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1 Context

1.1 Introduction

This report forms a key part of an EU Asia Urbs funded project designed to share best practice of urban development between Asia and Europe.  The project, “Economic and Cultural Heritage Development in Hai Duong” is intended to aid the Municipality of Hai Duong in Vietnam to develop the economic and heritage potential of the town. It concentrates on building the management capacity of the municipal staff in developing tourism and regeneration activities, particularly with regard to handicrafts. The aim is to create a handicrafts development board and to refurbish a building to serve as a crafts promotion centre. The project involves three municipalities (Hai Duong, London Borough of Hackney and Limerick City Council), one NGO (An Viet Foundation), two regeneration/ development agencies (Shannon Development and Renaisi) and one university (London Metropolitan University -formerly UNL). The aim is to develop sustainable links between them in order to share best practice and enhance long-lasting business, cultural and municipal links.

This report is the result of a rapid appraisal of Hai Duong and the surrounding area. It provides an overview of handicraft and tourist attractions in the area and assesses the potential for developing links between these and the tourism markets. The recommendations set out the action, which needs to be taken to realise this potential. 

1.2 Hai Duong City

Hai Duong has a population of approximately 134,000 and is the capital of the province bearing the same name. The city has a favourable climate with four seasons and has good transport links. It is situated at the crossroads of long-established routes running north-south and east-west, and is located on Highway 5 between the capital, Hanoi, and North Vietnams largest port, Haiphong. The city is one of five cities surrounding the capital that have been included in a centrally co-ordinated development initiative. The city is the seat of both provincial and municipal government and is thus an important administrative centre. The local authority is the People’s Committee of Hai Duong, which comprises an elected chamber and a mayor, whereas the province comes under the provincial governor. Surrounded by fertile land the city is also a major food and animal products processing centre, and is home to a wide variety of small and medium-sized industries. The city is famous for its green bean cakes and a wide variety of craft-based enterprises. The city faces difficulties in developing handicrafts, and the creation of a Craft Development Board will help alleviate these problems.

The city and the surrounding area has a very long history of settlement, and archaeological remains  associated with some of Asia’s earliest human-like populations, possibly dating back 2-3 million years, have been excavated locally. The region is linked to the Red River, Song Hong culture and lies in the heartlands of what eventually became Vietnamese civilisation. The city itself was established roughly 200 years ago in a strategic location in the Red River Delta. Built next to a lake, defended by walls and surrounded by canals, the city was the main seaport for Hanoi. Scarcely anything remains of the city’s walls, though the moat and canal system remains largely intact. Land reclamation schemes in the fertile delta have extended the area under cultivation by pushing back the sea coast and Hai Duong’s role as a harbour has been supplanted by Haiphong.

Methodology

The methodology used in this study may be characterised as ethnographic, but instead of long term fieldwork this study involves a hybrid approach that may be regarded as "fast and dirty". Derived from social anthropology, this approach, which is known as Participatory Rural Appraisal, has been adapted for use in development studies, and more recently tourism studies. This research might be termed pre-fieldwork because it involves visits lasting several weeks as opposed to participant observation conducted over a much longer period. It is suggested that this approach is applicable to this project since, although the context is not strictly rural, the setting poses similar problems. This approach is swift and inexpensive since it involves only one researcher working with well-informed local people, in this case officials working for the Municipality of Hai Duong. A variety of qualitative techniques were used to gather information, including spontaneous questioning in Vietnamese with the help of an interpreter along with semi-structured informal interviews and more detailed repeat interviews with key informants. 

The research on which this report is based was carried out on three visits to Hai Duong. First there was a one day visit in November, 2001, which was followed by a two week period of research between 20 April - 4 May, 2002. Second, there were a series of visits to Hai Duong and the surrounding area in September 2002. The researcher made enquiries at the following kinds of organisations: municipal offices in Hai Duong, development projects concerning crafts, government offices in Hanoi, craft businesses in Hai Duong, tour companies in Hanoi, museums in Hanoi and Hai Duong, craft businesses in Hai Duong. The first draft of the report was designed to be discussed with representatives of the Municipality of Hai Duong, Limerick City Council and the London Borough of Hackney on their international visits to London (6 July – 13 July) and to be modified in the light of their experience. A second version of the report was made available in Vietnamese for distribution and discussion in Hai Duong, and to add additional material. It is recognised that the best informed about local issues are the local people themselves, whereas the international partners can help with understanding the international context.

