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EXECUTIVE SUMMARY 

The Common Market for Eastern and Southern Africa (COMESA), recognising 

Tourism Development as a key strategic pillar in the Investment Development of the 

trade bloc, commissioned this study with the main objective of building a source of 

information on the status of tourism development in the region. The secretariat 

firmly believes that this study should also give the policy makers a platform off 

which policies and strategies that will deliver long term development of tourism can 

be formulated and activated. 

A total of 7 countries among the  member states, were selected for this study as a 

means of collecting primary data from industry stakeholders including government 

officials and private sector. One-on-one interviews were conducted with government 

leaders, policy makers and leading private sector players to get a first-hand 

understanding of the major issues besetting the tourism sector; the quality and 

standards of the tourist products and services were assessed across the sampled 

destinations. These countries were Comoros Islands, Mauritius, DRC, Swaziland, 

Uganda, Zambia, and Zimbabwe. 

This study shows that member states like most developing economies are faced with 

numerous challenges and bottlenecks that hinder development of the tourism sector 

such as weak and poorly funded tourism institutions and narrow product ranges. 

Tourism infrastructure and facilities are lacking across the region, and in most cases 

are limiting factors to the development of the sector. The labour force is not 

sufficiently trained and skilled to serve the industry, there is little involvement of 

local community in tourism, and very limited use of ICT especially among small and 

medium enterprises. The financial sector in some member states is not liberalised 

and the marketing of the destinations not well funded. 
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Among the challenges that were highlighted was the profound impact of climate 

change on tourism development and other sectors of the economy. The study 

focused on the negative impact of climate change on the island states. The main 

challenges highlighted included: rising sea levels, hurricanes, floods, droughts, 

extreme weather patterns and biodiversity loss. It was encouraging to note the many  

initiatives put  in place to mitigate the negative impact of climate change; in 

Comoros Island a strategy is in place for diversification of energy sources and 

several adaptation actions have been undertaken; in Seychelles a national strategy 

for climate change is in place alongside a department of risk and disaster under the 

Vice President’s office; in Mauritius they have the ‘National Maurice Ile Durable’ 

which is coordinated in the Prime Minister’s office and Madagascar has the 

Development and Implementation of National policy for Environmental Action plan 

(NEAP) . 

The study highlights the weaknesses in statistics collection and the unfavourable 

internationally ranking (WTTC report) of most of the member states. Key reasons for 

such poor rankings are the lack of political will, political instability, lack of relevant 

policies, as well as uncertainties in the business environment which do little to 

encourage investment. In the face of broadly similar challenges, COMESA member 

states should seek to address these issues by establishing policy interventions that 

are targeted towards ensuring that tourism is competitive and sustainable. 

Despite these shortcomings, we found that the COMESA region is endowed with an 

abundance of diverse natural resources has the potential of attracting large numbers 

of tourists and fundamentally boost tourism revenue. It was heartening to see that 14 

out of the 19 member states have developed an interest in tourism and prioritized it 

as an engine of growth and poverty reduction strategy, for all markets tourism 

continues to be a source of foreign currency generation, as well as a key contributor 

to job creation and poverty reduction. 
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This study highlights the huge opportunities of investment across the region in the 

tourism sector from, new tourism infrastructure, infrastructure upgrades to hotels, 

hospitality and training facilities, new airline entry, marine and water sports 

activities, tour operations, E-tourism and diversification of tourism products across 

the region. An analysis of growth diagnostics within the COMESA states clearly 

indicates that there are emerging opportunities that will have a real impact on the 

growth of the tourism industry  

Essentially this study through the country diagnostics has been able to give a 

snapshot of the status of tourism in the COMESA region, has highlighted key 

challenges hindering the development of the sector and made the following 

recommendations that will need to be considered in the formulation of the 

Sustainable tourism development strategy: 

1. In order to influence and sustain growth, policy makers will need to raise 

awareness of tourism’s pivotal role, government expenditure on the sector 

will need to increase, measures will need to be taken to address the regulatory 

framework, standards development, product development with a focus on 

diversification, strong destination marketing, improve the business 

environment, improve infrastructure to service tourists and encourage 

investments, facilitate air accessibility, and implement open skies policy, 

single visa regimes and statistics and data collection.  

2. The significance of ICT in the tourism industry is yet another key priority that 

needs to be addressed across the region, given the increasing importance of 

online bookings and the promotion of destinations. E-tourism is now a 

significant contributor to marketing and distribution in the developed world. 

Any successful tourism strategy will highly depend on the partnership 

between public sector and private sector; the private sector needs to be 

involved at every stage of implementation and consulted at policy 

formulation. 
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3. Human resources was seen as a huge challenge across the whole region, some 

member states have resorted to relying on foreigners to run certain aspects of 

the industry especially tour operations. In order to overcome the challenges in 

Human resources, a clear focus has to go in quality, capacity and competence. 

There should be harmonisation of tourism and hospitality curricula, and sub-

regional tourism training schools should be set up in countries that already 

have strong tourism institutions that neighbouring countries can use at a 

subsidised rates instead of taking students abroad for quality training  

Finally the study concludes that the region urgently needs a unified approach to 

tourism development. In order for this to happen policy makers will need to endorse 

the formulation of the COMESA sustainable tourism development strategy under 

the regional integration framework. The strategy document will require an organ 

within COMESA to be set up to monitor and ensure the implementation of the 

strategy. If all of the above is implemented, the sustainable tourism strategy 

document will guarantee a well-coordinated vibrant tourism industry which will 

bring social, environmental and economic benefits to the people of the region. 

 

INTRODUCTION  

The Treaty establishing The Common Market for Eastern and Southern Africa 

(COMESA) was signed on 5th November 1993 in Kampala, Uganda and ratified a year 

later in Lilongwe, Malawi on 8th December 1994. The promotion of tourism in the 

COMESA region is provided under Article 138, in which the “Member States undertake 

to develop a collective and coordinated approach to the promotion of tourism in the 

Common Market”. The Treaty further provides that “Member States shall endeavour to 

establish a common code of ethics for private and public tour and travel operators, 

standardise hotel classification and harmonise the professional standards of agents in 

the tourism and travel industry within the Common Market”. 

In line with the promotion of COMESA as a tourism destination, a strategy for the 

development of sustainable tourism must be considered in order to ensure long-term 
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positive impacts on the regional bloc. Local participation in the development of tourism 

and in the promotion of tourism destinations within COMESA, including the 

strengthening of the private sector to enable them to lead the tourism industry; the 

inclusion of local communities and creation of tourism linkages; and the reduction of 

tourism leakages, is vital to tourism development. 

Tourism is one of the fastest growing economic sectors in the world and a key driver for 

socio-economic progress. As countries pursue development models to stir economic 

growth and development, many are now developing their tourism sectors as a strategy 

to diversify their economies. Given the fast growth particularly in the world's emerging 

regions, the share in international tourist arrivals in emerging and developing countries 

has steadily risen, from 32% in 1990 to 47% in 2010 (UNWTO, 2011) 

GLOBAL PERSPECTIVE 

The tourism sector continues to be recognised as a growing industry with the pivotal 

role of enhancing the economic and social development of countries. The sector plays a 

catalytic role in many countries by contributing to their economic growth. In 2010 

tourism arrivals were estimated to have reached 940 million, while tourism receipts 

were estimated at US $919 billion. Africa’s share of this was 49 million, which is about 

3% (UNWTO statistics). The World Travel & Tourism Council (WTTC) estimates that, 

from direct and indirect activities combined, the Tour & Travel sector now accounts for 

a remarkable 9.2% of global GDP, tourism’s contribution to employment is estimated at 

6-7% of the overall number of jobs worldwide, and it makes up 4.8 percent of world 

exports and 9.2 percent of world investments. 

This study was undertaken in response to the growing importance that tourism plays 

within the member states of the COMESA region. This report has been structured to 

firstly give a situational analysis of tourism in the member states; for this a detailed 

Tourism Diagnostic Study was done in all the 19 Member States of COMESA. A key 

observation was the differing rates of economic development resulting in different 

priorities between the more stable economies in the region and the growing economies. 

Secondly it gives a synopsis of the challenges that the tourism sector is beset with both 

in terms of the infrastructure bottlenecks, institutional and human capacity weaknesses. 

Thirdly the report makes recommendations on the way forward for the region to 

harness its abundant natural and tourist potential for the betterment of the member 
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states’ economies by recommending the creation of a sustainable tourism strategy for 

the region that will guide all stakeholders in the development of tourism in the region. 

OBJECTIVES OF THE STUDY 

The key objective of the study is to build a source of information on the status of 

tourism development in COMESA region with a view to helping policy makers and other 

stakeholders to frame policies and strategies towards the development of a sustainable 

tourism for the long term development of a resilient, well-coordinated and well 

integrated tourism sector in the COMESA region.   

Additionally this study has highlighted the major challenges that hinder the 

development of tourism including the impact of climate change and mitigation 

measures taken specifically on the island states. It also identified the opportunities for 

growth and investment that exist within the member states with the hope that if 

exploited, they would contribute to the process of maximizing the economic and social 

impacts of tourism in the region. Finally recommendations have been made on actions 

to be considered in the formulation of the COMESA sustainable tourism development 

strategy.    

Specifically the study aims at providing: 

1. A snap shot of the status of tourism development in all the 19 COMESA 

states and its level of contribution to the economic development of the member 

states through employment creation and contribution to GDP. 

2. The Country Diagnostic makes an assessment of the constraints to 

tourism growth and identifies the strength and opportunities for growth and 

investment in the sector. This is concluded with a summary of the key 

interventions for every country.  

3. A way forward with suggestions of strategy and policy to adopt that 

would inform policy makers in the formulation of the tourism strategy for the 

COMESA region 

   

METHODOLOGY 
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In preparation for this study the consultant sought to consult as widely as possible 

within the limits of the budget and time available. Initial discussions were held in 

February with the COMESA Secretariat management to clearly define scope of work, 

have a common understanding of expectations, and define approach and anticipated 

outcomes. A decision was taken to make the study a guiding document for policy 

makers in formulating the tourism policy and strategy for the COMESA region 

This study was undertaken using primary and secondary sources. Literature reviews 

were conducted covering a variety of sources, which included: country websites, 

country tourism policies, strategy documents, tourism board websites, economic policy 

documents, investment promotion documents, websites, publications, and UNWTO and 

the WTTC websites. 

The literature review on published information and data relating to tourism and climate 

change provided a good basis for an in-depth analysis of the current situation of tourism 

in all the COMESA member states. The analysis of various policy documents from 

selected countries in the region helped in the assessing and understanding of the 

prioritization of tourism development by the member states, and the major constraints 

these countries face in the development of the tourism sector and in attracting 

investment in this sector. 

Country Consultations have been undertaken with key stakeholders in seven selected 

COMESA member countries including; Comoros Islands, Democratic Republic of Congo, 

Mauritius, Swaziland, Uganda, Zambia and Zimbabwe. Interviews were conducted to get 

a first- hand understanding of the major issues besetting the tourism industry and visits 

to   some tourist products was done to assess the quality and standards in the sampled 

destinations.  

Based on the findings of the study, recommendations have been made that the COMESA 

states could base on to prepare a sustainable tourism development strategy that will 

guide the development of tourism in the COMESA region.  

 

ORGANISATION OF THE STUDY 

This study is organized as follows: 
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Chapter 1: Presents an overview of the tourism sector in the COMESA region by giving a 

snapshot of tourism in the 19 countries. 

Chapter 2: Builds a case for regional integration as a driver of tourism growth within 

COMESA and the COMESA SWOT analysis identifies its challenges and opportunities. 

Chapter3: Concludes with policy and strategy recommendations for sustainable tourism 

growth within COMESA region, highlights key considerations towards the development 

of a sustainable tourism development  strategy. 

 

1. MAJOR FINDINGS OF THE STUDY 

1.1 INDIVIDUAL COUNTRY OVERVIEW OF THE TOURISM SECTOR IN 

COMESA REGION  

 

In this chapter a country-by-country tourism diagnostic was undertaken for each of the 

nineteen countries that make up the COMESA region. The diagnostic shows in summary 

the potential for tourism in each country and the constraints that hinder tourism 

development. 

There is huge potential for COMESA countries to thrive as tourism destinations. All 

countries are endowed with unique, stunning attractions; diverse cultures; historical 

sites and monuments; and natural wonders. There are several impediments however to 

tourism growth: some countries have implemented tourism policies and regulations 

that promote sustainable tourism initiatives and promote environmental protection, 

while others have yet to develop strategies to guide their industries; some countries are 

taking advantage of sub regional tourism development and policies like EAC and SADC, 

while others have yet to exploit resources available to them; some countries have 

strong government support in terms of policies, budget support, and public-private 

partnerships, while other governments have yet to recognise the potential of tourism as 

a contributor to economic development. Several cross-cutting issues were found 

including gaps in trained and skilled labour, in standards and regulatory systems, and in 

infrastructure and accessibility both in terms of air access and road access to 

destinations and tourism attractions respectively. There are also limitations when it 
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comes to visa regimes, ICT systems to support the industry, and limited funding for 

tourism as an industry which greatly limits the marketing and promotion of tourism 

destinations. 

The prioritisation of the tourism sector by COMESA is a timely intervention that will 

support countries in their efforts to develop tourism as an instrument of poverty 

reduction, of attracting foreign direct investment and foreign exchange earnings, as a 

tool to diversify economies, while protecting the environment. It is critical that, as a 

result of this study, COMESA’s intervention supports countries in developing 

sustainable tourism strategies that will see the industry contribute significantly to 

sustainable regional growth. 

2. COUNTRY DIAGNOSTICS TOURISM STUDY 

2.1 BURUNDI 

 Burundi is renowned as the "Eden" 

in the heart of Africa. Its three 

National Parks and four Nature 

Reserves are teeming with wildlife 

and various bird species. In 2011 

the total contribution of tourism to 

the GDP was at 7.6%, and Burundi’s 

participation in international 

tourism trade fairs earned the 

country awards for the best 

exhibitor in the African category for 

two consecutive years in 2011 and 

2012. The development of tourism especially through foreign direct investment can 

contribute greatly to the improvement of the country’s economic situation and its image 

internationally (Government of Burundi, 2012). However, Burundi still lacks basic 

infrastructure to support the growth of the sector and has limited accessibility to the 

international market. There is still no tourism master plan or strategy for Burundi, 

which are crucial in guiding the development of the sector. 

