in Global Production Systems. Third World Quarterly Vol. 28, No. 4, Beyond Corporate Social Responsibility? Business, Poverty and Social Justice (2007), pp. 713-729 Published by: Taylor & Francis, Ltd. Article Stable URL: � HYPERLINK "http://www.jstor.org/stable/20454958" �http://www.jstor.org/stable/20454958�

� Cited in Biggs, D., Hall, C. M., & Stoeckl, N. (2012). The resilience of formal and informal tourism enterprises to disasters: reef tourism in Phuket, Thailand. Journal of Sustainable Tourism, 20 (5), 645-665.

� For a full bibliography of sources consulted for the methodology chapter see Appendix 3

� Source: Ashley & Mitchell (2008)
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