2 Crafts, Development and Tourism

The subject of tourist arts, both tangible (e.g. weaving) and intangible (e.g. dance), is a field in which opinions often sharply diverge. The sheer volume of inferior so-called “airport art” convinces some about the destructive effects of tourism. Within tourism there would appear to be a demand for mass-produced and second-rate arts that have limited symbolic and cultural worth. On the other hand tourism may also support craft industries that are vulnerable to competition from industrially produced goods and conserve skills that would long since have disappeared. These arguments may appear to be something of a luxury when considering lesser developed nations which often have to face difficult choices concerning employment, and tourists may provide an important additional source of revenue. Handicrafts can be both financially rewarding and may help to raise self-esteem among women
. In Chiang Mai in Thailand a weaving career may provide an alternative to employment in less desirable occupations, such as the sex industry.

Crafts are linked to tourism in a number of ways and it is not necessary for a destination to be directly involved in this industry to be able to obtain some benefit. Niche tours can, for example, be used to take tourism to areas that want the revenue from visitors but are not usually associated with international tourism.

The production of crafts for export and tourism in the lesser-developed countries often involves changes in the means of production, particularly with regard to the use of standardized components and mass manufacturing methods.  An attendant feature of productive change is the introduction of new materials leading to a kind of mix and match approach. The changes may raise output, but are often accompanied by a reduction in skill. The Hmong of northern Thailand, for example make crossbows for tourists of questionable quality, but because they will rarely be fired this is less significant than the cheap sales price arising from high productivity. Output may be raised, but because so many shops sell the same product, the individual maker has to operate on slim profit margins. However, in Nepal where there is a long established souvenir craft industry which grew out of the even older pilgrim trade, all the craftsmen possess a range of skills; and although producers specialize in order to speed up production, generalist skills have not been discarded
. 

What is significant about these developmental processes is that newer methods do not invariably replace older ones. Souvenirs, though often based on traditional art forms, are often miniaturized to suit the needs of long distance, especially airborne, travellers. Sometimes a similar purpose is served by substituting lightweight materials for heavier traditional ones.  Production methods may remain largely unchanged while the products themselves are subjected to extensive modification. The reasons are not clear cut and may be linked to the presentation of crafts within the context of tourism.  A common pattern is to allow tourists to visit “backstage” production areas where emphasis is placed on the “traditional” qualities of the goods being made. Tourists also value the opportunity to try out unfamiliar skills and technologies for themselves, and there is growing educational element in the holiday experience. In Yogyakarta in Java, for example, one can not only purchase batik and see how it is made, but can also learn how to make it for oneself on locally organised courses. Outside the specialist tours, however, one should not overestimate the importance of handicrafts. Souvenirs alone do not necessarily act as a draw, though they may contribute to the generalised image of a destination. 

Another point to consider is the cost effectiveness of the basic technology. Tourism is often seasonal and overheads have to be kept low by using inexpensive tools and machines that can be brought into use rapidly as and when required. The value added is thus linked to the skill of the maker and, unless the product can command a high value in the marketplace, the margins may be minimal.  It remains uncertain, however, whether or not tourists are prepared to pay well for quality products with which they are unfamiliar.  Handicrafts of the kind found of roadside stalls in Bali are, for example, readily available in shops and markets in Europe and North America. Crafts serve both the tourist and export markets and it remains unclear whether or not the availability of similar crafts in the tourist’s home country will deter spending during the vacation. On one hand familiarity with the handicraft may help product recognition and may lead to purchases, whereas on the other hand over-familiarity may spoil the consumer’s sense of the uniqueness the craft and its association with the destination. This is an important consideration for this project since it concerns the development of crafts for both export and the tourist market. Interestingly, there is some evidence from London, where there are shops specially catering for Japanese tourists, that Japanese visitors like to buy distinctive British goods in London, though the same products are available back home. Emphasis in this context is placed on the documentation accompanying the product, which indicates that the product was purchased in London. Price may also be a factor, especially with regard to tax on luxury items in Japan.

The importance of the Internet in stimulating demand for crafts and in raising awareness and avoiding export bottlenecks has been stressed before
. The Internet provides a wide range of services for crafts people and enhances customised production. Consumer protection laws are a potential hazard with regard to the marketing crafts since purchasers used to consuming industrial products often expect standardised goods. Standardisation can, however, pose shipment problems since shipping agencies in the developing world often take advantage of the diversity of sizes to slot goods into one another to save space. 

A common problem with the use of handicrafts in tourism and international trade is product recognition. The interpretation of crafts that are not likely to be well understood by visitors should also include videos, well-trained guides and informative guidebooks. Many aesthetically satisfying traditional goods are simply too plain to arose the interest of tourists. Surface decoration may be applied to please the customer and add provenance, as well as raise the value added.  This kind of transformation is reported by in Peru where the producers of pots for tourists sign (like Western artists) up-market vessels, but leave cheaper versions unsigned. Peoples remote from markets may also produce a product that is given a finish by another group that has greater access to the needs of customers and sometimes these “finishers” are members of the urban majority population. 

