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Traveller

Visitor

Tourist

Tourism

Travel and Tourism

Glossary of Terms

Anybody who moves between different geographic locations
for any purpose and any duration.

A traveller taking a trip to a main destination outside
his/her usual environment, for less than a year, for any
main purpose (business, leisure or other personal purpose)
other than to be employed in the country or place visited.

A visitor who stays over for at least one night. A tourist can
be a domestic tourist (i.e. a resident of a country who
travels away from his/her residence in the same country
and stays at least one night) or a foreign tourist (i.e. a
resident of one country who travels away from his/her
residence to another country and stays at least one night).
Tourists travel for different purposes including business,
leisure, conferences and incentives.

The activity of visitors.

The term used by the World Travel and Tourism Council
(WTTC) to describe tourism and defined as the activities of
persons traveling to and staying in places outside their
usual environment for not more than one consecutive year
for leisure, business and other purposes not remunerated
from within the place visited. The phrase “usual
environment” is introduced to exclude from the concept of
‘visitor’ persons commuting every day between their home
and place of work or study, or other places frequently
visited.



Executive Summary
Background

There is no doubt that tourism provides Africa with major socio-economic
opportunities given the pro-poor nature of the industry and the abundance of the
continent’s nature and culture resources. However, tourism is an increasingly
competitive industry and successful tourism industries require excellent planning and
management.

This study was developed as a collaborative effort of the UNDP and the UNWTO in
response to the policy recommendations issued at the fifth Africa-Asia Business
Forum (AABF V) and the acceleration of the implementation of the Yokohama Action
Plan! in the area of tourism development, including recommendations to address
constraints to tourism development, support tourism operators to increase
familiarization with African destinations, take advantage of the opportunities
provided by the 2010 Fédération Internationale de Football Association (FIFA) World
Cup in South Africa; and support long-term tourism promotion. The findings
contained in the study are based on desk research, in-depth interviews with
approximately 30 opinion leaders in six selected African countries and electronic
questionnaire interviews with 47 leading tour operators to Africa in eight key African
source markets. The contents of this report reflect the views of the author and do
not necessarily reflect the views or policy of the Government of Japan, the United
Nations Development Programme, or the United Nations World Tourism Organization.

Africa’s tourism economy and performance
Travel and Tourism in Africa has a very small share of the global tourism economy.

Despite the continent’s wealth of natural and cultural attraction the relative
performance of tourism in Africa lags behind the global average.

The contribution and importance of Travel and Tourism differs significantly between
North (Mediterranean) Africa and sub-Saharan Africa. In North Africa tourism is
already the most important generator of economic development and jobs, while sub-
Saharan Africa has a long way to go to capitalize fully on the continent’s tourism
potential, with the relative performance of travel and tourism ranking last of 13
world regions?.

The four main destinations in Africa, namely Egypt, South Africa, Morocco and
Tunisia account for 73% of tourism receipts and all four of these countries
experienced good growth in tourism receipts during the period 2003-2007 following
slower growth period during the early millennium years.

The UNWTO Vision 2020 for Africa forecasts a growth in Africa’s share of global
tourism arrivals from 3.6% in 1995 to 5% in 2020. While there has been a

! An action plan announced at the fourth Tokyo International Conference on African Development held in
Yokohama in May 2008.

2 Regions are the Caribbean, Central and Eastern Europe, European Union, Latin America, Middle East,
North Africa, North America, Northeast Asia, Oceania, Other Western Europe, South Asia, Southeast Asia,
sub-Saharan Africa



downward spiral in global tourism arrivals since the second half of 2008, UNWTO
forecasts that tourism to Africa will remain stable with a growth of between 1% and
5% during the latter part of 2009. The impact of the 2010 FIFA World Cup is
expected to mitigate the effects of the tourism slowdown in sub-Saharan Africa.

Other external factors that could have a major impact on Africa’s tourism potential
are the continent’s perceived poor track record in the areas of safety, security and
health. The interviews conducted with tourism opinion leaders and major tour
operators to Africa have confirmed the critical importance of these two factors on
tourism performance and sustainability.

Market structure

Arrivals from within Africa and from Europe account for almost 80% of all tourism
arrivals to African countries, with Asia having a small market share of approximately
3%. Sub-Saharan Africa is heavily dependent on arrivals from African countries.
Source markets vary considerably among the various African countries and historical
ties and language have a major influence on the source market mix attracted.