TOURISM INVESTMENT OPPORTUNITIES 

Improving seashore tourism and water sports on 

Lake Tanganyika 

Construction of hotels and lodges in touristic 

cities, National Parks 

Construction of conference centres to support 

conference tourism 

OPPORTUNITIES FOR GOVERNMENT 
SUPPORT 

Marketing as East African Destination 

Attracting more direct flights from Europe and 

Asia 
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TOURISM ECONOMIC INDICATORS 

Burundi US $ (Million) 2011% total Growth in 2022 (US $ 

Million & Percentages) 

Direct Contribution of 

Travel and Tourism to 

GDP 

52.6 3.6% 56.0 (3.6%) 

Total contribution of 

Travel and Tourism to 

GDP including its 

economic impacts  

111.7 7.6% 123.6 (1.8%) 

Employment: Direct 

contribution 

54,500 jobs 3.0% of total 

employment 

44,000 jobs (1.9%) 

Employment: Total 

Contribution 

 

120,500 jobs 6.6% of total 

employment 

101,000 jobs (4.4%) 

Visitor Exports 

 

2.5 2.0 %of total 

exports 

3.1(1.4.0%) 

Investment 2.9 1.0% 2.6 (6.0%) 

Source: WTTC (2012) changed in USD June 2012; Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 109 out of 181) 

BURUNDI TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Landscape and mild temperate climate 

 Geographical location  

 Variety of birds Cyoyoya Lake 

 Rich culture [traditional drummers] 

 Lake Tanganyika suitable for water sports and 

fishing 

 Natural and cultural monuments [Livingstone 

monument] 

 Warm hospitality 

 Emerging destination 

 Lack of well-developed products 

 Limited infrastructure and weak institutions 

 Limited air accessibility 

 Lack of qualified tourism personnel 

 Negative image, volatile political environment 

 Lack of funding for tourism marketing and 

promotion 
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2.2 COMOROS ISLANDS 

Located in the Indian Ocean, the 

Comoros Archipelago is made up 

of four islands, Njazidja 

(formerly Grand Comore), Mwali 

(formerly Moheli), Nzwani 

(formerly Ajouan), and Mayotte 

which is a French overseas 

territory. The remote islands 

have pristine white tropical 

beaches, with sparkling blue 

lagoons, spectacular coral reefs, 

unique flora and fauna and an 

active volcano, Mount Karthala. Despite its beauty, natural resources, beaches and 

marine environment, Comoros Islands do not have as strong a tourist industry as 

regional competitors like Réunion, Mauritius, and Seychelles.  In 2007 Mauritius and 

Seychelles received 906,000 and 161,000 in-coming tourists respectively compared to 

20,000 arrivals to the Comoros in the same year.  

 

 

OPPORTUNITIES THREATS 

 Unexploited potential of natural and cultural 

resources 

 Joining East African Community as single tourism 

destination 

 Investment opportunities in the hotel sector 

along Lake Tanganyika and capital city 

Bujumbura 

 Develop hospitality school, hospitality training 

 Competition from the neighbouring countries 

 Fragile political and security situation 

 Weak private sector 

 Lack of funds to develop tourism products and 

infrastructure 

 

TOURISM INVESTMENT OPPORTUNITIES 

Luxury hotels 

Rehabilitation of Itsandra hotel from 50 to 100 

beds 

Rehabilitation of Retaj hotel from 120 to 220 beds 

Rehabilitation of Galawa beach to 300 bed, 4 star 

hotel 

Water sports facilities--boats, scuba diving, surfing 

OPPORTUNITIES FOR GOVERNMENT SUPPORT 

Development of cultural attractions 

Transport service—road and air 
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IMPACT OF CLIMATE CHANGE ON TOURISM IN COMOROS 

Climate changes in Comoros have had a profound effect on various sectors of the 

economy. Changes in rainfall patterns, cyclones during the hot and humid seasons, 

water scarcity, and high average temperatures have made the island unattractive for 

tourism development. Comoros does not have a formal climate change policy and has 

insufficient observation resources, however, a strategy has been undertaken and is 

hoped to improve the environmental conditions of the island (source Government of 

Comoros, 2011). 

TOURISM ECONOMIC INDICATORS 

Comoros US$ 

(Million) 

2011% 

total 

Growth in 2021 (US$ 

Million 

&Percentages)  

Direct Contribution of Travel and 

Tourism to GDP 

9.5 1.8% 14.6 (1.9%) 

Total contribution of Travel and 

Tourism to GDP including its 

economic impacts  

24.9 4.6% 38.8 (5.0%) 

Employment: Direct contribution 3,000 jobs 1.5% of total 

employment 

5,000jobs (1.6%) 

Employment: Total Contribution 8,000jobs  4.0%  of 

total 

employment 

13,000jobs (4.3%) 

Visitor Exports 14.4 18.5%of 

total exports 

22.6 (18.6%) 

Investment 2.3 2.6% 3.6 (2.8%) 

Source: WTTC (2011) changed in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 157 out of 181) 
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COMOROS ISLANDS TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Variety of attractions 

o rich endemic biodiversity 

o  volcanic mountain climbing 

o  rich and unique culture 

o beaches and diving activities 

o historical sites 

 45 touristic sites identified 

 Established ports  

 Weak institutional framework 

 Limited diversification of tourism products 

 Emphasis on traditional western tourist markets 

 Poor infrastructure, limited tourism facilities 

 High energy costs and water rates 

 Weak local private sector 

 Limited accessibility [air transport only 3 

international carriers; high cost of travel and visa] 

 Limited qualified personnel in the sector 

OPPORTUNITIES THREATS 

 Construction of hotels and restaurants 

 Set up of Tourism Board Office  

 More tour operator services required 

 Unexploited tourism potential 

o ecotourism 

o culture 

o conference 

o cruises 

 Water sports, boats and other marine activities 

 Adventure activities in the parks 

 Development of infrastructure and improvement 

of air accessibility 

 Competition from well-developed neighbouring 

destinations [Mauritius and Seychelles] 

 No formal climate change policy 

 Over-exploitation of the coastal areas 

 Lack of qualified and skilled labour 

 Lack of funds for developing tourism products, 

tourism marketing 

 Poor investment climate 

 Visa requirement for Mayotte citizens makes it 

expensive to visit the other Islands 
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2.3 DEMOCRATIC REPUBLIC OF CONGO (DRC) 

The Democratic Republic of 

Congo is endowed with unique 

natural resources, wildlife, and 

indigenous cultures. Its 

geological wonders are a rare 

feature on the continent of Africa 

with virgin forest, scenic 

savannah plain and mountains, 

waterfalls, volcanoes, the littoral 

and rivers. It also has many 

endangered species, making it 

ideal for eco-tourism. Tourists 

are able to see a variety of 

unique attractions including trekking to see both mountain and lowland gorillas in the 

wild; meeting pygmies who still practice their traditional way of life in the forests; 

spotting bonobos and okapi - two rare monkey species not found anywhere else on 

earth; and climbing to the summits of active volcanoes to see a boiling lava lake in the 

crater of the Nyiragongo. The DRC is home to eight national parks—five of which are 

UNESCO World Heritage Sites—57 reserves, and hunting areas of large and small 

animals. Despite all these rich tourism attractions, in the past 15 years many parts of the 

country have not been accessible for tourists. Two successive wars made travel 

practically impossible. Now that the political situation has stabilised, despite insurgency 

in the east, tourists are able to visit this magnificent country again and tourist numbers 

are gradually picking up.  

TOURISM ECONOMIC INDICATORS 

DRC US$ 

(Million) 

2011% 

total 

Growth in 2022 (US$ 

Million & Percentages) 

Direct Contribution of Travel and 

Tourism to GDP 

182.9 1.0% 281.1 (4.5%) 

Total contribution of Travel and 396.0 2.3% 410.3 (4.6%) 

TOURISM INVESTMENT OPPORTUNITIES 

Foreign airlines introducing flights to major cities  

Development of cultural and historical sites 

Hotel development in major cities 

Eco-lodges and tented camps in the National Parks 

Growth of conference tourism 

Restaurants and entertainment centres 

Travel agencies and tour operators 

OPPORTUNITIES FOR GOVERNMENT SUPPORT 

Regional partnership with Rwanda and Uganda to 

promote mountain gorilla tourism 

Transport service—tour vehicles 
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Tourism to GDP including its 

economic impacts  

Employment: Direct contribution 123,000jobs 0.8%of total 

employment 

136.000 jobs (0.6%) 

Employment: Total Contribution 291,000jobs 1.9% of total 

employment 

330,000 jobs (1.5%) 

Visitor Exports 28.1 3 %of total 

exports 

43.2 (2.0%) 

Investment 119.1 3.4% 208.8 (3.1%) 

Source: WTTC (2012) changed in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 181 out of 181) 

DRC TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Diverse natural attractions- eight National Parks, 

five of which are UNESCO heritage sites 

 Home of both Mountain Gorillas and Lowland 

Gorillas 

 Active volcanoes [Nyiragongo] 

 Unique indigenous cultures 

 Strong domestic airline industry 

 Well supported and funded ICCN (Conservation 

office) 

 Poor tourist infrastructure and road 

infrastructure 

 Weak environmental policies and enforcement 

 Limited tourism facilities ;accommodation 

 Political instability in the country 

 Lack of skilled labour in the industry 

 Limited tourism marketing 

 Lack of prioritization of the tourism sector 

 Weak Institutions ,no policies and no regulatory 

system  

 Poor standards of local airlines [banned by 

European Union from flying over its air space] 

OPPORTUNITIES THREATS 

 Develop existing tourism products 

 Create tourism brand to  improve image of the 

country 

 Develop infrastructure 

 Capitalize on already existing market in the 

region for the gorillas 

 Political instability [not yet sure when political 

conflict will stabilize] 

 Continued negative publicity 

 No formal Climate change mitigation measures 

 Bordered by countries more developed in tourism   

 More developed gorilla tourism in neighbouring 
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 Adventure tourism [volcanoes, mountain 

climbing] 

 Invest in hotels 

 Develop skilled labour in the industry 

 Develop  a domestic market 

Uganda and Rwanda 

 

 

2.4 DJIBOUTI 

Djibouti is a relatively young country 

with a 100 year old history. Djibouti’s 

tourism potential is based on its 

geographical heritage as well as rich 

and long-standing traditions and 

culture. Its strategic location between 

Africa, Europe and the Middle East 

enables it to act as a bridge between 

these three continents.  However, the development of the sector has been constrained 

by the lack of sufficient hotel infrastructure, high costs of transportation, and 

inaccessibility of major touristic areas. Realising the potential growth of the tourism 

sector, the government has prepared a strategic sector development plan to promote 

appropriate investment in the sector, and Djibouti’s growing reputation is becoming 

internationally recognised. The country is gaining particular attention for its free trade 

zone, which is located in one of the world’s busiest sea lanes.  

DJIBOUTI TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Enjoys relative peace and stability 

 Variety of natural  resources [white salt glaciers] 

 Rich and profuse culture [French Arabic]  

 Geographical location between Africa and Asia 

 Small country [easy distance to major 

attractions] 

 Hot and humid climate all year  

 Poor investment climate 

 Political instability 

 Tourism sector not prioritized 

 Lack of skilled labour in the tourism sector 

 Poor access to major attractions  

 Limited large scale investments in tourism (ex. as 

of 2007 Djibouti had 655 rooms) 

TOURISM INVESTMENT OPPORTUNITIES 

Tourist accommodation  and Marine activities 

Transport infrastructure and services [including 

tour vehicles] 

OPPORTUNITIES FOR GOVERNMENT SUPPORT 

Transport infrastructure- road accessibility to 

touristic areas 
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 The world’s third largest salt water lake(Lake 

Assal) 

 Deep sea diving, fishing  and many marine 

activities 

 Limited public and private sectors partnership  

 Weak Environmental policies and enforcement, 

poor hygiene   

OPPORTUNITIES THREATS 

 Potential to be Africa’s next big relaxation 

destination 

 Broadening tourism markets beyond traditional 

tourism market of France 

 Develop conference/business tourism [in line 

with developing Dorale as a hub] 

 Attract Foreign Direct Investment   

 Expansion of accessibility in both air and water 

transport 

 Unexploited domestic market 

 Emerging markets in Asia, Middle East and Africa 

 Tourism product diversification and increased 

marketing 

 Eco-tourism product development 

 Competition from neighbouring countries  

 Political instability in the region 

 Negative image 

 Climate change impact and poor mitigation 

measures 

 Erosion of cultural values 

 Poor road infrastructure 

 Poverty levels very high and high food 

prices[most products imported] 

 Poor Health and hygiene  

 Destination expensive 

 

 

 

2.5 EGYPT 

Egypt is one of Africa’s most sought-after destinations and the country is known as 

“where it all begins”. Monuments in Egypt such as the Giza pyramid complex and its 

Great Sphinx were constructed by its ancient civilization. These ancient ruins are a 

significant and popular tourist attraction. The economy of Egypt is one of the most 

diversified in Africa and the Middle East, and tourism is one of the key sectors of the 

economy with a well-designed tourism master plan and strategy which guides the 

development of the sector. Tourism is Egypt's second most important source of revenue 

and foreign exchange, after the Suez Canal. It contributed 12% of the GDP in 2010 and 

created work opportunities for the Egyptian labour force. Jobs in tourism are very 
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lucrative compared to other jobs in the country and the tourism sector has great impact 

on the national economy. The sector was worst hit in the wake of the revolution; many  

flights to Egypt were suspended after the collapse of the previous regime and the 

subsequent instability that ensued. 

Following the political unrest that 

beset the country in the beginning 

of 2011, revenue from tourism fell 

from E£12.5 billion in 2010 to E£ 

8.8 billion in 2011. The Egypt 

Government has also adopted 

various initiatives: tourism 

promotion, branding and 

positioning of Egypt as a tourism 

hub; cultural promotion; and MICE 

tourism, to boost the tourism industry.  

TOURISM ECONOMIC INDICATORS 

Egypt US$ (Billion) 2011% 

total 

Growth in 2022 

(US$) Billion & 

Percentages) 

Direct Contribution of Travel and 

Tourism to GDP 

14.8 6.7% 23.4 (4.6%) 

Total contribution of Travel and 

Tourism to GDP including its 

economic impacts  

33.2 14.6% 52.2 (4.8%) 

Employment: Direct contribution 1.353,000jobs 5.8%of total 

employment 

1.673.000 jobs (5.4%) 

Employment: Total Contribution 

 

3.079,500jobs 13.1% of 

total 

employment 

3.807.000 jobs 

(12.3%) 

Visitor Exports 9.6 21.2%of 

total exports 

16.3 (15.9%) 

Investment 5.1 12.0% 8.5 (11.4%) 

TOURISM INVESTMENT OPPORTUNITIES 

Integrated tourism property with several hotels, 

entertainment, and commercial areas 

Establishment of North Coast ‘entertainment city’ 

Lake Qarun tourism investment property 

Ras El-Hekma hotel rooms (various standards) 

Infrastructure development- railways in Cairo 

Hospitality training institutions 

Conference centres in major cities- Alexandria, 

Suez Canal 
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(Source WTTC changed in USD)Relative importance of Travel & Tourism's total contribution to GDP (World 

ranking 47 out of 181) 

EGYPT TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Abundant natural attractions, beaches and desert 

 Rich and unique culture [pyramids among the 

seven wonders of the world] 

 Well-developed tourism infrastructure; strong 

marketing and promotion initiatives 

 Strong tourism brand   

 Presence of international chain hotels 

 Proximity to source markets from Europe and 

Arab countries 

 Tourism is a priority sector 

 Largest number of heritage sites in the world 

[30% of world’s monuments and antiquities] 

 Diversification of tourism products [growth of 

MICE tourism] 

 Strong and organised private sector 

 Committed leadership to develop the sector 

 Application of ICT in tourism sector [tour buses 

use GPS] 

 Strong collaboration between public institutions  

 Domestic tourism market 

 Effective tourism marketing 

 Political unrest especially the 2011 revolution 

 Proximity to Middle East conflicts 

 Limited training institutions in hospitality 

 Mass tourism destination 

 Pollution, environmental degradation 

 Weak transportation facilities and infrastructure 

 Restrictions of operating low-cost airline carriers 

 Non tourism-friendly culture [urban Cairo] 

 Structural and institutional impediments 

 Bureaucratic government systems 

 

 

OPPORTUNITIES THREATS 

 Improving image of Egypt through increased 

marketing 

 Attracting more investments in the sector  

 Strong government support 

 Improving skilled labour 

 Regional marketing 

 Competition from neighbouring countries like 

Morocco, Turkey, Greece 

 Tourism revenue leakage 

 Political insurgence in the region [following  the 

recent series of revolutions in North Africa, Middle 

East] 
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 Growth of conference tourism 

 Airport expansion 

 National Tourism Awareness Campaign 

 Untapped tourism attractions 

 Increased traffic from Asia and Eastern Europe 

 New segments: yachting and shopping tourism 

 Improved environmental regulation 

 Improved business climate 

 Effectiveness of marketing and promotional 

strategy 

 Climate change and degradation of the 

environment 

 Lack of coordination between authorities 

 Weak transportation infrastructure 

 Mergers and alliances between tour and travel 

companies constitute threat to domestic firms by 

controlling tourism markets 

 Internal price competition 

2.6 ERITREA 

Eritrea offers an untamed 

landscape of astonishing 

diversity, an interior rich in 

historical remains, a coastal gateway to some outstanding diving spots, and a broad, 

hospitable welcome. Eritrea proves irresistible to those seeking adventure. Although 

travel and tourism accounted for less than 2% in 2009 of the country’s GDP, and 

tourism development in the country is still at a premature stage, the sector possesses 

potential for growth. Eritrea is located on the western coast of the Red Sea, sharing 

abundant coastal natural attractions. The country is endowed with about 2,234 

kilometres of coastline and a variety of natural unique features including “three seasons 

in two hours”, and the lowest point on land, the Danakil Depression. The country has 

enjoyed periods of greater economic development in the last few years and its people 

are industrious and determined to rebuild their country.  