The process of adapting goods to suit the tastes of tourists is highly variable and products do not necessarily change along identical lines. The new designs may be unrelated to the culture of the producers, but sometimes traditionalist and even archaic trends emerge. In order to enhance product recognition and overcome the ignorance of purchasers, traditional abstract styles may be replaced by more naturalistic ones. The opposite can also occur as producers move towards more abstraction, sometimes imitating modern Western styles. Contrary trends may also be present within the same culture.

3 Crafts and Tourism in Vietnam

3.1 Crafts and Tourism

Vietnam has a long established tradition of handicraft manufacture, which historically were produced to satisfy local needs. Handicrafts evolved locally over many centuries and may be considered an integral part of Vietnamese material culture, though some developments were stimulated by government action. Lacquerware, for example, is said into have been introduced to Vietnam after Emperor Le Thanh Ton (1443-1459) sent an emissary to the Chinese court to learn about the process. There have also been influences from intellectual circles (i.e. Tu Luc Van), a case in point being the Ao dai (long dress), comprising a flowing tunic worn over wide trousers, which is worn by Vietnamese women. Vietnamese handicrafts were also exported, most notably ceramics, to China and elsewhere in Southeast Asia, and Europeans became involved in this trade from the 17th century onwards. Under French rule Vietnam was administered as part of Indo-China and during this period the French provided a showcase for Vietnamese products at the Colonial Exhibition in Paris (1931) and elsewhere.

A tourism industry was established under colonial rule, but the numbers of visitors were limited and in any case were often not strictly international since many tourists were French officials and businessmen taking leave within the country. The recovery of the Vietnamese tourism industry was severely disrupted by the struggle for independence against the French and the Vietnam War and thus Vietnam is a relative newcomer to international tourism.

By 2000 Vietnam was attracting 2.1 million international tourists and had approximately 11.2 million domestic tourists. By 1998 both domestic and international tourists were staying on average for 2.8 nights in Hanoi. The World Tourism Organization has predicted a long-term global expansion rate of 4-5% per annum, though the industry has been severely affected by the events of 11 September  2001. Long term trends suggest that the East Asia and Pacific Region (EAP) will overtake the USA as the world’s largest tourism destination (WTO/UNDP 2001). Such predictions need to be handled with some care since the USA’s position in relation to its size is not strong with regard to international tourism.

Vietnamese crafts also feature significantly in the tourist experience and this has been accompanied by a strong rise in export growth. Handicraft exports have risen from a value of US$200 million in 1997 to US$350 million in 2000, and though this is encouraging, there is still scope to improve the variety and design of goods sold to tourists and overseas importers.

An important draw is Vietnam’s cultural heritage including both tangible elements (e.g. the cities of Saigon, Hue and Hanoi) and intangible ones (e.g. performing arts, festivals). The Ministry of Culture and Information and counterparts in provincial governments are the public bodies responsible for the protection and utilisation of Vietnam’s heritage and the government has recently formulated a 5 year development plan for heritage. This includes the preservation of the historical built environment and support for historical, art and ethnographic museums. (The Ford Foundation is making a highly significant contribution to this effort by funding training in arts management.) These efforts are increasingly supported by spin, marketing and product placement, albeit still in the early stages.

The Vietnamese government recognises the need to involve local communities in providing services and developing enterprises associated with tourism and would like to develop public awareness programmes to inform people on how they can benefit from tourism. Recent research from the London Metropolitan University suggests that, though such aims are laudable, in practice it can be very difficult to engage whole communities in these objectives. There is scope within this project to undertake an evaluation of how awareness of tourism increased in Hai Duong among the general public. It is envisaged that short courses could be provided with the support of the municipality and the project to help raise awareness of tourism and craft linkages among local people. The government is also interested in developing home visit and study tour programmes and it is possible that this project could help to contribute to those objectives. What would also help local craft exporters would be if information on potential retail outlets in Hackney and Limerick could be made available for producers in Hai Duong.

UK Tour Operators Offering Tours to Vietnam

There has been an expansion in special interest tours to Vietnam and the interest catered for embrace train tours, ecotours, golfing holidays, biking trips, war tours for USA veterans, and photographic expeditions. Island homestays in the Mekong Delta exploring cottage industries and hill-trekking in the upland minority areas are offered by 6 operators in the UK. In their Best of Vietnam, Guerba offer a 19 day tour and Northern Vietnam Trail which offers a stop en route when returning from Haoi (Halong Bay) to visit Bat Trang village. Visit Vietnam includes visits to villages and a stop-off in BacNinh province on the return from Halong Bay where tourists are transferred to a buffalo cart to travel down country lanes to visit Quan Ho village; this is followed by a visit to Dong Trieu, a pottery village. Gina Corrigan’s long established textile tour company also brings tourists to Vietnam.