Seven broad market segments are identified for consideration by African destinations,
depending on their product strengths. These are; family relaxers, independent
relaxers, luxury discoverers, packaged discoverers, mature explorers, adventurous
explorers and special interest markets. The relaxer segments prefer beach holidays
and city breaks, the discoverers want new experiences with basic comfort such as
luxury safaris and general tours and the explorer markets prefer off-the-beaten track
experiences such as culture and nature exploration and community-based tourism
experiences.

Key market drivers for unlocking Africa’s market potential are an improved image
and perception of Africa; reduced travel costs (i.e. air travel, ground transport, etc.)
and improved distribution and sales channels (i.e. diversity of products being sold in
the travel channel, improved internet connectivity, etc.).

Regarding the Japanese market to Africa, tourism arrival figures indicate that the
Japanese outbound market is in a declining phase following the travel boom of the
1990’s. Despite this trend key destinations in Africa such as South Africa, Tunisia,
Zambia and Madagascar have experienced good growth between 2003 and 2007.
Declining figures from Japan were recorded in most destinations during 2008.

Market research and segmentation conducted by South African Tourism identified
specific Japanese target market segments as most suitable for South Africa based on
a) segment value which measures the growth potential of size and scope of market
segments, and, b) ease of conversion of the growth potential into actual tourism
yield based on a variety of indicators including access, security, volume, expenditure,
and, seasonality amongst others. The specific Japanese target market segments
identified included the more adventurous “"Wanderlusters”, “Next Stop South Africa”
tour market and “Senior Explorers”.



Africa’s tourism competitiveness

The World Economic Forum’s Tourism Competitiveness Index measures the tourism
competitiveness of 133 tourism countries. The index recognizes Africa’s tourism
competitiveness as being vested in its authentic, often undisturbed and ancient
natural and cultural treasures.

All regions in Africa offer a range of unique natural and cultural assets, ranging from
the ancient cities, unique architecture and desert adventures of North and West
Africa to the jungles and rivers of Central Africa, the mountain peaks, wildlife
migrations and origins of mankind in East Africa and stunning scenery, city settings
and wilderness experiences of Southern Africa.

However, only four African countries rank among the world’s top 70 tourism
competitors and eight of the ten least competitive countries are from Africa.

Unlocking Africa’s tourism treasures will not only require an image shift of potential
destinations in Europe, Asia and North America, but also major improvements in
various areas of the tourism value chain including air access, the range and quality
of accommodation and hospitality services, improved air and road access to the
many exciting destinations and attractions, improvement of local supply linkages for
industry goods and services and improved communication and information
technology systems. Further analyses of these elements of competitiveness are
contained elsewhere in the report.

The tourism business environment also needs to be improved, with personal welfare
including visitor safety and security, hygiene and health services topping the list of
priorities in this regard.

Developing tourism countries in Africa are in need of a major skills improvement
drive. Pockets of exceptional quality and skills exist, however the majority of
workers in tourism and hospitality are in need of both hard skills training and visitor
relations skills.

While governments in Africa increasingly acknowledge the growth potential and
socio-economic value of tourism, the majority of them unfortunately pay lip service
to the industry and, apart from the major destinations in Africa tourism, budgets are
very limited and leave little scope for creative product enhancement and promotion.

Some countries e.g. South Africa, Tunisia, Egypt, Mali, etc. offer tourism incentives
in various forms such as tax advantages, land concessions, marketing assistance
schemes, cash subsidies, business financing and skills development incentives.

Major tourism initiatives

Two key tourism initiatives are identified with potential of advancing sub-Saharan
Africa’s tourism potential over the next few years, namely i) the 2010 FIFA World
Cup, expected to attract almost 360,000 foreign visitors and approximately US$ 9
billion in expenditure to Southern Africa during 2010 and ii) the Transfrontier
Conservation Areas or Peace Parks initiative, which will open up a range of expanded
parks across sub-Saharan Africa, offering visitors the opportunity of easy access to
nature experiences across country border.



With Japan, Korea Republic, Australia and Korea DPR having already qualified to
participate in the 2010 FIFA World Cup, the tournament clearly offers Africa a
tremendous opportunity of generating increased visitor numbers and awareness in
Asia. African countries will also have the opportunity of learning about Asian travel
preferences and requirements.

While the majority of direct activities will accrue to South Africa as the host country,
various opportunities exist for African countries to capitalize on attendance and
coverage of the event i.e. promotion opportunities, travel trade education, media
coverage, accommodation provision in South Africa’s neighbouring countries, pre-
and post match trips and art and craft sales and exports, to name a few.

The business of tour operating in Africa

An online survey conducted among a sample of international tour operators in eight
Africa source markets rendered a response from 47 major international tour operator
companies that manage tours to Africa.

