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Forbes: 'The Silk Road is one of the 
worlds most powerful brands, perhaps 
even bigger than Disney or Coca-Cola' 



SILK ROAD 

ACTION 

PLAN 

2010/2011 

The Silk Road as the top ótouring routeô (26,5%)   



SDGs 2030 naturally translate into the Silk Road Action Plan, 

especially:   Goal 8      Goal 12      Goal 14 

Building the new Silk Road for Sustainable Tourism 

Through our 3 key areas  
 

Marketing and Promotion 
 

Destination Management 

and Capacity Building 
 

Travel Facilitation 



33 Committed Member States  