Cruise ships, including those of UK-based Swan Hellenic, call in at Haiphong and groups of tourists, often more than 200 strong, are conveyed by fleets of buses to Hanoi. The buses pass through Hai Duong and it is common to take a “comfort break” within the vicinity of the city, though the full potential of these stopovers is not yet fully exploited.

Tour operators tend to keep information to themselves on why visitors select one destination over another, and thus the observations given here are somewhat impressionistic, though the author has accompanied tours to Vietnam. Generally speaking, Vietnam is seen as having a rich and diverse civilisation with many beautiful cities, temples and ancient ruins. The fact that Vietnam, although distinctive in its own right, shares aspects of its civilisation with China and has had French influence is of interest to some tourists. Visitors are usually aware that the country is ethnically diverse and this is reflected in various customs, particularly with regard to festivals and handicrafts. Vietnam’s long coastline with coastal plains giving way to forest and mountains are also attractive to visitors. As compared with Thailand, Vietnam’s tourism industry is still developing, but this is also of interest to foreign visitors who feel that some Southeast Asian destinations have become too popular and perhaps less welcoming than in the past. 

There are, however, a number of drawbacks to tourism in Vietnam and these may be summarised as follows. First, as compared with Thailand and Malaysia there is a lack of good quality low and medium priced accommodation offering reasonable service. Second, tourists feel threatened by the aggressive behaviour of children selling snacks and souvenirs around destinations; this does not occur to the same extent in other Southeast Asian destinations. Third, the lack of a clear pricing policy for the goods and services offered to tourists is a source of discontent. Fourth, the bureaucratic procedures associated with visas and the lack of clear guidelines regarding extensions are a source of irritation. Vietnam is regarded as one of the more problematic countries in Southeast Asia.

There are probably historical reasons why the UK lags behind France and Germany with regard to tourist arrivals. For historical reasons Malaysia and Singapore continue to attract the bulk of UK visitors to the region. Both countries are economically prosperous and Anglophone and have a reasonably high profile which is due in part to their membership of the Commonwealth. Vietnam’s profile in the UK is, however, rising and its image is becoming increasingly positive.

Tourism in Hai Duong

3.2 Visitors 

Hai Duong lies along two important tourism corridors, but it is difficult to gauge the numbers of visitors passing through since these statistics are not collected. The city is already on the domestic tourism map in terms of day trips, particularly at weekends and on public holidays and an estimated 1000 to 2000 visitors pass through on Highway 5. In terms of signage there is little to indicate that the city has anything special to offer, and entries in guidebooks remain brief. The Craft Development Centre and the museum have the potential to attract passing tourists, but their existence needs to be indicated with signs. Visitor centres in the craft workshops should also be developed to show products being made and to help market craft products. Links should be developed with local tour operators and guides to encourage them to stop in Hai Duong while en route to Halong Bay or Haiphong. The improvement of dining and rest rooms facilities would encourage more visitors to take a break on their way to other destinations.

Vietnam has only recently become aware of the complex management skills needed to develop cultural and heritage tourism, and it is perhaps not surprising that the following do not yet exist in Hai Duong: a tourism and interpretation centre, widespread availability of brochures, heritage trails. Web sites are starting to appear and the Saigon-based company Hapro plans to market Chu Dau products on its web-sites. 

One part of the project could be directed to looking at examples of good practice from elsewhere in Southeast Asia, while not compromising the uniqueness of Hai Duong’s attractions. The city of Malacca in Malaysia has, for example, combined an inexpensive programme of museum development and building restoration with a drive to promote local food products, crafts, and other traditional skills (e.g. medicine). All of these activities are supported by lively and attractive web-sites.

3.3 Restaurants

Restaurants are largely geared to local consumers, though there are attempts to attract customers from elsewhere. The restaurant beside the lake provides a range of wild animal dishes, but is perhaps geared towards the domestic market and too specialist to be of interest to a wide range of tourists, though the location and presentation are attractive. Worries about eating endangered species may also deter some Japanese and Western customers. One of the most distinctive features is the high quality vegetarian food prepared by the Buddhist nuns. The lack of vegetarian restaurants in Vietnam is noteworthy, and this is perhaps a niche that Hai Duong could fill with help and advice from the nuns. 