The survey revealed substantial differences in the type, size, composition,
operational structure and preferences of tours from Japan and those from markets in
Europe and the USA.

Nature tours and safaris is the main purpose of travel to Africa for 60% of operator
clients, with cultural tours, sun and sea holidays, general touring and special interest
activities comprising the rest. This composition differs among Japanese visitors with
only 40% travelling primarily for nature and wildlife, with a significant 36% and 16%
respectively preferring general touring and special interest experiences.

Compared to visitors from Europe and the USA, Japanese visitors generally travel in
larger groups, prefer higher levels of organization, travel for much shorter periods
and make more use of traditional distribution channels in transacting with Africa.

Operators from all countries make extensive use of inbound Destination Management
Companies (DMCs) in arranging visits to Africa.

Word-of-mouth and customer relations are paramount in promoting and selling
African tourism, with internet information playing an increasingly important role,
mostly for information and planning rather than for transacting.

Operators rate nature and culture experiences in Africa particularly high, with
accommodation and food quality and overall appeal to market preferences also rated
highly. Ease of access and movement, safety and security and government support
for tourism are rated poorly.

Japanese operators gave safety and security and ease of access and movement
much lower scores than their counterparts in Europe and the USA.

The majority of respondents rate the growth in both passenger numbers and revenue
to Africa as exceeding those of other destinations in their portfolios. The indication
by operators that growth in volumes has outstripped growth in revenues is indicative
of customers trading down in favour of more affordable travel options. This may be



due to the worsening economic situation during the latter half of 2008 and first half
of 2009.

Concerning the most important challenges facing destinations in Africa respondents
overwhelmingly selected safety and security as the most important challenge. Other
important factors mentioned, although being of rated as of lower importance than
safety and security are improved airline access and improved government budgets
for tourism promotion.

Japanese operator responses follow a similar pattern, however improved health and
hygiene is rated the second most important challenge after safety and security and
ease of immigration and visa requirements also scored high.

In summary, 57% of respondents rated Africa’s tourism growth potential as
moderate, with an encouraging 32% rating it as major. Only 11% of respondents
rated it as poor.

Some concluding important findings and recommendations for Asian outbound
companies wanting to enter Africa are:

- The lack of knowledge among African tourism industry players regarding the
travel behavior, preferences and requirements of Japanese travelers;

- The need for tour companies participating in the 2010 FIFA World Cup to join
forces in exposing host industries and communities to the needs of the Japanese
market and raising awareness of Africa among Japanese travelers;

- The possibilities for combining the highlights of more than one country in cross-
border packages to cover more of Africa’s highlights;

- Acknowledging and responding to the specific interests and travel preferences of
Japanese travelers, which differ from those of mainstream African travel markets
in Europe and North America;

- The need for Japanese operators to “dig a bit deeper” to uncover some of Africa’s
hidden treasures e.g. cultural traditions and rituals, birdlife, water bodies, etc.
and gaining a competitive edge in doings so;

- The need for Japanese companies to conduct a thorough investigation of possible
government assistance schemes when entering the African market;

- The importance of providing clients with reliable and factual information
regarding issues such as personal safety precautions, disease prevention, water
quality, etc.

- The need for careful itinerary planning to cover the highlights without over-
burdening travel schedules, given the relatively short duration of Japanese trips;

- Acknowledging that developing destinations in Africa are better equipped to
accommodate small travel parties and marketing Africa accordingly;

- The importance of securing the services of an experienced ground handling
partner when entering the African marketplace.



- The need for good Japanese tour leadership with knowledge of Africa, especially
when entering new destinations where language barriers are considerable.

- The importance of proactive training of staff at locally contracted services such as
hotels, tourism attractions, etc. and equipping them with knowledge and
understanding of Japanese customer preferences and operator requirements.

- The need for exposing travel agents selling African tour programmes to African
travel experiences through workshops and familiarization trips.

The report concludes with detailed findings of interviews conducted with tourism
opinion leaders in six Africa countries, as well as a directory of key tourism
associations in Africa.



1. Introduction

1.1 The importance of tourism for Africa’s development

With the global economy increasingly driven by sophisticated technologies and
service industries and many countries in Africa struggling to compete in the industrial
and high-technology sectors of the global economy, tourism has become a highly
suitable priority for economic growth and job creation in many African economies,
given that:

Africa’s unique and varied natural and cultural resources bode well for the
growing global travel trends towards nature and culture exploration.

Tourism is a job intensive industry that generates jobs from semi-skilled to
managerial levels.

The tourism industry provides an excellent entry point for development of generic
and specialized service skills.

Tourism generates valuable foreign exchange and acts as an invisible export
sector.