 

ERITREA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Diverse natural and cultural resources 

 Strategic geographic location between Africa and 

Middle East 

 Rich and natural wilderness and spectacular 

 Relatively undeveloped sector   and weak tourism 

institutions  

 Regional instability 

 Heavy reliance on nature-based tourism 

TOURISM INVESTMENT OPPORTUNITIES 

Tourism infrastructure and services 
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landscape 

 Well developed tourism framework 

 Tourism as prioritized sector 

 Stronger economic development 

 Weak local private sector 

 Weak ICT development 

 Limited infrastructure and services 

 Limited skilled labour in the industry 

 Inadequate funding for tourism development 

OPPORTUNITIES THREATS 

 Diversification of  tourism products [cultural 

tourism, eco-tourism] 

 Attracting large scale tourism investments 

 Regional integration 

 Growth of conference tourism 

 Unexploited domestic market 

 Focusing on emerging markets 

 Development of tourism related infrastructure 

 Terrorism in the region and political Instability 

 Lack of skilled labour 

 Erosion of cultural values 

 Weak Environmental policies and impact of 

climate change already evident 

 

2.7 ETHIOPIA 

Ethiopia is renowned as “the land of contrasts, extremes and wild places”. The country 

is blessed with the most stunning places on the African continent such as the jaggedly 

carved Simien Mountains, one of UNESCO’s World Heritage Sites, and ancient sites at 

Axum, Gondar and Lalibela. Ethiopia’s rich history and culture make it an outstanding 

destination for all types of 

visitors. Despite the global 

recession, Ethiopia’s travel and 

tourism industry witnessed 

positive growth in terms of value 

and volume in 2010 due the 

government’s efforts to develop 

the industry. A series of 

marketing campaigns were 

launched aimed at attracting international tourists. Working in partnership with the 

private sector, the Ministry responsible for Tourism takes part in major international 

travel and tourism trade fairs in a bid to showcase Ethiopia’s tourism products. A new 

TOURISM INVESTMENT OPPORTUNITIES 

Conference tourism-develop medium sized 

conference centres 

International chain of hotels & specialized 

restaurants in Addis Ababa 

Eco-lodges in National Parks and gazette areas 

Development of cultural centres 

Transport infrastructure and services 
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‘Tourism Development Policy’ was recently formulated aimed at harnessing the 

untapped tourism potential of the country. Ethiopian Airlines is the national flag carrier 

and currently one of Africa’s most profitable airlines, as well as the 16th most profitable 

in the world. In an effort to link Africa with the rest of the world and to strengthen its 

global presence, the airline has introduced new flights to major African cities. The 

Ministry of Tourism and Culture attested to the fact that with the distinct advantage of 

being the political base of Africa, the country’s tourism industry had received a major 

boost, as far as conference tourism was concerned, however it did not fare as well with 

leisure tourism (Government of Ethiopia, 2011). 

TOURISM ECONOMIC INDICATORS  

Ethiopia US$(Million) 2011% 

total 

Growth in 2022 

(US$ Million & 

Percentages) 

GDP: Direct Contribution of Travel 

and Tourism to GDP 

1.4 4.5% 2.1(4.4%) 

Total contribution of Travel and 

Tourism to GDP including its 

economic impacts  

3.2 10.8% 5.3 (4.6%) 

Employment: Direct contribution 905,500jobs 3.7%of total 

employment 

978,000 jobs 

(2.9%) 

Employment: Total Contribution 2.271,500jobs 9.3% of total 

employment 

2.481.000 jobs 

(7.5%) 

Visitor Exports 1.4 45.7%of 

total exports 

2.1 (28.7%) 

Investment 500.6 

Thousand 

7.8% 821.5 Thousand 

(5.4%) 

Source: WTTC (2012) converted in USD. Relative importance of Travel & Tourism's total contribution to GDP 

(World ranking 74 out of 181) 

 

ETHIOPIA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Rich cultural heritage  Inappropriate tourism policies 
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 Well connected to the World-National carrier 

Ethiopian Airlines- good brand 

 Unique cultural ,historical and natural attractions 

 Government support and prioritisation of the 

sector 

 Ethiopia headquarters of African Union(known as 

the political base of Africa-  increases MICE 

tourism) 

 Well developed airline industry 

 Warm hospitality 

 Funding for  tourism projects readily available 

 Weak tourism brand 

 No clear marketing strategy 

 Lack of adequate skills in the sector 

 Foreign ownership of tourism companies is 

limited 

 Lack of diversification of tourism products 

 Poor infrastructure to support tourism growth 

 Poor road networks between tourism attractions 

 A relatively young industry 

 Political instability  

OPPORTUNITIES THREATS 

 Implementation of the  National Tourism 

Strategy and Policy  

 Attract large scale investment in tourism  

 Collaboration with East African countries 

 Strong domestic market 

 Focus on emerging markets 

 Develop a clear marketing strategy 

 Product diversification 

 Capitalise on development of MICE tourism 

[inauguration of the Artistic AU conference 

Centre in Addis Ababa in January 2012] 

 Negative publicity of the country and the region  

 Political instability in the region  

 Competition from the neighbouring countries like 

Kenya and Egypt  

 Erosion of cultural values 

 Climate change impact  

 Poor business investment climate 

 Weak ICT 

 Adverse travel advisories 

 Global economic recessions 

 

 

2.8 KENYA 

Known as “Magical Kenya” Kenya is said to offer visitors more to see and do within the 

borders of a single country than anywhere else, owing to its diverse attractions. The 

white sandy beaches, unique wildlife, equatorial forests, mighty snow-capped 

mountains, searing deserts and cool highlands, and rich cultural heritage are a scenic 

and breath-taking experience. Kenya’s tourism certainly offers an amazing tourism 

experience owing to its diverse attractions with its 22 National Parks (3 of the National 
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Parks being UNESCO World heritage sites), 28 National Reserves, 5 National 

Sanctuaries, 4 Marine National Parks and 6 Marine National Reserves at the Coast. 

About 8% of the total landmass of the country is gazetted for tourism purposes. As part 

of the government’s commitment towards developing the tourism sector, the Kenyan 

government in 2011 passed the Tourism Act into law which now acts as a guiding  

legislation to develop tourism in the country (Government of Kenya, 2012) and includes 

implementation of the National Tourism Policy and National Tourism Strategic Plan 

2008-2012. The Kenyan 

government has also established 17 

tourism offices overseas, and has 

further created strong institutions 

which are facilitating the 

development of sector in the 

country: Ministry of Tourism, 

Kenya Tourism Board, Kenya 

Wildlife Service, Kenya Tourist 

Development Corporation, and 

Utalii College of Kenya. Given its 

significance and capacity for quick 

gains, tourism was identified as one 

of the lead sectors to spearhead 

economic growth under the 

country’s economic blue-print, Kenya’s Vision 2030 (Government of Kenya, 2011). The 

Tourism industry is the second largest sector of Kenya’s economy and it accounts for 

21% of total foreign exchange earnings and 12% of GDP (Government of Kenya, 2012). 

Kenya continues to record increases in the number of tourist arrivals. In 2009 Kenya 

received 1.4 million tourists generating US $690million (UNWTO, 2011) and 2 million 

tourists in 2011, generating US $1.18 billion (Government of Kenya, 2012). Tourism 

through its multiplier effect has promoted domestic development, created new 

commercial and industrial enterprises, and stimulated demand for locally produced 

goods and services. 

TOURISM INVESTMENT OPPORTUNITIES 

Conference related tourism infrastructure 

Conference and event organization 

Quality accommodation 

Creation of theme parks and other 

entertainment venues 

Expansion of airline industry 

Cruise ship tourism 

Eco-tourism 

OPPORTUNITIES FOR GOVERNMENT 

SUPPORT 

Expansion of the airline industry 

Transport infrastructure-roads, transport 

vehicles 
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TOURISM ECONOMIC INDICATORS  

Kenya US$ (Billion) 2011% total Growth in 2021 (US$ 

Billion & Percentages) 

Direct Contribution of 

Travel and Tourism to GDP 

1.4 4.5% 2. 3with 4.6% 

Total contribution of Travel 

and Tourism to GDP 

including its economic 

impacts  

4.1 11.4 5.6 with 11.6% 

Employment: Direct 

contribution 

245, 000 Jobs 3.8%of total 

employment 

312,000 jobs with 3.9% 

Employment: Total 

Contribution 

643,000 Jobs 9.9% of total 

employment 

807,000 jobs (10.1%) 

Visitor Exports 1.3 14.3% 2.1 (11.6%) 

Investment 456.4 (Million) 7.2% 721.8 (Million) with 

7.1% 

Source: WTTC (2011) converted in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 70 out of 181): relative contribution to national economy. 

KENYA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Abundance of  wildlife  

 Created a strong brand [premier safari 

destination] 

 Strong focus in environment sustainability 

 Prioritisation of the sector  

  Strong private sector 

 Unique and strong cultural product 

 Aggressive marketing 

 Relatively well-trained staff in the sector 

 Highly ranked as a conference destination in East 

Africa 

 Proximity of road infrastructure to tourist 

 Over-reliance on traditional markets [Europe and 

North America] 

 Security both at national security level [terrorism, 

bomb threats] and personal security level 

 Poor infrastructure networks, poor roads leading 

to attractions 

 Uncoordinated MICE development initiatives 

 Inadequate development of tourism products and 

facilities 

 Weak enforcement of legal policies to support the 

sector  

 Tourism revenue leakage 
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2.9 LIBYA 

attractions  

 Established tourist facilities 

 Foreign ownership of tourism companies is 

encouraged 

 Fast adopting to technology 

 Strong airline industry- national airline with 

direct international flights(Kenya Airways) 

 Implementation of counter-terrorism measures 

due to insecure region 

OPPORTUNITIES THREATS 

 Untapped tourism potential such as conference 

tourism, cultural, cruise and eco-tourism 

 Unexploited domestic  tourism market 

 Development of conference centres and resort 

cities 

 Investment in tourism infrastructures and 

facilities [hotels, restaurants and transport 

facilities]  

 Focusing on emerging markets like Russia, India 

and China 

 Regional integration 

 Political insecurity in the northern part of the 

country 

 Target for terrorism 

 Negative media publicity 

 Increased competition in the region 

 Erosion of  culture 

 Impact of Climate change 

 Perception of Kenya as a cheap destination 

 Environmental degradation due to mass tourism 

 Cost and bureaucracy of doing business 

TOURISM INVESTMENT OPPORTUNITIES 

Hotel industry development 

Infrastructure development- airlines, ground 

transport 

Tourism training institutions 

Investment in natural resources development 

Cultural attractions development 

Conference tourism, conference infrastructures 

Establishment of theme parks and other 
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Libya is a country with a rich 

cultural heritage, numerous 

archaeological and historical sites, 

and a long Mediterranean coastline of sandy beaches. However, unlike its 

neighbouring countries Tunisia and Egypt, Libya has not devoted its efforts to expand in 

this area. Libya has been an oil economy for the last forty years, limiting diversification 

of the economy however this may now change in the post-revolution period. The Libyan 

government developed a Tourism Master Plan 2009-2013 to guide the development of 

the sector.  According to the World Economic Forum’s Travel and Tourism Competitive 

Report of 2011, Libya ranks 124 out of the 139 countries surveyed. This clearly makes 

the case for the country to take bold measures in developing its tourism sector, despite 

having a weak regulatory framework, coupled with limited developed human, natural 

and cultural resources.  

 

 

 

 

 

 

 

TOURISM ECONOMIC INDICATORS  

Libya US$ (Million) 2011% total Growth in 2021 

(US Million & 

Percentages) 

Direct Contribution of 

Travel and Tourism to 

GDP 

0.96 1.6% 1.3 (3.9%) 

Total contribution of 

Travel and Tourism to 

1.9 3.3% 2.7 ( 

hospitality services, restaurants 

ICT infrastructure to support conference tourism 

Year International 

Tourist Arrivals 

International 

Tourist Receipts 

(US$ Million) 

2004 42638 2, 387 

2005 81319 4, 553 

2006 125480 2, 996 

Source: The Libyan General Board of Tourism 

(2007) 
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GDP including its 

economic impacts  

Employment: Direct 

contribution 

18,500 jobs 1.5 %of total 

employment 

23,000 jobs (1.2%) 

Employment: Total 

Contribution 

36,000 jobs 29.8%of total 

employment 

44,000 jobs (2.3%) 

Visitor Exports 82.4 4.% of total exports 143.5 

Investment 68.10 1.4% 73.4(7%) 

Source: WTTC (2012) converted in USD June 2012 rate. Relative importance of Travel & Tourism's total 

contribution to GDP (World ranking 17 out of 181) 

LIBYA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Unexploited natural attractions 

 Rich history and culture 

 Government support and prioritisation of 

tourism in economic diversification 

 Overreliance on oil 

 Tourism not prioritised  

 Lack of quality accommodation  

 Limited marketing 

 Substandard tourism products and not diversified 

 Bureaucratic procedures 

 Lack of tourism strategies and regulatory  

frameworks  

 Weak private sector 

 Inadequate trained human resource 

 Poor international  image [UN Sanctions 1992-

2001 prohibiting airlines to fly to or from Libya] 

OPPORTUNITIES THREATS 

 Develop natural attractions 

 Investments in tourism infrastructure [ hotels 

and hospitality schools] 

 Diversification of tourism products [including 

culture and conference tourism] 

 Increased marketing and creation of a brand that 

identifies Libya 

 Competition from developed destinations Egypt 

and Tunisia 

 Political instability 

 Inadequate skilled labour in the industry 

 Global financial crisis impacting source markets 

 Impact of climate change 

 Weak ICT  



Page | 37  

 

 

 

 

 

 Regional collaboration on marketing  with 

established destinations Egypt and Tunisia 

 Communication barrier – limited use of English 

and other international languages 
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2.10 MADAGASCAR 

Madagascar is the fourth-largest 

island in the world. The country has 

renowned national parks, unique 

wildlife, almost 5000 km of coastal 

line, a World Heritage Site, and an 

immense diversity of flora and 

fauna across 220 islands, 10,000 of 

which are endemic to the island, 

making it a biodiversity hotspot. 