Restaurants need to be better presented to foreign tourists with more comfortable furnishings, and a clean and tidy appearance. The presentation and local ambience could be enhanced in restaurants by the use of locally-made furniture and craft displays. The translation of menus into languages used by tourists passing through Hai Duong (e.g. English and Chinese) would also help.
Crafts and Heritage in Hai Duong

3.4 Crafts in Hai Duong

The area surrounding Hai Duong is a rich source of China Clay (Kaolin) and the city was originally a major ceramic and porcelain producing centre, from which products were exported to China and elsewhere in Southeast Asia. Research conducted under the auspices of the Historical Research Committee  of Hai Hung Province commenced in 1983 identified fourteen  traditional ceramic manufacturing centres, including the heritage site of Chu Dau. The identification of Chu Dau’s heritage was stimulated by the existence of inscribed ceramics bearing the name of the artisan, home town and production date. There is for example a decorated bottle in the Tokapi Saray Museum in Istanbul bearing the painters name, Bui Thi Hy, and a date corresponding to 14504. Examination of these inscriptions has shown that high quality ceramics were produced in the early Le Dynasty (15th century) and the Mac Dynasty (16th century). Excavations for new housing often reveal evidence of early commercial activities, including the sites of kilns.  Access to sea and river transport, vital for the safe shipment of porcelain, enhanced Hai Duong’s desirability as an industrial centre, and investigations of shipwrecks has revealed Hai Duong export wares.

Craftsmen were attracted to Hai Duong because of its natural advantages and they brought their skills and knowledge with them. The city’s craftsmen became famous for their ability to reproduce Ming styles after the Chinese dynasty of that name had gone into decline and thus Hai Duong is not only a repository of Vietnamese craft knowledge, but Chinese as well. Wood-block printing was established in the 15th century, and the city later became a centre for carpentry, embroidery, jewellery, stone carving, mat-making, wine production, lychee and pastry products.  The city’s products thus tend to be typical of mainstream Vietnamese commercial activities and, unlike the crafts produced by the country’s numerous minority peoples, do not serve as ethnic and cultural markers. Many of the goods handled by organisations dealing with the minorities, such as Craftlink, may be regarded as ethnic signifiers, symbols of cultural pride. In addition, the goods produced by minorities, though requiring high levels of skill, tend to be associated with non-professional artisans and are characterised by what may be called domestic modes of production.

In contrast, Hai Duong’s products, are commonly made with semi-industrial processes and production lines, cannot readily be linked to the assertion of identity. There remains, however, a strong sense of heritage and identification with the region’s history as a major craft producing centre, and there is considerable local interest in both conserving local skills and adapting them to take advantage of new commercial opportunities.  In addition, the city cannot also be easily separated from its rural hinterland since not only does it process agricultural products, but it also relies in lulls in the rice cultivation to supply some of its labour needs. Firms range from the small-scale, with around five employees, to medium-sized companies employing five hundred. Wages for craftsmen and women  range between 15,000 and 20,000 Vietnamese Dong per day. 

This project may be distinguished from other craft based projects in Vietnam in that its central focus is the heritage of an urban community belonging to the country’s main ethnic group. In particular it deals with a long established market economy, typical of northern Vietnam, linking urban activities to agriculture and the export trade.

3.4.1 Ceramics

Ceramics of high aesthetic value are not currently produced, though the area was historically an important  exporter. In 1983 the Chu Dau ceramic ruins were discovered and this led to new insights into the history of this Vietnamese industry.  Since 1993 there have been new discoveries, especially noteworthy being the salvage of sunken ships with Chau Dau ceramic cargoes near Cham Island and in the Pandanan Sea. A substantial collection of ceramics, the results of excavations in 1996 and 1999, is being sorted out and accessioned in Hai Duong Museum. A fine example of Chu Dau work is also on display in the ceramic section of the Historical Museum in Hanoi.

Ceramic production in the city today is geared towards the domestic and Chinese markets. The items produced include Chinese-style pots and cups, chop stick rests and various kinds of plates. Products are decorated with transfers, usually in one colour, though some designs are hand painted. Production is dominated by small-scale concerns often with workshops located at the back of private houses. There are three workshops, each employing between 10 and 20 employees.

There is considerable pride in the region’s ceramic heritage and there are plans to develop a special gallery at Hai Duong Museum.  A Saigon-based company, Hapro, is interested in investing in a revival of the Chu Dau style. The company has secured a large industrial site close to the modern village of Chu Dau and plans to begin manufacturing in 2002. The company has brought in a professional artist from Hai Duong who is currently instructing 60 young villagers in drawing and printing. Around 200 workers are being trained in a variety of skills, including firing, moulding and shaping, in Hai Duong Cay and Chu Dau. (Chu Dau is approximately 15 km from Hai Duong). In Hai Duong there are about 20 workers who are skilled enough to carry out all the processes. Given the worldwide interest in Asian ceramics, the combination of the museum collection and a local ceramic revival would have considerable value in niche tourism.