Tourism can have significant pro-poor benefits as it provides a wide range of
income-generating opportunities along the value-chain including low/semi-skilled
employment for youths and women and facilitates small entrepreneurs to gain
market access.

It should be noted that the tourism turnover trickles down to the poor from
supply chains as it enhances the development of and access to a range of basic
infrastructure in the poor local communities such as electricity, water and roads.

Tourism stimulates indirect earnings from non-tourism sectors that supply
tourism such as agriculture and transportation.

Tourism presents partnership opportunities for the poor communities to engage
in tourism businesses by making use of resource rights.

The industry’s multiplier effect is large as it brings external income directly to
local level allowing such tourism revenues to circulate many times through the
local economy. For example, when tourists stay and have a meal at a local guest
house, the owner will most probably buy fresh produce from local farmers, pay
employees to serve the travelers, possibly have the laundry done by a local
person, arrange for a local tour guide, etc. These service providers may spend
some of the tourism monies paid to them locally, e.g. to purchase groceries from
the local store, purchase furniture of pay school fees, etc. This second tier of
recipients will, in turn, spend a portion of such revenues in the local economy,
and so it continues circulating through the local economy.

Well-managed tourism can assist in conserving important natural and cultural
assets and traditions through the proper economic assessment of the total value
of these resources and generating income for their maintenance and
improvement.



e Barriers to entry in tourism are less prohibitive than for technology-driven
industries such as manufacturing and mining.

e Tourism is very conducive to small business development and provides
opportunities for many types of Small and Medium-sized Enterprises (SMEs) such
as tour guides, handicrafts, artists and performance artists, transport and
personal services and many more.

While tourism clearly has significant growth potential for Africa, it is a highly
competitive industry and its success is increasingly dependent upon:

e A positive and sought after image.

« Safety, security and freedom of movement.

« Easy and affordable visitor access and particular air travel.

e Choice and value for money of accommodation and transport.
e Quality of welcome, service and visitor interaction.

« In addition Africa’s environmental and cultural treasures are fragile and utmost
care should be taken to conserve, protect and enhance the tourism resource base.

1.2 Study brief: Tokyo International Conference on African Development

The Tokyo International Conference on African Development (TICAD) Process, co-
organized by the Government of Japan, UNDP, the United Nations Office of the
Special Adviser on Africa (UNOSAA) and the World Bank, foresees an unprecedented
opportunity for collaboration between Africa and Asia in trade and investment. The
Yokohama Action Plan issued at TICAD 1V, held in May 2008 in Yokohama, lays out
goals to be achieved and specific measures to be implemented through the TICAD
Process over the period 2008-2012. Boosting Economic Growth, one of the three
priorities identifies measures of cooperation in the areas of Trade, Investment and
Tourism. With the recognition of the critical role that SMEs play in socio-economic
growth and development, UNDP, under the TICAD Process, has provided technical
support for SME development to African countries through such innovative initiatives
as the TICAD Exchange, the Africa-Asia SME Network, and most notably the Africa-
Asia Business Forum (AABF).

AABF, a South-South initiative where the Asian experience is replicated with the
increasing level of business interests in Africa by Asian companies, aims to attract
greater flows of investment into Africa and to increase trade between Africa and Asia.
The past AABF series have been implemented by UNDP with funding from the
Government of Japan.

AABF V was held under the theme of “Forging Business Linkages for Sustainable
Tourism Development in Africa”, in Uganda in June 2009. It was designed to foster
an interactive policy dialogue between representatives of private and public
institutions as well as Civil Society Organizations and facilitate face-to-face
negotiations in partnership building between representatives of African and Asian
SMEs.



This study was developed as a collaborative effort of the UNDP and the UNWTO in
response to the policy recommendations issued at the AABF V detailed in 1.4 below
for the acceleration of the implementation of the Yokohama Action Plan in the area of
tourism development. The report intends to serve as a reference for policy makers
and tourism businesses in realizing the tourism potential in Africa with the focus on
the Asian, particularly on Japan’s, outbound market by conducting an analysis of the
tourism trends, evaluation of tourism products, and review of tour business
development practices in Africa.

1.3 Study method

It should be noted that this is a preliminary study completed in a short period. The
following methods were employed:

e Desk research analyzing available data, research and other reports referenced.

e Personal visits and interviews with approximately 30 key tourism opinion leaders
of five countries namely Tunisia, Mali, Rwanda, Uganda and Zambia; and
telephonic interviews conducted with opinion leaders in Cameroon (see Annexure
A)

« An online questionnaire survey conducted among 320 leading outbound tour
operators from the USA, UK, Germany, Netherlands, France, Italy, Scandinavia
and Japan, rendering a response of 47 completed returns (see Chapter 3).
Collectively the surveyed operators handle approximately two million passengers
worldwide and more than 170,000 passengers per annum to Africa, with an
average of approximately 3,500 passengers per operator to Africa.