Additionally, Madagascar has a rich 

and fascinating culture and heritage 

composed of 18 different ethnic forming the Malagasy culture and language. The World 

Bank approved a $52 million loan to bolster conservation efforts in Madagascar, which 

have suffered from a collapse in funding and governance in the aftermath of a 2009 

military coup. The loan will fund "conservation, community development, and 

ecotourism activities" over the next three years across 30 national parks and three 

newly protected areas managed by Madagascar National Parks. Protection of the 

environment is a concern of the Madagascar government and among the priorities in 

the strategy of national development. Steps that have been taken include the 

development and implementation of National Policy for Environmental Action Plan 

(NEAP) and the Rural Development Action Plan (PADR), as well as adherence to 

international conventions related to the environment including the United Nations 

Framework Convention on Climate Change (UNFCCC) and Kyoto Protocol (Ministry of 

Environment and Forest, 2012). Madagascar tourism sector is the largest source of 

foreign exchange earnings. The sector contributes to a quarter of the earnings from the 

service sector. In 2009 Madagascar received 162,700 thousand tourists and generated 

US$279.6 million (WTTC, 2011). Tourism is also one of the most important sectors of 

the country after agriculture and fishing. 

TOURISM ECONOMIC INDICATORS  

Madagascar US$ (Million) 2011% total Growth in 2021 (US$ 

TOURISM INVESTMENT OPPORTUNITIES 

Develop resort areas along the coast 

Development of research centres 

Hotel development in Antananarivo and other 

major cities 

Investment in tour and travel companies, 

transport services 

Hospitality training institutions 

Cultural centres 

Development of eco-lodges 
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Million & 

percentages) 

Direct Contribution of Travel 

and Tourism to GDP 

0.48 5.5% 0.81 with 6.4% 

Total contribution of Travel 

and Tourism to GDP 

including its economic 

impacts  

1.2 14.3  2.5 with 16.8% 

Employment: Direct 

contribution 

205, 000 Jobs 4.4%of total 

employment 

311,000 jobs with 

5.2% 

Employment: Total 

Contribution 

560,000 Jobs 12.1% of total 

employment 

862,000 jobs (14.3%) 

Visitor Exports 0.67 23.4% 1.2 with 23.3% 

Investment 283.1 9.7% 823.1(11.3%) 

Source: (WTTC, 2011) converted in USD June 2012. World ranking (52 Out of 181 countries)  

 

MADAGASCAR TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 One of the  world’s top three biodiversity hot 

spots 

 Prioritisation of tourism especially development 

of eco-tourism and beach tourism 

 More than 80% of Madagascar flora and fauna 

are endemic and unique to the country 

 Availability of long haul markets [Europe and 

North America  are highest spenders] 

 Rich culture 

 Inadequate flights from the key markets [Europe 

and North America] 

 Poor infrastructure [roads, transport] 

 Limited quality accommodation 

 Lack of qualified personnel in the sector 

 Weak credit rating 

 Weak national policies 

 Weak environmental policy enforcement and 

impact of climate change 

OPPORTUNITIES THREATS 

 Resort development along the coastal regions 

 Product diversification [eco-tourism, capitalising 

on the natural assets] 

 Competition from neighbouring islands of 

Mauritius and Seychelles 

 Environmental degradation due to lack of strict 
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2.11 MALAWI 

Malawi’s slogan, “the warm heart of 

Africa” reflects its green, lush coun 

 

tryside and warm hospitality. The 

country is covered with plateau, 

highlands, forests, mountains, 

plains, escarpments and dramatic 

river valleys forming varied scenery 

which is a major attraction to the 

visitors. About 20% of the country 

is covered by Lake Malawi, the third 

largest lake in Africa. Malawi’s 

tourism products are based on both natural and cultural heritage. The prime attractions 

are the fresh water of Lake Malawi and its diverse wildlife found in the nine National 

Parks and Game Reserves. In an effort to realise of the country’s potential for tourism, 

the government has reformulated its tourism policy, putting much emphasis towards 

developing Malawi as a sustainable tourist destination. The policy emphasises the 

development of eco-tourism and community based tourism in order to involve the local 

community and ensure direct benefits for the communities. Through its tourism policy, 

the government has been able to take strategic measures within the Ministry of 

Tourism, Wildlife and Culture; launched marketing campaigns to attract international 

tourists; and used it as a guide for the development of tourist facilities such as hotels, 

resorts, park lodges and campsites throughout the country. As a result of vigorous 

marketing the country registered a tremendous growth in the number of tourists having 

 Research centres  

 Hotel development in the major cities 

 Hospitality training institutions 

laws [ranks 122 of 139 globally in regards to 

environmental policies] 

 Disaster vulnerability [floods, cyclones] 

 Lack of open sky policy to allow more airlines  

TOURISM INVESTMENT OPPORTUNITIES 

Hotel and eco-lodge investment 

Cultural centres 

Hospitality training institutions 

Resorts development with water sports on Lake 

Malawi 

Tourism infrastructure-cruise ships and tourist 

boats 

OPPORTUNITIES FOR GOVERNMENT 

SUPPORT 

Expansion of the airline industry 

Ecotourism development 
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increased from 227,000 tourists in 2000 to 755,000 in 2009 (Government of Malawi, 

2010). 

 

TOURISM ECONOMIC INDICATORS  

Malawi US$(Million) 2011% total Growth in 2021 US$ 

Million & 

Percentages) 

Direct Contribution of 

Travel and Tourism to 

GDP 

141.9 3.7% 280.3 with 3.7% 

Total contribution of 

Travel and Tourism to 

GDP including its 

economic impacts  

303.8 8.0% 592.6 with 7.8% 

Employment: Direct 

contribution 

95,000 jobs 3.1%of total 

employment 

127,000 jobs with 

3.1% 

Employment: Total 

Contribution 

212,000 jobs 6.9% of total 

employment 

280,000 jobs (6.8%) 

Visitor Exports 23.3 3.3% 54. 0 (11.6%) 

Investment 13.4 4.9% 26.2 with 4.9% 

Source: WTTC (2011) converted in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 100 out of 181) 

MALAWI TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Diversity of natural attractions  

 Lake Malawi [3rd largest lake on the African 

continent] 

 Prioritisation of  tourism sector by Malawi Gov’t 

 Rich culture 

 Warm hospital 

 Established development policies such as Malawi 

 Weak tourism product 

 Lack of tourism facilities like major hotels and 

lodges in tourism areas 

 Weak/non-existent marketing strategy 

 Lack of supporting infrastructure 

 Inadequate trained personnel in tourism sector  

 Lack of specific investment incentives 
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National Policy  and Tourism Strategy 

 Political stability 

 Limited coordination between the government 

and the private sector 

 Overreliance on agriculture and fishing 

 Weak Business Environment  [ranked 133 out of 

139 (Travel and Tourism Competitive Index 

2011)] 

OPPORTUNITIES THREATS 

 Development of ecotourism 

 Water sports activities on Lake Malawi 

 Resort hotels  

 Tourism facilities and services like restaurants, 

coffee shops and bars 

 Investment in tour and transport services 

 Community based tourism projects 

 Seek regional marketing and branding from 

strong destinations like Tanzania 

 Potential regional market [high number of 

tourists form the neighbouring countries] 

 Strong competition from the neighbouring 

countries like Tanzania 

 High Cost of  developing tourism products 

 Limited trained manpower 

 Limited accessibility in terms of flights from key 

markets like Europe, North America and Australia 

 Reduction of animals due to cross-border 

poaching and degradation of the environment 
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2.12 MAURITIUS 

Mauritius is a volcanic island of 

lagoons and palm-fringed beaches 

with coral reefs surrounding most 

of the coastline. Renowned as “an 

island of beauty and charm”, the 

country has a plural society of 

Hindus, Muslims, Creoles, Chinese 

and Europeans, who live together in 

peace and at the same time 

preserve their ancestral cultures. It has considerable natural advantages as a holiday 

destination, with beautiful coral beaches, warm clear lagoons, colourful reefs, 

picturesque mountains, and a subtropical climate. Mauritius’s tourism strategy aimed at 

developing a high end sector attracting limited but high spending tourists due to limited 

space. It has eight tourism promotion offices abroad located in Europe, Asia and South 

Africa, which serve as the country’s arm in attracting tourists to the country. The 

hospitality and tourism industry contributes more than 10% to the GDP and the sector 

registered 7.3% growth in 2010 in tourist arrivals, with 980,000 tourists in 2011. The 

government of Mauritius aims to attract 2 million tourists by 2015. In order to achieve 

this, a minimum annual growth rate of at least 10% will have to be achieved (Mauritius 

Sector Strategy 2009-2015). Tourism’s contribution to the country’s GDP grew from 3% 

in 1995 to 14.4% in 2011.   

IMPACT OF CLIMATE CHANGE ON TOURISM IN MAURITIUS 

Increasingly, over the last 30 years, the Mauritian coastal zone has experienced very 

rapid development and growing ecological pressure. In 2000 it was estimated that out 

of the 323 km of coastline around 13% was occupied by 71 hotels and 9% by public 

beaches; in 2010 there were 112 hotels in operation. The effects of climate change not 

only threaten Mauritius' environment and ecosystems, but its economy as well, as 

increasing pressure is placed on agricultural and aquatic resources. With rising sea 

levels, altered rain patterns and fiercer storms threatening the island nation in the 

TOURISM INVESTMENT OPPORTUNITIES 

Marina development 

Water sports activities 

Eco-lodges 

Vacation hotels 

Tour companies 

Transport services 

Tourism and hospitality institutions 



Page | 44  

 

Indian Ocean, the residents of Mauritius must brace themselves for the impact of 

climate change. 

As part of its mitigation measures, the government has put sustainability of the island as 

a key government priority. A steering committee (Maurice Ile Durable) comprising 

representatives of various Ministries and departments, the academia, and international 

development partners, was set up within the Prime Minister’s Office in 2009 and will 

guide the country’s development. The key issues it is meant to address are 1) putting in 

place an eco-tourism strategy that will guide tourism development that will ensure 

Mauritius becomes a green destination by 2030; 2) address the pressure issue on 

coastal and marine ecosystems, and pressure on basic resources such as land, energy 

and water. Environmental Impact Assessment (EIA) guidelines will also be strictly 

enforced. Other initiatives include a tourism fund to protect and rehabilitate tourism 

sites. The result is to conserve, rehabilitate and enhance the natural environment by 

2030.  

TOURISM ECONOMIC INDICATORS  

Mauritius US$ (Billion) 2011% total Growth in 2021 

(US$ Million and 

Percentages) 

Direct Contribution of Travel 

and Tourism to GDP 

1.6 14.4% 2.7 (18.2%) 

Total contribution of Travel 

and Tourism to GDP including 

its economic impacts  

1.1 10.3% 1.7 

Employment: Direct 

contribution 

77,000 jobs 13.6%of total 

employment 

125,000 jobs 

(17.9%) 

Employment: Total 

Contribution 

168,000 jobs 29.8%of total 

employment 

269,000 jobs 

(38.4%) 

Visitor Exports 1.9 39.1% of total 

exports 

3.9 (47.2%) 

Investment 170.3 Million 6.3% 299.6 Million 

(8.1%) 
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Source: WTTC (2011) changed in USD June 2012Relative importance of Travel & 

Tourism's total contribution to GDP (World ranking 17 out of 181) 

MAURITIUS TOURISM SWOT ANALYSIS 

 

STRENGTHS WEAKNESS 

 Strong brand as holiday destination 

 Established tourism strategy as high end 

destination 

 Well developed integrated resorts 

 Highly developed hotel industry 

 Direct air connection to key markets [British 

Airways, Air France, Air Mauritius, direct flights 

to India] 

 Safe and secure destination 

 Best business environment on the continent 

[World Economic Forum] 

 Prioritization of the sector ,strong private sector 

and institutions 

 Established sustainable tourism and 

environmental protection policies 

 Strong marketing initiatives 

 Inadequate tourism infrastructure such as roads  

 Limited ICT Infrastructure development 

 Inadequate trained human resource to match the 

demand 

 Manage carrying capacity for the Island 

 Climate change impact 

 Hygiene levels 

 Implementation of grading and standards for 

hotel 

 

 

OPPORTUNITIES THREATS 

 Ecotourism attractions 

 Eco-lodges 

 Integrated resorts 

 Attract more airlines from key source markets 

like Europe and Africa 

 Tourism and hospitality training institutions 

 Boutique hotels 

 Theme parks and amusement parks 

 Development of water sports activities 

 Competition from the region 

 Unforeseen factors such as global financial crisis 

 Environmental degradation 

 Tourism Leakage 

 Managing the increase in tourism numbers and 

development of tourism  

 Managing the negative social impacts of tourism  
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2.13 RWANDA 

Rwanda is located in the heart of 

Africa within East-Central Africa 

and famously known as the “land of 

a thousand hills”. Attractions in its 

three National Parks include the 

world famous mountain gorillas in 

Volcanoes National Park, 13 species 

of primates in Nyungwe National 

Park, various antelopes in Akagera 

National Park, 650 species of birds, 

a variety of flora including the 

orchids. Rwanda also has a unique 

culture and heritage that make it a 

desirable destination for any kind 

of tourist. Rwanda has become 

widely recognized as one of the top 

ecotourism destinations in Africa 

and this recognition is exhibited 

through the government’s strategy 

of developing and promoting 

sustainable tourism: attracting low 

volume, high spending tourists. The 

country is further credited for being 

one of the leading African nations in 

the protection of ecosystems and 

the biodiversity of the natural 

resources which drive sustainable 

tourism development, and for its 

commitment to adhere to national, 

TOURISM INVESTMENT OPPORTUNITIES 

Karisimbi cable car project- access to one of the 

highest peaks of Mt Karisimbi (4500 m above 

sea level) 

Four and five star hotels in Kigali and Rubavu 

High end themed restaurants in Kigali 

Casinos in Kigali and main cities 

Entertainment and leisure centres- theatres, 

cinemas, nightclubs, night life 

Establishment and promotion of zoo, zoological 

and botanical gardens 

Creation of theme parks and aquariums 

Construction of cultural village in Kigali 

Development of boating and water sports on 

lakes Kivu, Ihema, Muhazi 

Development of hot springs in Western province 

Tourism and hospitality training schools 

Financial partner for Kigali Convention Centre 

Development of Kivu beach- management, 

restaurants, recreation centres 

Develop meetings, conferences, conventions 

infrastructure and facilities 

Develop exhibition centres within Kigali and 

major cities 

OPPORTUNITIES FOR GOVERNMENT 

SUPPORT 

Carbon Credit- opportunities for reforestation to 

generate the carbon 
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regional and international environmental regulations. Tourism is an important sector in 

the economy of Rwanda; it is currently the top foreign exchange earner, and is one of 

the key sectors to drive the economy of the country, as indicated in Rwanda’s long term 

development strategy Vision 2020 which aims to transform the country into a middle 

income economy by the year 2020. The government has a created an enabling 

environment specifically ratifying the Rwanda Tourism Master Plan, Rwanda Tourism 

Policy and Rwanda Tourism Bill which support and guide the growth and development 

of the sector. In 2011 the country classified and graded hotels using the East African 

Community Standards as a move to improve the quality of standards and service in the 

hospitality sector. In 2011, Rwanda received 908,000 tourists generating $251 million 

(Rwanda Development Board, 2012).  