3.4.2 Wood Carving

A village dealing with carpentry was established in the 1960s and it continues to prosper by supplying  domestic and Korean markets. The village makes doors and furniture, as well as a number of smaller items, and production is geared to specific orders. There is a family firm, Duc Hanh, employing master carpenters which produces very high quality work, including work with oyster shell and snail shell inlays. The carpenters are able to produce elaborate carvings, including representations of insects and animals. Following the long established custom of master carpenters they also depict the four professions that make up Chinese influenced societies: teaching, trading, farming and blacksmithing. The manager is a descendent of a renowned local owner of a furniture making company, which was deprived of its assets after the land reforms that followed the revolution. The skills, however, have survived until the present, though the current manager has no interest in recreating the business that existed before the revolutionary reforms. 

The village has reasonable access and, as a working centre, could be of interest to tour companies, especially if there were open days and displays of carpentry skills. The village obtains its timber supplies from forests in Laos and logs are processed in the lumber yards. In view of the restrictions on tropical hardwood imports in the European Union and elsewhere, the village may experience some difficulty in expanding its markets unless its materials can be shown to be renewable.

3.4.3 Horn Carving

Tan Tao is a charitable concern which trains children with disabilities to carve water buffalo horn, an inexpensive local by-product of the livestock industry. There is a display room and workshop on Highway 5, where some embroidery is also carried out. There are plans to build an even larger centre and work on the building is about half completed, though the lack of access to credit stalls completion. The project is regarded as too risky by local banking services. The items made include birds, dragons and foliage, often a combination of all three, and most goods are sold to Chinese visitors as souvenirs. The workshop also produces horn objects for export, which are sold as souvenirs in other destinations. Larger items are designed to be pulled apart to make them easier to transport, though the profusion of sharp edges may deter some potential buyers. The symbolism of birds and dragons is doubtless lost on  many Western visitors. The charity produces inexpensive brochures in Vietnamese, but aside from these there is little interpretation.

3.4.4 Rattan and Bamboo

Van Anh is one of the largest businesses in Hai Duong and makes a very wide range of products including furniture, table mats, baskets and boxes. The company uses local products such as bamboo, rattan, seagrass and fern in combination with wrought iron frames. There are workshops and showrooms on Highway 5, and the company has a brochure and E-mail address. Production is geared towards export, particularly to Japan, although products similar to those produced by Van Anh are also sold in shops frequented by tourists in Hanoi. The goods sold to tourists are almost identical to those made in Hai Duong, the main difference being the finishing details (e.g. metal knobs on rough edges, decorative straps).

3.4.5 Paper Cutting

A wide variety of greeting cards are cut and wrapped for the Japanese market. The materials and equipment are supplied by the Japanese and the main contribution from Hai Duong is labour. Young women tie and stick the cards, whereas men do the cutting and preparation. The overheads are low and comprise a series of rooms linked by covered walkways. The value added is presumably quite low since, in addition to materials and equipment, designs are determined by the buyer.

3.4.6 Embroidery

Many of the paper cutters are also skilled in embroidery and when a card order is completed many go back to work to work on embroidery in their villages. This rural-urban style of economy has the advantage of low overheads and when times are good factories can be brought back into operation with low investment. The three companies involved in rattan, embroidery and paper cutting are closely linked to one another through marriage and friendship ties. Paper cutting may be new, but embroidery is an old established rural industry. Table cloths, napkins, baby clothes, and handbags are embroidered locally, and goods are exported to China, Russia and Korea. Pendants and earrings are embroidered under a contract with a French company: the company provides frames in the shape of ornaments, which are used to stretch a fabric, which is embroidered in Hai Duong.

3.4.7 Green Bean Cakes

Hai Duong is famous for its green bean cakes, which are sold to the domestic, Hong Kong and Chinese markets. Exporters have experienced difficulties with European markets because the cakes lose their moist texture when transported far from Vietnam. There is an interpretation centre on Highway 5 and the packaging is quite sophisticated with text in a variety of languages, including English. The text on the packages recommends consuming the cakes with tea, and it might be helpful to try to market this product in conjunction with other locally produced goods such as tea pots and cups. 