1.4 Policy Recommendations for the Sustainable Development and
Promotion of Tourism in Africa

During the AABF V held in June 2009 in Uganda representatives of 29 African
countries and 6 Asian and Middle East countries took note of specific actions to be
pursued under the TICAD IV Yokohama Action Plan, including the need to:

e« encourage and assist African countries’ efforts to address security, hospitality
management, infrastructure and environmental constraints to tourism
development, including through tourism training programmes;

e support tourism operators to increase familiarization with African destinations
and to improve knowledge of the continent and its tourism attractions;

- take advantage of the opportunities provided by the 2010 FIFA World Cup in
South Africa; and

e support long-term tourism promotion through events such as travel fairs.

In this context, and in an effort to provide impetus to the implementation of these
activities, the participants made the following policy recommendations, emphasizing



the importance of uniting and harmonizing all stakeholders under public-private
partnerships in a holistic manner:

1. There should be a concentrated focus on the development and promotion of
tourism from Asian countries, including Japan, to Africa for the 2010 FIFA World Cup
and beyond;

2. A targeted marketing strategy should be identified based on analysis on trends,
profile and orientation of potential inbound travelers to Africa;

3. The governments in Africa are encouraged to make use of the various funding
facilities available under the Yokohama Action Plan, and other cooperation
programmes, to carry out programmes/projects/activities aimed at promoting
tourism as an element of boosting economic growth and poverty alleviation while
enabling conservation and environmental protection in Africa. Japan International
Cooperation Agency (JICA), UNDP, World Bank Group, relevant international
organizations such as the United Nations Industrial Development Organization
(UNIDO), UNWTO, and partners including within the African continent are ready to
support in this regard to build African capacity, at community, destination, national
and regional levels. This would include implementation of master-plan studies and
feasibility studies on various aspects of tourism, dispatch of tourism development
experts and language instructors, mounting of tourism promotion seminars and
workshops, production and distribution of educational and awareness-raising
materials and community-based pro-poor tourism programs/projects. The “One-
Village One-Product” (OVOP) initiative under cooperation by Japan External Trade
Organization (JETRO) and JICA should be expanded further for the development and
overseas marketing of local products by communities. The programme developed by
UNIDO, “One Village Industrial Cluster”, an application of OVOP, should complement
the OVOP by enhancing productivity of African rural community;

4. The private sector in the African tourism industry should be supported through
capacity building, forging of business linkages and public-private partnerships, and
access to financial facilities. Relevant institutions including the World Bank Group,
UNDP, JICA, the Japan Bank for International Cooperation (JBIC), the African
Development Bank and African regional development banks, as well as national and
private banks, should actively disseminate information about their applicable facilities
to support the private sector both in Africa and Asia to promote tourism in Africa;

5. FDI related to the African tourism industry development should be seriously
promoted. The specific focus of such investment should be on the building of
international standard hotels and lodges, restaurants, airline services and value
addition to African commodities, etc as well as an enabling environment in terms of
policy, legal and regulatory frameworks. The private sector of Japan and other Asian
countries are encouraged to make use of the various financial facilities especially
those made available under the Yokohama Action Plan. UNDP’s Growing Sustainable
Business (GSB) mechanism should be utilized at the country-level for tourism value
chain public-private partnerships projects and other relevant AABF opportunities.
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Relevant international organizations such as UNIDO and UNWTO should further make
efforts to build capacity of the African tourism sector to attract increased FDI;

6. Recognizing the significance of Africa’s own initiative such as the UNWTO
programme on sustainable tourism development initiated by Benin, inter-African
cooperation should be further promoted;

7. African countries with the support of TICAD co-organizers and other partners
should make collective efforts to strengthen regional capacities of all five subregions
of the continent so that they can promote, in Japan and other Asian countries, their
tourist attractions in the region in clusters;

8. The increase of international air services, including charter services, directly
between Asian airports, especially those in Japan, and Africa should be encouraged
with a view to capturing the opportunities provided by the FIFA World Cup;

9. Further reconnaissance missions to African countries should be organized
preferably before the 2010 FIFA World Cup in order to tap into the tourism potential
and to identify new tourist destinations likely to be of interest to Japanese and other
Asian tourists;