TOURISM ECONOMIC INDICATORS  

RWANDA  US$ (Million) 2011% TOTAL GROWTH IN 2022 

US$ IN MILLION 

AND  

PERCENTAGES 

GDP: Direct 

Contribution of Travel 

and Tourism to GDP 

 

197.5 3.3% 346.7 with 5.4% 

Total contribution of 

Travel and Tourism to 

GDP including its 

economic impacts  

506.3 8.4% 893.9 with 5.5% 

Employment: Direct 

contribution 

63,000jobs 3.7%of total 

employment 

73,000 jobs with 

2.6% 

Employment: Total 

Contribution 

363,804jobs 7.3% of total 

employment 

194,000 jobs with 

7.0% 

Visitor Exports 

 

250.6 29.0 %of total 

exports 

570 with 19.9% 

Investment 114.9 7.8% 180.1 with 7.8% 
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Source: (WTTC, 2012 changed  in USD June 2012). - Relative importance of Travel and Tourism to the total 

contribution to GDP in 2011 (World Ranking 100 out of 181 countries) 

RWANDA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Home of the famous Mountain Gorillas 

 Variety of natural resources  

 Government Prioritization of the sector 

 Strong marketing initiatives 

 Clear tourism strategy- Master Plan and Tourism 

Policy 

 Strategic location to develop business tourism 

 Growth of airline industry [ new airlines in 

Rwanda in 2012: South African Airways, Qatar 

Airways and Turkish Airlines] 

 Entrance of international brand chain hotels 

[Marriot and Radisson Blu the first ones in the 

East and Central Africa opening in 2013] 

 Conducive business environment-Rwanda second 

most reformed country in doing business in the 

world over a five year a period (Word Bank, 

2011) 

 Safety and Security 

 Conservation and environmental protection 

policies  

 Growth of ICT sector 

 Over-reliance on gorilla  tourism 

 Lack of high end accommodation facilities in the 

major tourist destinations 

 Limited tourism product base 

 Inadequate qualification of human resource in the 

sector 

 Inadequate funding for tourism development 

 Poor image at the international level 

 Limited accessibility in comparison to 

neighbouring countries 

 Affinity for tourism-need to improve customer 

service 

 Weak private sector 

OPPORTUNITIES THREATS 

 Product diversification [increasing nature based 

tourism ecotourism, cultural tourism] 

 Growth of conference tourism [government 

aiming to be a regional conference hub 

(Government of Rwanda, 2010)] 

 Growth of private sector [more international 

 Increased competition in the region  

 Inadequate funding for tourism development 

 Cost of doing business 

 Delay in the finalization of Bugesera International 

Airport 

 Product diversification  
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2.14 SEYCHELLES 

Seychelles Islands are described as 

“another world”. They are 

comprised of 115 islands and have 

a ‘living museum’ of natural history 

and a sanctuary for some of the 

rarest species of flora & fauna on 

earth. With almost 50% of its 

limited landmass set aside as 

national parks and reserves, and 

home to two UNESCO World 

Heritage Sites Seychelles prides itself on its record of having farsighted conservation 

policies that have resulted in an enviable degree of protection for the environment and 

the varied ecosystems it supports. There are 15 Seychelles tourist offices around the 

world that serve as vital first-hand information links between Seychelles and potential 

visitors, tour operators, travel agents, and the media. In line with the government’s 

commitment towards developing the tourism industry, an enabling policy framework 

guides the development of the sector as outlined in the country’s development plan 

(1990-1994) and tourism strategy (2010 - 2017). Tourism is the most important non-

government sector of Seychelles economy. About 15% of the formal work force is 

directly employed in tourism, and employment in construction, banking, transportation, 

and other activities are closely tied to the tourist industry (Government of Seychelles, 

chain hotels in pipeline (ex. Hilton] 

 Bugesera Airport to support the growth of 

aviation industry 

 Unexploited domestic and regional market 

 Emerging market in Africa [business hub for 

region] 

 Entrance of globally renowned hospitality school 

[Les Roches to open in 2014 (‘Kigali Today’ 

2012)] 

TOURISM INVESTMENT OPPORTUNITIES 

Niche hotels 

Luxury resorts 

Eco-tourism products 

Island resorts 

Specialised restaurants 

Cruise and mini-cruise tourism 

Yachting 

Marinas 



Page | 50  

 

2012). According to the NBS, 194,753 visitors came to Seychelles in 2011, representing 

a growth of 11% over the 2010 figures.  

IMPACT OF CLIMATE CHANGE ON TOURISM IN SEYCHELLES 

By the nature of its location in the Indian Ocean, Seychelles finds its self-most 

vulnerable to the impacts of climate change including sea level rise, biodiversity loss 

and impacts on human health, yet it is heavily reliant on nature-based tourism and is 

ranked as the 4th in the world among countries totally dependent on tourism (St. Ange, 

2011). The government of Seychelles has committed itself to mitigating the impacts of 

climate change by putting measures in place, including the establishment of the 

National Strategy for Climate Change in 2009 and a Department of Risk and Disaster 

Management under the Vice President of the Republic’s office, to coordinate all efforts 

to improve the country’s preparedness and responses to all kinds of disasters. The 

government recently launched Tourism Sustainability Program, which is Seychelles’ 

first ever sustainable tourism certification system that will encourage hotels and other 

tourism establishments to merge the principles of sustainability into their daily 

operations. Seychelles’ Sustainability Development Strategy has also been rolled out 

together with the new Tourism Master Plan and will guide the country in developing 

tourism in a more sustainable manner. 

TOURISM ECONOMIC INDICATORS  

Seychelles US$(Thousands) 2011% total Growth in 2021 

(US$ Thousands 

and Percentages) 

Direct Contribution of 

Travel and Tourism to GDP 

195.5 23.0% 299.4 (23.9%) 

Total contribution of 

Travel and Tourism to GDP 

including its economic 

impacts  

496.1 57.6% 729.5 (58.3%) 

Employment: Direct 

contribution 

38,000jobs 2.1%of total 

employment 

38,000 jobs (2.1%) 

Employment: Total 22,000jobs 56.4% of total 26,000 jobs (60.2%) 
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Contribution employment 

Visitor Exports 292.0 30.9%of total exports 452.0 (26.6%) 

Investment 103.1 38.2% 147. (39.9%) 

Source: WTTC (2011) converted in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking7 out of 181)  

SEYCHELLES TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Well established brand [holiday and honeymoon 

destination] 

 Diverse natural resources with almost 50% of its 

limited landmass set aside as national parks and 

reserves 

 Well-developed beaches 

 Prioritization of the sector; commitment from top 

leadership 

 Strong partnership between public and private 

sector 

 Strong conservation policies 

 Two UNESCO World Heritage Sites 

 Rich culture 

 Tourism training institution, Seychelles Tourism 

Academy 

 Lack of developed infrastructure namely roads 

 Limited flights to key markets like Europe 

 Cost of doing business 

 Lack of middle range accommodation for the 

middle income travellers 

 High cost of accommodation and travel 

 Negative impact of climate change 

 

OPPORTUNITIES THREATS 

 Potential for resort development 

 Hotel development [high end luxury and middle 

range accommodation] 

 Growth of events and carnivals 

 Eco-lodges 

 Water sports activities 

 Increased air accessibility [new airlines including 

Ethiopian Airlines, Air Austral  and Blue 

Panorama] 

 Destruction of the environment through carbon 

emissions as a result of long haul airlines 

 Competition from neighbouring  islands including 

Mauritius 

 Effect of world economic crises especially on the 

European markets  which are its key source 

markets 

 Piracy in Indian ocean causing insecurity in 

Seychelles 
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2.15 SUDAN 

Sudan was the largest country on 

the African continent until 2011 

when the country was divided 

into two countries – Sudan and 

Republic of South Sudan. In this 

report, the focus is on Sudan as 

the Republic of South Sudan 

government has been in 

existence barely a year. Sudan is 

as geographically diverse as it is 

culturally diverse—in the north, 

the Nile cuts through the eastern edge of the Sahara; the Nubian Desert; the site of the 

Ancient Kingdoms of Cush and Meroe; and the land of the Seti. The East and West are 

mountainous regions, and much of the rest of the country comprises of savannahs 

typical of much of central sub-Saharan Africa. Sudan also has a rich historical heritage, 

varied wildlife and coral reefs which attract visitors to the country. If investment takes 

place and tourism products are developed, travel and tourism could become the second 

main source of income in the country’s economy. The Red Sea coastline is well known 

by tourists, especially divers, and with its magnificent sea and deep water the Red Sea 

which is 1900 km long is one of the most attractive areas in Sudan and the biggest 

tourist attraction. In 2009 Sudan received 420,000 visitor arrivals (World Bank, 2010) 

generating USD $400 million in the same year (Government of Sudan, 2010).  

 

TOURISM ECONOMIC INDICATORS  

Sudan US$ (Thousands) 2011% total Growth in 2021 US$ in 

Thousands & 

Percentages) 

 Focusing on emerging destinations like China and 

India 

 Climate change 

TOURISM INVESTMENT OPPORTUNITIES 

Hotel development in major touristic areas- 

Khartoum, Port Sudan, Dongola 

Resort development along Red Sea and River Nile 

Development of historical and cultural sites in 

Khartoum, Omdurman, Kassala 

Transport services 

Tourism training institutions 

Eco-lodges 

Tour and travel companies 
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Direct Contribution of 

Travel and Tourism to GDP 

8.7 Thousands 1.5% 14.8 Thousands with 

1.6% 

Total contribution of Travel 

and Tourism to GDP 

including its economic 

impacts  

22.4 Thousands 3.8% 39.2 Thousands with 

4.0% 

Employment: Direct 

contribution 

80,000 jobs 1.3% of total 

employment 

96,000 jobs with 1.3% 

Employment: Total 

Contribution 

207,000 jobs 3.4% of total 

employment 

255,000jobs (3.5%) 

Visitor Exports 1.1 Million 2.1% 1.8 Million with 2.6% 

Investment 3.7 Million 2.7% 6.7 with 2.8% 

Source: WTTC (2011) converted in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 168 out of 181) 

SUDAN TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Still unspoilt destination 

 Abundance of  natural resources 

 Rich and diverse culture 

 

 Poor image associated conflict and poverty 

 Lack of tourism policy, strategy and master plan 

 Lack of supporting infrastructure such as roads, 

airports and electricity  

 Lack of tourism facilities as hotels, restaurants 

and other tourist facilities such as cafeterias and 

clubs 

 Prolonged droughts which destroy wildlife 

 Lack of skilled labour in the sector 

 Limited promotion and marketing 

OPPORTUNITIES THREATS 

 Development of tourism infrastructure [hotels, 

restaurants] 

 Regional tourism marketing collaboration  

 Government commitment to develop the sector 

 Development of hotel resorts along the River Nile 

 Due to the US embargo  on Sudan, there is no use 

of credit cards 

 Political conflicts between Republic of Sudan and 

South Sudan 

 Continued poor international image 
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and the Red Sea 

 Development of water sports activities along Red 

Sea 

 Weak environmental policies 

 

 

2.16 SWAZILAND 

Swaziland is endowed with 

stunning mountain scenery, 

winding rivers, friendly smiles, 

fascinating culture and great 

wildlife. The country boasts a 

distinctive slogan “Swaziland, the 

Royal Experience” which 

describes its offer of a truly royal 

experience with its rich and unique culture, and serene and beautiful surroundings. 

Swaziland is renowned for its beauty and peaceful environment. Its natural diversity, its 

breathtaking vistas, and its famously friendly locals make it a desirable destination for 

any kind of visitors. King Mswati III presides over the land, which is imbued with a 

strong African identity and informed by traditional values. The kingdom of Swaziland is 

rich with various natural resources that form the mainstay of attractions.  About a third 

of the land is allocated to national parks. Natural attractions in Swaziland include its 

waterfalls and lush, forested ravines. The country is also well-known for its hand-

crafted candles and Ngwenya glass sculptures which forms part of its unique culture. 

Although tourism presents great potential for Swaziland, the country does not have in 

place tourism policies and strategies that would guide the development of the sector.  

Tourism is a vital sector in the economy of Swaziland and is expected to experience 

growth following the construction of a railway that will link Swaziland with South Africa 

and Mozambique. The main source of tourists to Swaziland is South Africa, which 

accounts for more than 50% of the visitor arrivals. Other source of markets includes 

Mozambique, Zimbabwe and the European markets. 

TOURISM ECONOMIC INDICATORS  

Swaziland US$ 

(Thousands) 

2011% total Growth in 2021 (US$ 

Thousands and 

TOURISM INVESTMENT OPPORTUNITIES 

High end hotels and resorts 

Creation of theme parks, golf and casino 

Tour operators 

Casino and golf estate 

OPPORTUNITIES FOR GOVERNMENT SUPPORT 

Introducing airlines from the region and Europe 
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Percentages) 

Direct Contribution of 

Travel and Tourism to 

GDP 

102.1 2.8% 129.5 (2.7%) 

Total contribution of 

Travel and Tourism to 

GDP including its 

economic impacts  

226.373 6.1% 283.0 (6.0%) 

Employment: Direct 

contribution 

3,000 jobs 2.4%of total 

employment 

4,000 jobs (2.4%) 

Employment: Total 

Contribution 

7,000 jobs  5.5% % of total 

employment 

8,000 jobs (5.3%) 

Visitor Exports 

 

42.9 2.3% of total 

exports 

66.3 (2.3%) 

Investment 18.9 4.4% 22.2 (4.1%) 

Source: WTTC (2011) converted to USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 128 out of 181) 

SWAZILAND TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Rich biodiversity 

 The Kingdom gives it an authentic African culture 

experience 

 Strong tourism brand 

 Small destination makes it easy to manage and 

implement policies 

 Safe and secure country 

 Well developed infrastructure [railway 

connection to neighbouring countries South 

Africa and Mozambique,  relatively cheap 

electricity and good road networks] 

 Lack of updated tourism strategy 

 Tourism not yet prioritized as key sector for the 

government and weak institutions 

 Lack of direct access to the key markets like 

United Kingdom 

 Limited  tourism infrastructure accommodation 

facilities in the national parks, limited use of ATMs 

and limited number of car rentals 

 Limited tourism marketing 

 Poor statistics collection 

 Over reliance on South Africa tourism 

OPPORTUNITIES THREATS 

 Develop tourism products [nature-based tourism  Limited income to develop the required facilities 
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and resort development] 

 Collaborate with neighbouring countries which 

are strongly established as  tourism destinations 

[South Africa and Botswana] 

 Capitalize on cultural heritage and brand 

Swaziland as  African cultural destination 

 Attract other African countries 

 Economic recession affecting key tourism market 

in Europe 

 Environmental degradation due to lack of strict 

laws to enforce environmental rules 

 Competition with the neighbouring countries 

 

 

2.17 UGANDA 

Uganda, described by Winston Churchill as ‘’the pearl of Africa” is endowed with 

fantastic natural scenery and a rich mosaic of tribes and cultures. The country is one of 

Africa's most appealing nations and friendliest destinations and is endowed with an 

abundance of natural resources, mainly covered by large vegetation and huge expanses 

of tropical forests that are rich in flora and fauna which has made the country home to 

unique physical landscapes, lakes and rivers. All these physical attributes provide a 

habitat for the diverse wildlife 

that forms the bedrock of 

Uganda's tourism industry. 