3.4.8 Agricultural Products

A wide variety of agricultural products are processed in Hai Duong including garlic, onions, chile, vegetables, rice and medicinal herbs. There is interest in retailing these products to tourists, though it remains unclear how this might be achieved. The sale of Vietnamese cookery books alongside these products would help to make local food traditions more accessible. A selling point might be the complexity of the wet rice cultivation in that a very wide range of foodstuffs, in addition to rice, are produced in the irrigated fields. 

3.4.9  Clothes-Making

Tailors in Hai Duong make a variety clothes ranging from protective clothing for work to business suits and wedding attire. The clothing businesses in Hai Duong are yet to be surveyed, but potential links between these concerns and clothes-making in Hackney should be explored.

3.5 Hai Duong Museum

Built in a former political education centre, the museum is a fairly recent development. It comprises a collection of yellow painted buildings with large and airy inter-connected rooms. The collections comprise a Dong Son style bronze drum dating back approximately 2,500 years and an assortment of local artefacts including weapons, carvings and ceramics. There are examples of traditional architecture in the garden as  well as a number of sculptures and inscribed stones. The museum is poorly lit and the display cases and labels reflect a lack of investment. The Director is an archaeologist and distinguished scholar, the author of Chu Dau Ceramics, and there are plans to display the important results of local excavations. The museum comes under the provincial authorities and thus lies outside the remit of the Asia Urbs project, but could provide an important focus for the programme. Access to the museum is easy and the site holds considerable charm and could be an important tourist destination, providing its interpretation and display were enhanced. Museum staff seems unaware of the potential of tourism and a potential and inexpensive contribution from the project could be some short courses for staff to raise awareness. The interpretation could be enhanced by adding storyboards in several languages and by making use of guides. The languages used would need to reflect the current nationalities of tourists and the tourists being targeted. The museum could also be used for school visits so that children in the city and province could learn about the region’s history. The opening up of the museum for educational purposes would ideally require the appointment of a specialist museum education officer.

3.6 Buddhist Nunnery

The nunnery comprises a shrine in a walled garden flanked by a series of buildings that are  used by the nuns for devotional purposes and  living quarters. The nunnery is likely to be of interest to niche tourists and makes a very attractive and distinctive destination. There is reasonable access, though the signage would need to be upgraded if the intention was to attract tourists.

3.7 Open Air Market

The market is typical of the kind found throughout Vietnam and elsewhere in Southeast Asia and is thus unlikely to be a major draw for Asian tourists, but for Western tourists it could represent a novel experience.  The market sells a wide range of locally produced products, including foodstuffs and handicrafts, though interpretation would be needed to point out their distinctive qualities to visitors. The existence of the market, however, is neither sign-posted nor advertised in brochures and guidebooks.

Craft Businesses in Hai Duong: Current Issues and Support Needs

Most of the craft businesses in Hai Duong focus primarily on supplying local, national or neighbouring Asian countries although the city has emerging links with Europe, notably Russia and France. Most craft exports are shipped by sea and it is fortunate that Hai Duong is located close to northern Vietnam’s largest port, Haiphong, and is linked by a major highway. The Chamber of Commerce in Hanoi provides some support for exporters, but at the local level many business have to develop their own export links and are reliant on the assistance of third parties. The facilities for enlarging and promoting exports in foreign markets are still limited, but local businesses could help each other through the establishment of business organisations and clubs. Help in finding new market opportunities was seen by the businesses as the main area in which they required support, and an important part of the work of the craft development board will be to help businesses co-operate with one another in order to facilitate exports. 

Exporters have already experienced difficulties with the standards expected in West European markets, as is particularly the case with green bean cakes. The quality of finish and the overall design and presentation of products needs serious attention, though the appropriate levels of skills are possessed locally.  The project will need to play a role in training and advising businesses of appropriate quality and safety standards, packaging and design.

Very few of the businesses have access to the Internet or use it for business purposes, although one or two are in the process of developing a web-page. E-commerce is now being used successfully by a number of development projects around the world to promote and sell handicrafts made by local producers, The craft centre established by this project should be able to offer e-commerce facilities to businesses to help them use the Internet to extend their markets. Tourists are also increasingly using the Internet to plan their holidays and there is tremendous scope for linking web-pages featuring Hai Duong handicrafts to travel pages on Vietnam.

4 The Craft Centre

The building, which the municipality of Hai Duong is providing to the project and which will become the craft centre, has a good location in the centre of the city beside a street market. The lack of parking and the upstairs location are problematic, and may discourage visitors. The possibility of using the downstairs area as a shop and the upstairs area as an exhibition space may help to offset some of the problems. The proximity of the building to the municipal offices is possibly an advantage, but what needs to be ascertained is how long the project will be able to utilise the space. The introduction of e-commerce facilities could enhance the attractiveness of the Craft Centre.