10. The media from Asia, especially TV broadcasters and popular magazines, should
be encouraged to increase coverage of Africa - with special focus on tourism
destinations, attractions, UNESCO World Heritage Sites, etc. In this regard, further
efforts should also be made by the African community overall to improve Africa’s
image and promote greater awareness of the continent’s many tourism attractions;

11. Security concerns of travelers to Africa should be given utmost attention by all
relevant stakeholders in their sustainable development activities and tourism
promotion efforts. Travel Information on African countries issued by the
governments of Japan and other Asian countries participating in AABF V could take
into account the efforts by African countries to promote tourism in respective country,
while ensuring safety of travelers; and

12. TICAD co-organizers will monitor the progress of the above-mentioned activities
and incorporate it into the tourism development section of annual progress reports
on the implementation of Yokohama Action Plan which will be presented at Annual
TICAD Ministerial Follow-up Meetings.

The contents of this report reflect the views of the author and do not necessarily
reflect the views or policy of the Government of Japan, the United Nations
Development Programme, or the United Nations World Tourism Organization.
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2. Africa’s tourism in context

2.1 Africa’s tourism economy

Tourism is a substantial contributor to GDP and employment on the continent. The
tables below and the results of the World Travel and Tourism Council’'s (WTTC)
simulated satellite account estimates® indicate that:

The Travel and Tourism Industry? directly contributes an estimated 3.3 % to GDP
and 2.5% to employment in Africa. When considering both the direct and
indirect impacts of the industry, the wider Travel and Tourism Economy
contributes an estimated 8.3% to GDP and 5.9% to employment in Africa.

This compares favorably with tourism’s direct contribution to the global economy,
which is estimated at approximately 3.2% of global GDP and 2.7% of total
employment, with the direct and indirect contribution estimated at 9.4% of global
GDP and 7.6% of global employment.

Tourism in Africa represents only an estimated 1.1% of the global travel and
tourism GDP; however it is estimated that Travel and Tourism employment in
Africa comprises between 6% and 8% of world travel and tourism employment,
showing the employment intensive nature of the industry on the continent.

Table 1: Estimated Economic Impact of Tourism in Africa, 2009

2009 North Africa Sub-Saharan | Total Africa | World
T&T industry as % of GDP 5.3 2.2 3.3 3.2
T&T economy as % of GDP 11.3 6.7 8.3 9.5
T&T industry as % of | 5.8 1.7 2.5 2.7
Employment

T&T economy as % of| 11.2 4.6 5.9 7.6
Employment

T&T industry (direct) GDP | 29.6 21.9 51.5 1,870.0
(US$bn)

T&T industry (direct) | 2,810 3,338 6,148 77,276
employment size (‘000 jobs)

Relative size of direct T&T | 1st 11t

Industry GDP?

Relative size of direct T&T | 1st 12t

Industry Employment?®

Source: WTTC, 2009 2 T&T relative size to regional GDP and employment - ranking out of 13 world regions

+ There are significant differences in the contribution of tourism to the economies
of North and sub-Saharan Africa.

3 The WTTC uses a simulated satellite accounting technique, which is based on the Tourism Satellite
Account (TSA) framework but estimates input data from various international and local research sources.
* The Travel and Tourism Industry captures the explicitly defined production-side ‘industry’ contribution of
tourism (i.e. direct impact only), for comparison with all other industries, while the Travel and Tourism
Economy captures the broader ‘economy-wide’ impact, direct and indirect, of tourism.
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o The tables above and below indicate that North Africa’s Travel and Tourism
Sector has the biggest relative impact on overall GDP and employment
creation of all 13 world regions>.

o In contrast the relative contribution of Travel and Tourism to the economy of
sub-Saharan Africa is the lowest of all world regions and it also ranks low in
terms of the real size of the Travel and Tourism industry and economy.

2.2 Current and future performance

o

Africa in the global context

Figure 1 below indicates that Africa’s limited share of 3.2% of international
tourism receipts (i.e. in-country expenditure by foreign tourists) accounted for
approximately US$30.2 billion in 2008. The difference in tourism receipts
attracted (3.2%) and Africa’s tourism GDP share of 1.1% could be ascribed to the
high economic leakages and imports in the sector.

Of this North Africa’s share was about 1.1% and sub-Saharan Africa’s about
2.1% in 2008.

Fig. 1: International Tourism Receipts by Region, 2008 (US$ bn)

Middle East 5%

Africa 3%

Americas 20%
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Asia and the Pacific
22%

Source: UN World Tourism Organization, 2009

o

During the period 2005 - 2007 Africa recorded exceptional growth in tourism
receipts of around 9% - 11% per annum compared to global averages of just
more than 5%. Only Asia recorded higher growth during the period.