Besides the wide biodiversity, 

Uganda boasts a diverse bird 

population of more than 1,000 

species recorded in the country. 

The main tourism attractions are 

centred on the 11 national parks 

including the Bwindi and Virunga 

National Parks which are famous 

for the mountain gorillas. Uganda 

has embraced ecotourism as a 

strategy which promotes low 

impact tourism and avoids 

adverse environmental effects of 

traditional mass tourism. In a 

TOURISM INVESTMENT OPPORTUNITIES 

Tented camps in designated areas and Eco lodges 

in Northern Uganda 

Tour and Travel  operations 

Hotels in major cities- Kampala, Jinja, Fort Portal, 

Mbarara 

Resorts in Entebbe, Jinja 

Product development- cultural sites, museums 

Water sports facilities and yachting 

Conference venues 

Theme parks and themed restaurants 

Aviation sector- tour jets 

OPPORTUNITIES FOR GOVERNMENT SUPPORT 

Attracting more direct flights from Europe and 

North America 

Attracting emerging destinations such as China, 

India, Russia, South Africa 
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continued effort to develop the tourism sector, the government of Uganda has 

established tourism regulation and policy framework to guide the development of the 

sector including the Tourism Act and the Tourism Master Plan. Tourism is the second 

leading foreign exchange earner, bringing in US $572 million in 2009 and US $660 

million in 2010 (Uganda Tourism Board). Indeed tourism has been prioritised as one of 

the drivers for economic development of the country due to its large impact on the 

economy. The government’s commitment can be evidenced through the launch of the 

Presidential Enterprise on Sustainable Tourism in Uganda (PRESTO) initiated by the 

President Yoweri Museveni. Additionally, the launch of the Tourism Police Unit in 

February 2012 demonstrates the commitment of the government to ensure safety and 

security for the tourists. 

TOURISM ECONOMIC INDICATORS  

Uganda US$(Million) 2011% 

total 

Growth in 2021 

(US$ Million & 

Percentages) 

Direct Contribution of Travel 

and Tourism to GDP 

541.2 3.2.0% 950.7(3.1%) 

Total contribution of Travel 

and Tourism to GDP 

including its economic 

impacts  

1.292 7.6% 2.3 (7.4%) 

Employment: Direct 

contribution 

181,000jobs 2.7%of total 

employment 

250,000 jobs (2.6%) 

Employment: Total 

Contribution 

447,000jobs 6.6% of total 

employment 

625,000 jobs (6.4%) 

Visitor Exports 589.9 14.6%of 

total exports 

1,017.Billion 

(13.3%) 

Investment 171.3 4.6% 281.7 (4.4%) 

Source: WTTC (2011) converted in USD June 2012 Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 105 out of 181) 

 



Page | 58  

 

UGANDA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Abundance of natural resources, 11 National 

Parks  

 Home to mountain gorillas 

 Rich culture 

 Source of the Nile 

 Best place for water rafting 

 Moderate trained skilled labour 

 Commitment from the government 

 Institutional framework 

 Tourism policies: Tourism Master Plan, Tourism 

Act 

 Standardization of hotel sector through 

classification 

 Birding destination [over 1000 bird species 

recorded in the country] 

 Limited tourism marketing strategy 

 Inadequate funding for tourism development 

 Poor infrastructure [poor roads, power shortages] 

 Insecurity in the Northern region 

 Poor sector coordination and weak institution 

 Poor information management and statistics 

 Poor enforcement of tourism regulation hotel 

standards 

 Limited flights from the source markets 

 Poor statistics collection 

OPPORTUNITIES THREATS 

 Development of eco-lodges in the protected areas 

 Growth of MICE segment with convention centres 

 Hotel development in major cities 

 Product diversification 

 Regional marketing 

 Developing domestic tourism 

 Political insecurity in the region 

 Degradation of the environment 

 Loss of wildlife in the National Parks 

 Poor monitoring and implementation of policies 

and strategy 

 

 

2.18 ZAMBIA 

Zambia is endowed with one of the seven natural wonders of the world, the Victoria 

Falls and 19 national parks with diverse wildlife, water bodies, open spaces, history, art 

and culture. It is acknowledged as one of the safest and welcoming countries to visit in 

the world. Tourism has been identified as a priority sector and has been given a new 

image with a new tag line ‘Zambia Let’s Explore’. Travel and tourism plays an important 

role in the economic development of Zambia. Over the years, the industry has grown 
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steadily to become one of the most important economic segments in the country. It is 

also amongst the largest sources of foreign exchange (Euromonitor.com/August 2011). 

The government has since accorded the tourism sector the second priority rating after 

agriculture because of its importance to the economic development of the country. 

Although, Zambia’ tourism sector is not yet as strong as its neighbours Zimbabwe, 

Botswana and Namibia, the sector has registered a steady growth. In 2009 Zambia  

received 710,000 tourists generating US $ 98 Million (UNWTO, 2011) while in 2010 

Zambia recorded 815,000 tourist arrivals (Government of Zambia, 2011). The main 

source of tourists to Zambia is from Western Europe i.e. United Kingdom and Germany 

and significant effort is being 

geared towards attracting the 

western markets but also 

towards the domestic market 

(Times of Zambia, December 

2011). In its recognition of 

tourism as a viable industry, the 

Zambian government has placed 

emphasis on developing reforms 

to support Zambian Tourism. For a start, Livingstone town has become a tax free zone 

for investments in tourism enterprises. As an incentive for local car hire and tour 

operators the government has waived visa fees to tourists that they bring in. The key 

stakeholders of tourism sector include the Zambia National Tourist Board, Zambia 

Wildlife Authority, Tourism Council of Zambia, National Heritage Conservation 

Commission, Environmental Council of Zambia, Ministry of Tourism, Environment and 

Natural Resources.  

TOURISM ECONOMIC INDICATORS  

Zambia US$ (Million) 2011% total Growth in 2021 

(US$ Million and 

Percentages) 

GDP: Direct Contribution 

of Travel and Tourism to 

GDP 

528.1 2.3% 704.2 with 2.4% 

TOURISM INVESTMENT OPPORTUNITIES 

Eco-lodges and campsites in National Parks  

Hotels in major cities- Lusaka, Livingstone, Copper 

Belt 

Transport services and tour vehicles 

Hotel training institutions 

OPPORTUNITIES FOR GOVERNMENT SUPPORT 

Attracting more direct flights from Europe 
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Total contribution of 

Travel and Tourism to 

GDP including its 

economic impacts  

875.9 5.4% 1.693. 5 with 5.8% 

Employment: Direct 

contribution 

22,000 jobs 1.4% of total 

employment 

27,000 jobs with 

1.5% 

Employment: Total 

Contribution 

61,000 jobs  3.9% of total 

employment 

79,000 jobs (4.2%) 

Visitor Exports 165.7 2.6% 233.6(3.3%) 

Investment 68.5 2.2% 124.799 with 2.2% 

Source: WTTC (2011) converted in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 140 out of 181) 

ZAMBIA TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Home of one of the seven natural wonders of the 

world, Victoria Falls 

 Abundance of wildlife [home of the big five, 19 

National Parks with 8 being major ones and 

Kafue National Park being the second largest 

park in Africa, and 34 game management areas 

(Zambia Wildlife Authority, 2012)] 

 Rich culture and history 

 Prioritization of the sector 

 Commitment from the government 

 Relatively safe country in the region 

 Revised brand  

 Weak product packaging 

 Inadequate marketing efforts 

 Limited  qualified personnel 

 Poor infrastructure, poor road networks to the 

major attractions like National Parks 

 Lack of tourist facilities in some of the National 

Parks 

 Weak and poorly funded institutions 

 Poor statistics collection 

 Poaching in National parks 

 Poor domestic airline connections  

 

OPPORTUNITIES THREATS 

 Investment in tourism facilities such as eco-

lodges in the National Parks and other 

accommodation facilities in major towns  

 Tour and travel operators 

 Airline industry [only British Airways among the 

 Competition from the neighbouring countries, 

Zimbabwe, Namibia and Tanzania 

 Lack of funds to develop the tourism 

infrastructure and facilities 

 Economic recession affecting source markets 
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European Airlines] 

 Diversifying the tourism markets focusing on the 

emerging markets [China, Russia and India] 

 Focus on domestic  market 

 Co-hosting UNWTO 2013 General Assembly 

 Lack of qualified labour in the industry 

 Environmental and Biodiversity degradation 

 

 

 

2.19 ZIMBABWE 

Zimbabwe “the world of 

wonders” is a country endowed 

with stunning tourism 

attractions, from the one of the 

seven natural wonders of the 

world, the majestic Victoria Falls 

which is shared with Zambia, to 

the diverse of fauna and flora, 

rich and unique culture, the 

amazing River Zambezi, the 

Zimbabwe ruins, the Eastern 

highlands and Kariba dam. 

Zimbabwe offers a large variety 

of scenery and one of the African 

continent’s finest and largest 

concentrations of wildlife; it is home to four UNESCO world heritages (Government of 

Zimbabwe, 2012), 11 National Parks, 11 Recreational centres, 4 Safari areas, 4 Botanical 

gardens, and 3 Sanctuaries. In line with the government’s commitment towards 

developing the tourism industry, Zimbabwe in collaboration with the Zambian has won 

a bid to host the UNWTO tourism meeting to be held in 2013. The event will attract 176 

countries and such a landmark event will definitely raise the image of Zimbabwe at the 

international level. The hosting of the event will also be a bigger endorsement of the 

country’s new brand “A World of Wonders” and a serious enabler for the tourism and 

hospitality industry. Tourism has been identified as a key pillar towards the country’s 

economic recovery path with the sector contributing 7.5% in 2011 to the Gross 

TOURISM INVESTMENT OPPORTUNITIES 

Conference facilities and convention centres  

Tourism resorts and casinos 

Accommodation (Hotels and lodges) 

Sports facilities- golf estates, health spas, fitness 

centres 

Restaurants 

Exhibition parks 

Shopping malls 

Theme parks 

Air services 

Safari train services 

Travel and touring services 

Community based tourism enterprise 
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Domestic Product (Zimbabwe Broadcasting Corporation, 2011). The tourism sector 

further experienced a growth of 11% of international arrivals in 2010, having received 

2,239,165 visitors and is believed to be Zimbabwe’s fastest growing industry.  

TOURISM ECONOMIC INDICATORS  

Zimbabwe US$ (Million) 2011% total Growth in 2021 

(US$ Million and 

Percentages) 

GDP: Direct 

Contribution of Travel 

and Tourism to GDP 

 

250.7 3.6% 489.7with 4.2% 

Total contribution of 

Travel and Tourism to 

GDP including its 

economic impacts  

503.5 7.2% 923.7 with 7.9% 

Employment: Direct 

contribution 

26,000 jobs 2.6%of total 

employment 

46,000 jobs with 

(2.5%) 

Employment: Total 

Contribution 

56,000 jobs 5.6%of total 

employment 

77,000 jobs (4.2%) 

Visitor Exports 

 

378.5 13.4% of total 

exports 

793.1 (10.2%) 

Investment 54.3 5.7% 102 with 4.4% 

Source: WTTC (2011) converted in USD June 2012. Relative importance of Travel & Tourism's total contribution 

to GDP (World ranking 112out of 181) 

ZIMBABWE TOURISM SWOT ANALYSIS 

STRENGTHS WEAKNESS 

 Blessed with one of the seven natural wonders of 

the world [Victoria Falls] 

 Diverse of wildlife [Zimbabwe is ranked 13th 

globally for having rich natural resources (TTC, 

2011)] 

 Rich culture and history 

 Past political instability 

 Weak tourism strategy implementation 

 Poor coordination between private and public 

sector 

 Poor investment climate and weak currency 

 Limited  qualified personnel 
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 Prioritization of the sector 

 Commitment from the government 

 Co-hosting the UNWTO General Assembly  in 

2013 

 Poor infrastructure [roads to tourism attractions] 

 Lack of tourist facilities in some of the National 

Parks 

 Poor image internationally 

 Lack of  environment policy yet tourism based on 

natural resources [the Travel and Tourism 

Competitive report of 2011 ranks Zimbabwe 

136th out of 139 countries on lack of 

environmental laws & protection] 

OPPORTUNITIES THREATS 

 Investment in tourism facilities such as eco-

lodges in the National Parks and other 

accommodation facilities in major towns like 

Harare 

 Growth of conference tourism  

 Tour and travel operators 

 Airline industry [only British Airways among the 

European airlines] 

 Diversifying the tourism markets focusing on the 

emerging markets [China, Russia and India] 

 Focus on regional markets such as South Africa, 

Zambia, Mozambique and Botswana   

 Competition from the neighbouring countries, 

Botswana, Namibia and South Africa 

 Lack of funds to develop the tourism 

infrastructure and facilities 

 Currency devaluation 

 Lack of qualified labour in the industry 

 Political unrest 

 Environmental degradation and reduction of 

wildlife 

 

 

COUNTRY FOCAL POINTS 

Developing sustainable tourism industries in each country is based on implementing 

key strategies that apply to a country’s specific needs. Based on the country diagnostics 

of COMESA countries, there are some key focal points that can be addressed initially. 

COUNTRY FOCAL POINTS 

Burundi Tourism policy intervention; Tourism marketing funding 

Comoros Islands Tourism policy intervention 

Democratic Republic of 

Congo 

Political stability; Tourism policy intervention 
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Djibouti Investments in tourism infrastructure and services 

Egypt Rebranding; Political stability ,tourism leakage 

Eritrea Investments in tourism infrastructure and services; Political stability 

Ethiopia Tourism policy intervention; Political stability; Product diversification 

Kenya Tourism policy intervention; Political stability; Investments in tourism 

infrastructure and services 

Libya Tourism policy intervention; Investments in tourism infrastructure and services 

Madagascar Tourism policy intervention; Investments in tourism infrastructure and services 

Malawi 
Investments in tourism infrastructure and services; Tourism marketing funding; 

Product diversification 

Mauritius Investments in tourism infrastructure and services 

Rwanda Investments in tourism infrastructure and services; Product diversification 

Seychelles Investments in tourism infrastructure and services 

Sudan  Tourism policy intervention; Investments in tourism infrastructure and services; 

Rebranding 

Swaziland Tourism policy intervention 

Uganda Tourism marketing funding; Government coordination; Investments in tourism 

infrastructure and services 

Zambia Tourism marketing funding; Investments in tourism infrastructure and services 

Zimbabwe Tourism policy intervention; Rebranding; Investments in tourism infrastructure  

services, political stability 

 

3. REGIONAL INTEGRATION AS A DRIVER FOR TOURISM 

DEVELOPMENT WITHIN THE COMESA REGION  

Regional integration can certainly play a major role in Africa’s development and has 

indeed presented emerging opportunities for countries in Africa. Tourism continues to 

be a primary development strategy in the region due to the fact that it is seen as an 

export-oriented growth and poverty reduction strategy by many countries within 

COMESA, making it a good tool for regional integration.  

The COMESA treaty provides for the removal of obstacles to free movement of services 

in order to establish a common market and the development of the private sector. 