Conclusions and Recommendations

It is clear that Hai Duong already produces a wide range of interesting and attractive handicrafts and has the skills to develop and diversify these further.  The city and the surrounding area also offers a number of attractions which have the potential to attract more visitors.  The following recommendations provide some suggestions for how this potential could be realized and provide an action plan for the project.

4.1 The Development of the Craft Centre


The building is currently a shell, but needs to become the central source of support for craft businesses in Hai Duong and a gateway to those seeking information on and access to crafts and tourist attractions in Hai Duong. The immediate priorities for the project should therefore be to:

· Refurbish the building

· Introduce projects signs with EU/Hai Duong logos

· Set up an Internet access point

· Put up a large map showing the distribution of craft villages

· Develop a map for the Web Page

· Establish a local volunteers’ network to support the Craft Centre’s activities

4.2 The Development of the Craft Board

The craft centre needs to have a dynamic and supportive management body which will oversee the development of the centre, support the staff, and ensure the sustainability of the project in the longer term. The project therefore needs to:

· Put together a constitution for the Board

· Invite craft producers to join the network

· Devise system for appointing Board Members

4.3 The enhancement of Craft Design and Quality Standards


The research has identified that a wide range of design and manufacturing skills already exist in Hai Duong. However, if businesses are to access new (particularly overseas) markets they need support in ensuring that the design of their products is attractive to these markets and meets required quality and safety standards. We would recommend that the project should: 

· Use designers to provide better finish

· Use designers to improve packaging

· Use designers to develop new craft products

· Organise craft design contest for local craft makers


4.4 The development of E-Commerce


The Internet is rapidly taking over as the main tool by which, business is conducted, products are marketed and information about tourist destinations is found. It is vital that the craft centre develops a strong web presence and supports the craft businesses in Hai Duong in harnessing the tremendous potential the Internet offers them.  The project needs to:

· Set up a web-site for the craft centre

· Develop a map of showing the location of craft businesses for the web-page

· Use project office to assist in e-commerce

· Develop craft producers e-commerce skills

· Use e-commerce facilities to boost attraction of Craft Centre

· Provide e-commerce awareness courses

· Establish close links with other e-commerce agencies

· Create business clubs for e-commerce training and to exchange expertise

4.5 The development of Craft Producers networks

The craft centre offers the opportunity for craft businesses in Hai Duong to come together to identify and address common needs for support and training and to engage in collective marketing of their crafts. To facilitate this the project should:

· Develop list of addresses of Hai Duong craft businesses

· Hold quarterly meetings to share experiences among craft producers

· Organise inter-city study tours for craft producers

· Identify common needs for training and support and organise workshops to address these

4.6 The Development of Marketing

The main concern of the businesses in Hai Duong is marketing.  Activities which the project could engage in to help businesses extend their markets include:

· Use designers to improve craft brochures

· Translate craft brochures into English and other languages

· Use project office to market crafts

· Use network of volunteers to support marketing

· Use web page for marketing

· Use visitor centres in craft workshops to stimulate interest among tourists

· Guide craft centre visitors to craft workshops

· Use Hackney restaurants to market crafts

4.7 The Mapping of the Province

Potential visitors to Hai Duong and the surround area need more information on the areas attractions and where they could be found.  Actions which would help increase visitor numbers include:

· Design user friendly maps of the province

· Provide the villages on the map with accurate names

· Indicate on the maps the handicraft products of the villages

· Indicate on the map destinations of likely interest to tourists

· Use the maps to advertise local businesses 

· Seek sponsorship from businesses to support the maps

4.8 The Development of the Museum

With a relatively small amount of investment we believe that the museum has the potential to attract significantly more local, national and international visitors. The following actions would assist with this:

· Use the museum to retail local crafts

· Provide refreshments in the museum for tourists

· Translate text into English, Chinese and Japanese

· Organise visits to the museum for local schoolchildren

· Invite a representative from the museum to join Craft Development Board

· Introduce the museum in the project web-page

· Prepare brochure on museum for tourists

4.9 The Development of a Heritage Trail


The development of a heritage trail in the city would provide an added attraction and enable tourists to easily find the town’s main sites.  This would require the following actions to be taken:

· Conduct a cultural audit of the city

· Put together an inexpensive brochure

· Hold a competition to develop some heritage themes

· Develop an inexpensive way of marking trail


· Translate text into languages used by tourists

· Develop inexpensive story boards

· Hold training course on heritage interpretation

· Post more information on road signs

· Make use of signs in city to indicate attractions

· London Metropolitan University to provide short course on tourism and heritage
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