However, tourism receipts declined by about 2% between 2007 and 2008
compared to a global growth figure of +1.8%.

5> Regions are the Caribbean, Central and Eastern Europe, European Union, Latin America, Middle East,
North Africa, North America, Northeast Asia, Oceania, Other Western Europe, South Asia, Southeast Asia,
sub-Saharan Africa
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o Tourism receipts recorded per arrival in Africa was the lowest of all regions in
2008, with an average of US$640 received per arrival compared to US$970 per
arrival in Europe, US$1,130 per arrival in Asia and US$1,280 in the Americas
(almost double the earnings per visitor of Africa).

o Of the top 50 tourism destination countries in the world for foreign tourists only 4
are in Africa, namely Egypt (21), South Africa (24), Morocco (30) and Tunisia
(34).

 Regional distribution of tourism

o Tourism development is skewed regionally in Africa, with North Africa (including
Egypt) attracting more than half of all tourism receipts to the continent. Central
Africa’s share is only 2%.

Fig. 2: Regional Share of Africa's Tourism Receipts, 2008

Southern Africa
21%

North Africa

East Africa 52%

16%
Central Africa
2%

West Africa
9%

Source: UN World Tourism Organization, 2009

o While growth in tourism arrivals over the period 2000-2008 has exceeded the
global average, the continent’s share of global gains in tourism receipts recorded
over the eight-year period was only 5.6%.
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Fig. 3: Average Annual Growth in Tourism arrivals, World and Africa, 2000-2008
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o Some regions that have displayed high growth rates in tourism receipts, i.e.
Central and West Africa have come off a low base and while such high growth
rates are notable, the gains in actual receipts are low, especially in Central Africa.

Fig. 4: Real growth in tourism receipts to Africa, 2000 - 2008
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Source: UN World Tourism Organization, 2009

+ Key tourism country destinations

o The tourism dominance of Africa’s main tourism destinations namely Egypt,
South Africa, Morocco and Tunisia is evident from Figure 5 below, with these -
four countries attracting almost 75% of tourism receipts to the continent.



o Other main destinations are Mauritius, Tanzania, Kenya and Ghana. The other 45
countries collectively attract 17% of all tourism receipts.

Fig. 5: Share of Tourism Receipts of Main Country Destinations in Africa, 2007
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Source: UN World Tourism Organization, 2009

o All main countries experienced excellent growth in tourism receipts during the
period 2003 - 2007.

o The effect of the global economic crisis on longer haul and more costly
destinations which are dependent on visitors from Europe, like South Africa is
evident, while shorter haul medium cost destinations like Egypt and Tunisia, that
have a diversified product offer continue to do well.

o The “rest” of destinations (i.e. those in addition to the top markets) have also
experienced good growth in tourism receipts during the past three vyears, an
indication that some traditionally lesser known destinations, such as Cameroon,
Madagascar, Uganda, Namibia, Mali, etc. are gaining in popularity.
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Fig 6: Growth in Tourism Receipts to Key Africa Destinations, 2000-2008
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o

Growth forecasts

The UNWTO Vision 2020 for Africa forecasts a growth in Africa’s share of global
tourism arrivals from 3.6% in 1995 to 5% in 2020. The latest UNWTO Barometer
publication (UNWTO, 2009) places Africa’s share of foreign tourism arrivals at
5.1%, exceeding the projected figures.

Figure 7: UNWTO Vision 2020 Forecasts, (published 2001)
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1.2%

Figure 7 indicates the projected impact of the global economic crisis on the
various world regions. There was a downward spiral in tourism arrivals since the
second half of 2008 with all regions, except Africa recording negative growth
figures during the first semester of 2009.

UNWTO projections for the second half of 2009 forecast further declines of
between 1% and 8% for the second semester of 2009 for all regions, except

Africa.
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o

Forecasts are that tourism to Africa will remain stable with a growth of between
1% and 5% during the latter part Of 2009.

While “sun and sea” tourism on the Mediterranean and Red Sea is being hard-hit
by current economic conditions, indications are that the short haul destinations in
North Africa, which offer a diversity of experiences will become increasingly
attractive compared to the long haul, tailor-made destinations in East and
Southern Africa.

Fig. 8: Real and Forecast Growth in International Tourism Arrivals, 2007 - 2009
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2.3 External factors influencing tourism

As in other regions of the world tourism in Africa is impacted by a range of macro
factors, including:

(0]

Global economic crisis

As indicated above the unfavourable global economy is impacting negatively on
tourism economies throughout the world. While Africa is expected to suffer less
than other regions, the UNWTO has expressed uncertainty in this regard, due to
scant information regarding the impact of the crisis in Africa.