Article 138, Chapter 19 of the COMESA Treaty also talks about promotion of tourism 
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areas as a part of cooperation within COMESA. It is worth noting that the COMESA 

region is part of a bigger regional bloc that has member states that are in the East 

African Community (EAC), the Southern African Development Community (SADC), the 

Intergovernmental Authority on Development (IGAD) and the Indian Ocean Countries 

(IOC). While sometimes seen as a challenge due to multiple memberships, this report 

focuses on the opportunities that can be gained in guiding policy makers in the 

development of a sustainable COMESA tourism strategy by building on the many 

achievements made in the development and integration of tourism as a key economic 

and poverty reduction strategy in COMESA countries’ respective regional blocs.  

 

TOURISM PROMOTION IN OTHER REGIONAL BLOCS 

Central America 

The Central American Integration System (SICA) comprises the seven Central American 

countries (Belize, Guatemala, El Salvador, Honduras, Nicaragua, Costa Rica and Panama) 

plus the Caribbean Dominican Republic. One of the most significant features of this 

regional bloc is the emergence and phenomenal rise of tourism. Through its 

contribution to foreign exchange earnings and the generation of direct and indirect 

employment, tourism has emerged as a primary development strategy for the region 

and the countries within. In Central America tourism development and regional 

integration can be seen as mutually reinforcing processes: ‘The interplay between the 

structural changes taking place through private sector activity and the increasing 

institutionalization of tourism development at all levels of policy-making help to explain 

the prominence of tourism in the new political economy of Central America; tourism has 

emerged as a primary development strategy for Central American countries.’  The 

adopted strategy has been to reject the mass tourism model and to opt instead to create 

a niche market for the Central American ‘product’ within the global tourist market 

based on Mayan archaeology, biodiversity and beaches (Lucy Ferguson, Tourism 

Development and Regional Integration in Central America, 2010).  

The Caribbean 

The Caribbean as a region has already proven proficient in its ability to develop a 

thriving tourism sector and as a result, facilitate growth in the agricultural and 
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manufacturing sectors of its member states. Experiences from the Caribbean indicate 

that, as a result of regional economic partnership agreements, there has been some level 

of growth within the Caribbean tourism circles: the Caribbean tourism market is 

gradually expanding to include free movement for visitors and workforce; regional 

integration has also enhanced the competitiveness of the Caribbean tour operating 

firms in international markets like within the European Union; and many bilateral and 

multilateral organisations and development partners were keen to support and fund 

regional initiatives, including tourism initiatives, as a tool for achieving commitments to 

poverty reduction. In practice, this has led to a wealth of funding for tourism 

development projects, many of which have an explicit focus on integrating indigenous 

people and/or women into the benefits of tourism. 

The European Union 

Tourism is the European Union’s (EU) third largest socioeconomic activity, accounting 

for 10% of the GDP and 12% of the total employment figures, much of it generated by 

EU citizens (Carlo Fidanza, Tourism In Europe, 2011). Already a popular global tourism 

destination, Europe implemented the Schengen Visa in 1985. European countries may 

apply to the Schengen Zone, after being assessed in four areas: air borders, visas, police 

cooperation and personal data protection (Wikipedia, 2010). The implementation of the 

Schengen Visa in the EU means that EU citizens can travel, live and work within any EU 

country without special formalities. It also abolishes checks at the EU’s internal borders 

while tightening controls at external borders and means member states all comply with 

harmonised regulations and conditions. The implementation of regional conferences 

and workshops, and trade fairs and events supports the promotion of tourism in the EU 

region. 

 

While we have seen some successes in regional integration and tourism development it 

must be stated that differences in tourism contribution to GDP; tourism employment 

numbers; and tourism promotion, marketing and investment will differ from country to 

country. ‘Mature’ tourism destinations within COMESA, like Kenya and Egypt with 

relatively high dependence on tourism, differ greatly in their priorities from emerging 

destinations like Burundi and Djibouti. Destinations that are already or are increasingly 
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dependent on tourism also risk developing an over-reliance on tourism which, when 

regional tourism strategies are developed, may result in increased vulnerability making 

them more susceptible to external shocks (such as climate or economic change). 

Emerging destinations on the other hand are more likely to benefit from regional 

tourism integration due to the increased number of tourists and investors in the 

industry attracted to the region. 

4. COMESA TOURISM SWOT ANALYSIS 

The COMESA region is endowed with some of the most breath-taking tourism 

attractions and sites in the world from the Pyramids in Egypt, to the great Victoria Falls 

in Zambia and Zimbabwe and the majestic Mountain Gorillas in Rwanda. Home to 

hundreds of cultures and places of historical note, the member states in COMESA are 

poised to become a formidable tourism region in the world. 

Strength Weakness 

 Existing tourism diversity 

 More than 100 National Parks and more 

than 20 World Heritage Sites 

 Political will and prioritization of the 

sector 

 Tourism investment support and 

facilitation by Regional Investment Agency 

(RIA) 

 Existing regional blocs and treaties within 

COMESA  

 COMESA Treaty Article 138 highlighting 

tourism collaboration 

 Kenya Airways and Ethiopian Airlines fly 

to all destinations within COMESA 

facilitating access to the region  

 COMESA supports climate change 

negotiations 

 Countries at different levels of tourism 

development 

 Lack of appreciation and understanding of the 

tourism sector from both public and private 

sectors 

 Weak marketing and varied pricing policies 

 Natural  attractions not well protected 

 Similar tourism products in most countries 

(mostly nature-based tourism) 

 Weak or non-existent tourism policies and 

strategies in most countries 

 Lack of skilled labour force and training 

institutions in most countries 

 Weak standards and regulations  

 Limited access to destinations due to poor 

airline connections and flights, 

internationally, regionally and internally 

 Multiple visa regimes 
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 Lack of standard tourism infrastructures such 

as accommodation 

 Diffusion of ICT in tourism not well spread 

 Poor infrastructure, specifically roads 

 Regional instability leading to poor travel 

advisories and poor perceptions of the region 

 Lack of policies to mitigate climate change  

 Weak institutions like national tourism 

boards 

 Poor statistics collection  

Opportunities Threats 

 Investment  opportunities in the tourism 

sector 

 Creating a single visa for the regional 

blocks, building from the existing regional 

initiatives such as  EAC  and SADC  

 Promotion of intra regional tourism  

 Embrace open skies policy 

 Other regional blocs like EAC, IGAD, SADC 

have already prioritized tourism so 

foundation has been laid for a greater 

union 

 Build on regional marketing for initiatives 

of the sub region 

 Trans boundary opportunities of 

developing cross border natural assets 

 Develop regional infrastructure that would 

support tourism development (i.e. 

railways connecting different countries) 

 Product diversification— tapping into 

emerging markets like MICE tourism, 

culture and heritage tourism 

 Different levels of tourism development 

 Complex, multiple visa regimes 

 Tight airline regulation, limited connectivity, 

and lack of support for open skies policy 

 Political instability in the region 

 Competition from other regional blocks—

ECOWAS  and other international destinations 

 Lack of financial capital to develop tourism 

products and infrastructure 

 Negative image on the region 

 Climate change  

 Increased over-reliance on tourism by 

successful destinations  
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 Growth of ICT sector which is key for 

growth of tourism 

 Learning from member states, utilizing 

best practices 

 Improved doing business reforms in some 

of the member countries which is key for 

attracting investment 

 Developing cross-cutting policies (i.e. 

environmental policies) 

 

5. KEY INTERVENTIONS NEEDED TO MAKE THE COMESA REGION A 

SUSTAINABLE TOURISM DESTINATION  

Today most governments, international development agencies, trade associations, 

academic institutions and NGOs acknowledge that without sustainability, there cannot 

be development that benefits communities, addresses large-scale challenges like 

extreme poverty, and preserves natural and man-made resources on which prosperity 

is based. The tourism sector cannot continue to thrive without taking sustainability into 

consideration.   

Indicators of sustainability for tourism differ from traditional development indicators 

because they take into consideration a web of complex inter-relationships and 

interdependencies of resources and stakeholders in the system. ‘Making Tourism More 

Sustainable’ a guide to policy makers initiated by UNEP and UNWTO, is a blueprint for 

governments to formulate sustainable policies. It states that there is no ‘one-size-fits-all’ 

approach to address the sustainability issues in tourism development. It does, however, 

highlight one key fundamental universal message: to succeed in making tourism 

sustainable it is crucial to work hand in hand with all relevant stakeholders, within and 

outside government.  

Sustainable tourism is not a discrete or special form of tourism, neither is it a type of 

tourism, but a condition of tourism. Therefore all forms of tourism should strive to be 

more sustainable.  
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UNWTO’s simple definition of Sustainable Tourism is “Tourism that takes full account of 

its current and future economic, social, and environmental impacts, addressing the 

needs of visitors, the industry, the environment and the host communities.” 

THE CASE FOR SUSTAINABLE TOURISM 

This study has conclusively determined that under a unified umbrella of regional 

integration, COMESA should adopt a sustainable tourism development strategy as the 

recommended approach to a region that has varying tourism development strategies, 

challenges of poverty alleviation, and environmental degradation. There are two critical 

points that summarise sustainable tourism: 

 Minimise the negatives of tourism on society and the environment 

 Maximise tourism’s positive and creative contribution to local communities, the 

conservation of natural and cultural heritage, and the quality of life of hosts and 

visitors 

 

Governments should pay serious attention to sustainable tourism development for the 

following reasons: 

Managing dynamic growth 

The doubling of international tourists movement predicted for the next 15 to 20 years 

will bring considerable pressures .To avoid serious harm to the very resources on which 

tourism depends, growth must be well managed. Critical areas are: marine and coastal 

areas, historic and cultural heritage sites, and fragile natural environments where even 

low levels of visitation can threaten biodiversity. 

Climate change 

Climate change is a major issue for the long term sustainability of tourism in two senses: 

climate change will have consequences for tourism, and tourism is a contributor to 

climate change. As we plan to grow tourism it is important to note that tourism is 

estimated to contribute up to 5.3%of global anthropogenic green house emissions, with 

transport accounting for 90% of this (more than 80% of this is due to civil aviation). 

Poverty alleviation 
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Halving World poverty by 2015 is the foremost UN Millennium Development Goal. The 

potential for tourism to contribute to this reduction is increasingly recognised, partly 

because it is one of the few sectors in which poor countries’ cultural and natural 

resources give them a comparative economic advantage. The development of tourism 

facilitates in poverty alleviation particularly in rural areas and is a labour intensive 

activity with low barriers of entry. 

 

Support for conservation 

The need to find financial resources to support conservation is a worldwide issue; 

protected areas in developed countries receive less than 30% of their basic funding 

needs. Tourism already makes a direct contribution to income for protected areas and 

heritage sites through entry fees, permits, concessions, etc. and this can be extended.  

The development of the COMESA sustainable tourism strategy should aim at achieving 

the following guiding principles of sustainable tourism: 

Economic Viability, Local Prosperity and Employment Quality 

The sustainable development of tourism should ensure the economic viability and 

competitiveness of the tourism sector by ensuring competitive pricing, visitor 

satisfaction, and safe, secure and accessible destinations. Local prosperity is achieved by 

increasing the positive contribution of tourism and tourism enterprises on local tourism 

industry owners and on the destination, and reducing tourism leakages so that the 

industry may continue to prosper.  Finally, encouraging quality employment 

opportunities will determine the success of tourism in the region. Using local labour, 

strengthening tourism linkages, encouraging local sourcing of supplies and products, 

increasing availability of jobs, facilitating conditions of service, skills training, good 

levels of pay, career advancement and access to jobs without discrimination is vital to 

sustainable tourism. 

Social Equity 

The development of the strategy  will need to ensure that there is a widespread and fair 

distribution of economic and social benefits from tourism to the recipient community 

including improving opportunities, incomes, and services to the poor by including 
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initiatives that support income earning opportunities for the disadvantaged within the 

community, in particular women and youth. Income from tourism should be used to 

tackle social issues, and taxation or compulsory levies on tourism activities and 

investments should be introduced to cater for these expenses. 

Biological Diversity, Resource Efficiency and Environmental Purity 

Protection of biodiversity and maintenance of physical integrity are closely linked; for 

tourism to be sustainable the region must create strategies and policies that facilitate 

the protection of the physical integrity of the environment and establish strict methods 

for the prevention of biodiversity destruction not only by tourism but any other factors. 

A sustainable future relies on the proper and efficient use of our natural resources; the 

strategy should ensure that there are measures in place to minimize the use of scarce 

and non-renewable resources in the development and operation of tourism facilities 

and services. Maintaining environmental purity should be a priority consideration in 

developing the sustainable tourism strategy and can be done by addressing all aspects 

or elements in the tourism cycle that may cause pollution.  

Local community involvement, empowerment, and cultural richness 

Strategies should be put in place to maximise economic returns to the local community 

and to secure reliable tourism growth, but equally, they should be about developing 

processes to maximise visitor spend per head and reduce tourism leakages. Local 

communities must be involved and engaged in planning and decision-making in the 

management and future development of tourism in their area, and tourism 

development should ensure that community well-being is maintained and strengthened, 

including social structures and access to resources, in order to develop sustainable 

tourism. 

Visitor fulfilment 

The destination should provide for a safe, fulfilling and satisfying experience for 

visitors; this implies viewing visitor satisfaction and visitor fulfilment as an aim in its 

own right, not simply as a means to benefit economically. 

 

This study proposes that an agenda for sustainable tourism development be articulated 
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based on these aims which address economic, social and environmental impacts. These 

will then be used as a framework to guide policy makers in the COMESA region to 

develop policies for more sustainable tourism.  

 

 

 

6. SUSTAINABLE TOURISM DEVELOPMENT: STRATEGY 

RECOMMENDATIONS 

The foundation for developing an attractive tourist environment for the COMESA region 

will be based on timely and bold actions by all stakeholders. This study proposes 

several recommendations as a first step towards the development of a sustainable 

tourism development strategy for the region. Some recommendations are highlighted 

due to their importance towards detailed action plans, whereas some are mentioned as 

key considerations towards the implementations of a sustainable tourism strategy.  

  

RECOMMENDATION POINTS OF ACTION 

1. Developing the 

Sustainable Tourism 

Strategy  

  

      Adopt a Common Definition of Sustainable Tourism that includes the key 

principles of minimising the negative impacts of tourism on society and the 

environment, and maximising tourism’s positive and creative contribution 

to local communities, to conservation, and to the quality of life of hosts and 

visitors 

      Assist member states in developing their national tourism policies and 

strategies based on the guidelines of the regional tourism framework  

      Improve competitiveness in the tourism value chain in terms of focusing 

on poverty reduction at the grassroots level—community tourism, farmers, 

artisans, informal traders, women and youth. 

      Foster development of policies amongst COMESA member states to 

encourage sustainable tourism practices 

      Develop tourism code of conduct for COMESA region including, among 
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others, environmental and cultural preservation 

      Foster collaboration among COMESA member states in terms of trans-

frontier agreements and resource management 

2. Prioritisation of the 

Tourism Industry 

      Develop positive publicity for the COMESA region 

      Encourage and facilitate increased budgetary allocations to national 

tourism offices and tourism boards ensuring they are well-positioned, well-

staffed and well-funded 

      To develop a response mechanism towards non-verified travel bans to 

the region 

      Prioritisation of tourism statistics including visitor arrival details, visitor 

spend, tourism’s contribution to GDP and number of people employed in the 

sector; COMESA must support country projects designed to improve 

tourism statistics  

      Enforce programs for government officials, stakeholders and the general 

public to initiate mindset change and eliminate negative perceptions of jobs 

in the tourism and hospitality industry 

      Strengthen capacity  in Hospitality of  member states at regional and 

national level 

3.Relaxation of Visa 

Requirements 

  

      Create and implement COMESA single visa amongst other options (i.e. 

bilateral agreements, building on existing steps undertaken by EAC and 

SADC in pursuing a single visa) 

      Ensure country immigration authorities develop an appropriate 

framework to facilitate adoption of single tourist visa for the region 

      Integrate flexibility in immigration requirements to allow visa 

requirements for extensions of legitimate  activities in the country (i.e. 

business, medical, etc) 

4. Human Resource and 

Skills Development 

      Use existing Centres of Excellence within COMESA region to train 

hospitality industry in product knowledge, service offerings and customer 

service 

      Implement appropriate policies to ensure skills transfer and provisions 

for a skilled regional labour force 

      Provide specific skills training to regional policy planners and decision 
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makers in managing sustainable tourism 

      Implement regional information sharing on materials, training programs 

and educational opportunities 

      Provide funding sources related to training in sustainable tourism 

development 

      Encourage member states and their governments, through incentives or 

legislation, to call on private sector to commit to including sustainable 

tourism in their operations 

6. Standards 

Development and 

Measurement 

      Develop measurable indicators to monitor the implementation of the 

sustainable tourism framework 

      Conduct and initiate relevant research, which is regional in scope, on the 

impact of the tourism industry on natural and socio-cultural environments 

      Promote collaboration between public and private sector at regional and 

national level on development of standards and voluntary certification 

schemes 

      Provide necessary training and technical support to members countries 

to enable them to meet necessary standards, as well as training for regional 

and international auditors to evaluate standards against measurable 

indicators 

      Develop project proposal to fund standards in the tourism sector and to 

pilot implementation of standards in COMESA countries 

7. Infrastructure:  

-ICT 

-Transport 

-Tourism  

      Facilitate private-public partnerships and private sector investment in 

primary tourism facilities (hotels, accommodation, restaurants, tourism 

services, airports), secondary tourism facilities (shopping, recreation, 

entertainment, visitor information services), and tertiary tourism facilities 

(health, emergency, care and financial services) 

      Provide financial and fiscal incentives (tax holidays, deductions, 

concessions, work permits) for private sector investors in hospitality 

industry 

      Member states must use the internet (E-tourism) in determining the 

distribution and promotion of travel, and choice of tourism products 

      Member states to develop ICT infrastructure to facilitate the tourism 
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sector in the region 

      Create an E-tourism policy and strategy for the region 

      Raise funds for training the local community to use ICT in tourism 

      Encourage ICT investments in the tourism sector 

      Increase transportation to tourism sites at reduced rates across member 

states 

      Increase efficiency of public transport across member states 

8. Product Development       Diversify COMESA tourism offering across multiple countries, reflecting 

diversity of the COMESA region: create historical tours, religious tours, 

mountain climbing, birding tours, etc  

      Develop policies, guidelines and products for cultural and community 

tourism across member states ensuring incentives for private sector 

investors in cultural and community tourism 

      Diversification of products (MICE) meetings,Incentives,conference and 

Events,, nature-based tourism) and ensure trans-frontier approach and 

collaborations on the protection and sustainability of development 

9. Marketing       Create COMESA sustainable tourism marketing tool to incorporate 

sustainable tourism elements and promote COMESA region as a single 

destination; build on regional and international best practices and develop a 

COMESA marketing initiative 

      Introduce Sustainable Tourism Conference where member states review 

progress and use conference to build awareness; create exhibition within 

conference to highlight appropriate environmental technologies for 

sustainable tourism 

      Develop a tourism database and COMESA web portal, utilise COMESA 

website to promote tourism in the region 

      Develop and promote green vacation packages within the region that 

meet agreed-upon criteria and which are part of a single or multi-

destination package 

      Participate in trade fairs as a region under the umbrella of COMESA 

countries, marketing COMESA as a single destination 

      Bid for Mega Events to the region; Maximise on opportunity provided for 
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the region in 2013, when Zambia and Zimbabwe host the UNWTO General 

Assembly  

10. Resource 

Mobilization 

      Mobilise donor funds from development partners and encourage 

member states to set aside funds for identified national activities 

      Develop small grant scheme as part of Sustainable Tourism Development 

Fund to assist community-based tourism and like projects, to channel funds 

and provide necessary technical assistance 

11. Air Accessibility       Enforce declaration to make member states abide by Yamoussoukro 

Declaration  

      Implement measures to improve intra-regional air access 

      Enforce improvement of safety and security of airlines and airport 

security in COMESA 

      Encourage and facilitate reduced cost of travel within and to the COMESA 

region 

12. Coordination, 

Mechanism Monitoring 

and Evaluation 

      Create regional coordination structures to implement sustainable 

tourism recommendations and policies; put in place Tourism Monitoring 

Unit at the COMESA Secretariat 

      Create National Tourism Offices in member states where there is none 

 

7. CONCLUSION 

After analysing tourism in the COMESA region, its current situation, challenges and 

opportunities, and investment potential, and after identifying key objectives and 

determining strategic processes that will be vital to development, this study has 

determined that the COMESA region will integrate its tourism efforts and will become a 

sustainable tourism destination, developing critical policies and developing key action 

programs. In addition, we have identified further recommendations towards the 

implementation of the core activities in Article 138, and immediate decisions that 

COMESA can implement as soon as possible.  

The fact that 14 of the 19 countries had identified tourism as a priority sector is a clear 

sign that tourism has been recognized as a key tool for social, economic and 

environmental development in many countries within COMESA. The study has 
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conclusively shown that the region needs a unified approach to tourism development. 

The basis of this study was to validate and create a framework of the key issues that 

would need to be considered in developing this strategy. Based on the findings a 

sustainable tourism development strategy is the recommended strategy. However, in 

developing this strategy the member states will have to concentrate on the issues 

addressed above and anticipate any future issues that will affect their people, visitors 

and the industry economically, socially and environmentally. 

It is important to note that the success of the sustainable tourism strategy will depend 

on the goodwill of the member countries and will involve a highly consultative 

stakeholder approach that would put into consideration the key issues raised in the 

study. 
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APPENDIX 2:  LIST OF ORGANISATIONS AND CONTACTS MET DURING FIELD VISIT 

Mauritius  

 Ministry of Tourism & Leisure 
Level 12, Air Mauritius Centre 
Port Louis 
Mrs S. Narayanen 
Tel: 210 99 67 

 Association of Hotels and 
Restaurants (AHRIM) 
5th Floor, Barkly Wharf, 
Caudan Waterfront 
Mr J. Kwok Tel: 211 56 30 

 Ministry of Environment 
8th floor, Ken Lee Tower 
Mr Vytelingum 
Tel: 203 62 00 

 Association of Inbound Operators 
Mauritius (AIOM) 
c/o Solis Indian Ocean Ltd 
Old Pailles Road, 
Pailles 
Ms M.L. Marion Tel:919 41 27 

 Ministry of Foreign Affairs 
9th floor, Newton Tower 
Mr Phokeer 
Tel: 405 26 29 

 Air Mauritius 
Vice President ,sales support & 
distribution 
Raj Deenanath 
rdeenanath@airmauritius.com 

 Board of Investment 
Director New Business Development 
10th floor, Cathedral Square Building 
Mr K. Ramkhelawon 
Tel: 203 38 00 

 Association Hotel de Charme 
G9, St James Court, 
St Denis Street 
Mr B. Mungroo  
Tel: 250 25 38 

 Association of Tourism Operators 
c/o Ministry of Tourism, 
5th floor, Air Mauritius Centre 
Mr C. Jhurry Tel: 259 20 35  

 M. PUTTOO 
NATIONAL PARKS& 
CONSERVATION SERVICE 
+230 464 2993 

 Mauritius tourism Promotion 
Authority 
Dr Karl Mootoosamy 
Director of Tourism 

 RAJ DEENANATH 
VICE PRESIDENT SALES 
SUPPORT&DUSTRIBUTION 
+230 207 812 

 CHETRSJ JHURRY 
ASSOCIATION TOURIST OPERATORS 
+230 454 8000 
 

 KEVIN RAMKALOAN 
BOARD OF INVESTMENT 
+230 203 3800 
kevin@investmauritiuss.com 

 MOONISWAR DEV PHOKER 
MINISTRY OF FOREIGN AFFAIRS 
REGIONAL 
INTEGRATION&INTERNATIONAL 
+230 405 2622 
mphokeer@mail.gov.mu 

 JOCELYN KWOK 
(AHRIM),association des hoteliers et 
restaurateurs 
+230 211 4758 
ceo.ahrim@intnet.mu 

 RAMESH GHUNSAM 
MINISTRY OF FOREIGN AFFAIRS 
REGIONAL 
INTEGRATION&INTERNATIONAL 

 MARIE LINE MARION 
ASSISTANT VICE PRESIDENT 
PR&COMMINICATION 
+230 212 6918 

mailto:kevin@investmauritiuss.com
mailto:mphokeer@mail.gov.mu
mailto:ceo.ahrim@intnet.mu
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+230 405 2625 
rghunsam@mail.gov.mu 

mlmrion@solis-io.com 

 P.A MOHAMUDALLY 
MINISTRY OF FOREIGN AFFAIRS 
REGIONAL 
INTEGRATION&INTERNATIONAL 
+230 405 2623 
pmohamudally@mail.gov.mu 

  

 Comoros   
 FATOUMA NASSOR HARIFA 

PRESIDENT DE L’ASSOCIATION 
COMORIENNE DU TOURISME 
CONSLTANTE KARTHALATOURURS 
+269 333 545 
fnhking@yahoo.fr  

 SITTI ATTOUMANI 
DIRECTRICE NATIONAL DU 
TOURISME ET DE L’HOTELLERIE 
+269 32 25 13 
sittisaanda@yahoo.fr  

 FAKRIDDINE Y ABDOULHALIK 
CHARGE DE LA COOPERATION 
INTERNATIONALE DE LA 
MOBILISATION DES RESSOURCES ET 
DE LA FORMATION +269 733 09 58 

  Fahmy Thabit 
President Chambre de 
Commerce,D’Industrie et 
D’Agriculture de la Grande Comore 
cciangazidja@comorestelecom.km 
 

 DAOUD SAID ALI 
Directeur General 
Agence National pour la promotion 
des Investissements(ANAPI) 

  

 DRC   

 H.E Jose Endundo Bunonge 
Minister of Environment ,Nature 
conservation and Tourism 

 Pateur  Wilungula Balongelwa 
Directeur ICCN 
+243821029800 
wicosma@yahoo.fr 

 FELICIEN MUREBA MUTOKA 
PRESIDENT  NATIONAL 
+243 81811 6989 
faccongo@yahoo.fr  

 BERTHE OKATSHI OSAKO 
Directeur Generale 
OFFICE NATIONAL DU TOURISIME 
+243 815091 62 
berkatsshi@yahoo.fr  

 Prof: MATHIAS BUABUA wa KAYEMBE 
GENERAL MANAGER (CEO)OF ANAPI 
+243 9999250 26 
mathiasbuabua2004@yahoo.fr 

 CONSTANTINE KABADIENDED 
LOMBE 
DIVISION COMMERCIALE POINT 
FOCAL  AMADE OIF-RCD POINT 
FOCAL CBC /COMESA 
+(243)81513587 
ckl_fec1989@yahoo.fr  

 CHANTAL Z.SERAHO 
SOUTH AFRICAN AITWAYS 
+242 050328220 
chantalseraho@flysaa.com 

 AMISI HERADY 
INVESTMENTS PROMOTION 
MANAGER 
+243 812489556 
amisi.investindrc@yahoo.fr 

 Zimbabwe   

 ANDREW MATIZA  Hopes Karikoge Kaseke 

mailto:rghunsam@mail.gov.mu
mailto:mlmrion@solis-io.com
mailto:pmohamudally@mail.gov.mu
mailto:fnhking@yahoo.fr
mailto:sittisaanda@yahoo.fr
mailto:cciangazidja@comorestelecom.km
mailto:faccongo@yahoo.fr
mailto:berkatsshi@yahoo.fr
mailto:mathiasbuabua2004@yahoo.fr
mailto:ckl_fec1989@yahoo.fr
mailto:chantalseraho@flysaa.com
mailto:amisi.investindrc@yahoo.fr
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ZIMBABWE NATIONAL CHAMBER OF 
COMMERCE 
+263 02 52 662 
andrewmatiza@hotmail.com 

CEO Zimbabwe Tourism Authority 
Harare,Zimbabwe 
 

  
Dr Munyeza  
Chairman African Sun 
Crown Plaza hotel 
 

 Owen Gohori 
Operations Director 
Unforgettable Africa 
+2634704336/7 
0wen@unforgettableafricatours.com 
 

 Ms June Nazare 
CEO Zimbabwe Council for tourism 
+263772289503 

 Nixon Kanyemba 
Public relations manager 
Zimbabwe Investment Authority 
+263775892998 

 Uganda   
 Mr William Byaruhanga 

Chairman,  Uganda Tourism Board 
 

 Ms Margret Kalema  

Marketing Manager Uganda Tourism 

Board 

+256414342196/7 

 Mr  Amos Wekesa 

Managing Director 

Great Lakes Safaris  

+256782260948 

gls@utlonline.co.ug 

 JOHN PAUL WAIGO 
ADMINISTRATION MANAGER 
+256 414 342196 

Ministry of Tourism 

 johnwaigo@tourismuganda.info 

 Liaz Vivian  

Senior Tourism officer 

Ministry of tourism  

+25675265365 

 Tom Bulinguliza 
Acting CEO Uganda Investment 
Authority 
 
 

 Zambia   

 Mr Felix Chaila 

Managing Director Zambia tourism 

board 

Felix.chaila@zambiatourism.org.com 

+260211222714 

 

 Mrs Jessica Chombo 
Manager Investment Promotion 
Zambia development agency 
jchombo@zda.org.zm 
+260211220177 
 

 Mr Mark Odonnel 

Chairman Tourism council 

Protea Hotels 

 Jo Pope 
 
Private Sector 
Popejo@gmail.com 

mailto:andrewmatiza@hotmail.com
mailto:johnwaigo@tourismuganda.info
mailto:Felix.chaila@zambiatourism.org.com
mailto:jchombo@zda.org.zm
mailto:Popejo@gmail.com
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+260211252402 

odonnell@uniongold.co.zm 

+260955800460 

 Swaziland   

 Mr Cyril Kunene 

Principal Secretary 

Ministry of Comerce,Industry and 

Trade 

kunenecyril@gov.sz 

 Mr Hermon S Motsa 
Tourism Officer Information and 
Policy 
Ministry of tourism and 
Environmental affairs 
motsahe@gmail.com 

 Mr Ziwe P Vilane 

Director Research and Policy 

Swaziland Investment Promotion 

Authority 

vilanez@sipa.org.sz 

 Mr Eric S Maseko 
CEO  
Swaziland Tourism Authority 
ceo@tourismauthority.org.sz 
+26824049693/75 

 Zodwa Mabuza 

CEO 

The Federation of Swaziland 

Employers and Chamber of Commerce 

zodwa@business-swaziland.com 

 Patrick Ward 
Manager 
Mountain Inn Swaziland 
info@mountaininn.sz 
+26824042781 

    

 

 

mailto:ceo@tourismauthority.org.sz
mailto:info@mountaininn.sz