Efforts by governments in North Africa to diversify their offering and prospects of
the 2009 FIFA Confederations Cup and 2010 FIFA World Cup in South Africa are
expected to benefit African tourism during these difficult economic times.
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Safety and security conditions and perceptions

Tourism promotion efforts are often hampered by regional and country conflicts.
While tourism-related incidents have been few and far in between, global media
coverage of conflicts and safety incidents affect safety perceptions.

Stable and secure destinations often suffer from poor and uninformed
perceptions resulting from conflicts in neighboring territories.

A concerted and consistent effort and resources will be required to communicate
actual situations, educate the travel trade, keep tourists informed of safe travel
opportunities and rectify unwarranted images.

Air safety is a cause for concern in Africa and the continent’s air safety reputation
is not good. This threat can be overcome through effective communication as
most air safety incidents have resulted from unknown and unregistered airlines.

Health threats

African countries are mostly ill-equipped to deal with the potential impact of
major health threats on the travel industry. While the recent HIN1 virus has to
date not affected Africa more negatively than other regions, the threat has once
again highlighted the wvulnerability of many African countries and the limited
capacity to cope with such serious threats.

Traveler concerns during times of health threats could substantially affect travel
demand to the continent and tourism industry should establish close partnerships
with health authorities to act responsibly and maintain good communication with
customers.

The results of a survey conducted among major international tour operators to
Africa and presented in Chapter 3 underline the importance of personal safety,
security and health for travelers to Africa. As highlighted in Chapter 2.4.4 safety
and health requirements are particularly stringent among Japanese visitors.

2.4 Market structure and demand conditions

The following assessment provides an indication of tourism flows to the continent.

2.4.1 Key source markets

Almost half (46%) of tourism arrivals originate on the continent, with Europe
being the other main source region of visitors to Africa.

Asia and the Pacific, the Americas and the Middle East all comprise between 3%
and 4% of Africa’s tourism arrivals.
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Fig. 9: Source regions of visitors to Africa, 2009
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e The figure below indicates the difference in source and target markets between
the regions with North and West Africa depending heavily on Europe and
Southern and East Africa relying heavily on visitors from Africa.

Fig. 10: Source of visitors to regions in Africa, 2008
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« Concerning the source markets of tourism countries in Africa in 2006 clear
market differences emerge. The graphs following below provide examples of
source market compositions for leading destinations in Africa.
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Fig. 11: Key source market shares of selected African tourism destinations, 2006
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Egypt has well-diversified market drawing substantial visitor numbers from all the
large European markets as well as Russia and the Middle East. North America
and Asia have relatively small market shares, demonstrating Egypt’s appeal as a
short-haul, value for money destination.

Fig 12: Egypt, Key Source Markets, 2006
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For North Africa, e.g. Morocco, France is the dominant market, with other
Mediterranean markets like Spain and Italy having a substantial share. Asian
markets have a very small share.
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Fig. 13: Morocco, Key Source Markets, 2006
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e For Kenya, arrivals from Africa comprise almost 30% of all visitors, with
European markets comprising a further approximately 45% of arrivals. India and
Japan are the only Asian markets of significance.

Fig 14: Kenya, Key Source Markets, 2006
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e Arrivals from Africa comprise almost 75% of all arrivals to South Africa, indicating
the central role of the country as a business hub for sub-Saharan Africa.
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Source markets outside of Africa are mainly from Europe and North America, with
Asian visitors comprising a small share of arrivals.

Fig. 15: South Africa, Source Markets excluding Africa, 2006
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2.4.2 Key market segments

An investigation of tour operator offerings (see Annex B) and country market
research reveals the following key market segments as having the best potential for
growth.

The segment descriptions are meant to provide a broad overview of the types of
travellers that patronize some or all African countries and are not intended to provide
an all-inclusive segmentation framework. The segments identified are:

o

(0]

o

Family Relaxers prefer relaxation, fun, eating, family time;

Independent Relaxers prefer relaxation, peace, tranquillity, eating and drinking;
Luxury Discoverers prefer new exotic experiences and destinations, exclusivity,
being pampered;

Packaged Discoverers prefer new experiences and destinations, seeking comfort
in organization;

Mature Explorers prefer soft adventure, soft exploration, learning experiences;

Adventurous Explorers prefer adventure, off the beaten track experiences,
learning and social interaction;

Special interest segments such as aquatic sports, cultural/ heritage/ archaeology
exploration, eco experiences, adventure experiences want to have exceptional
experiences relating to their fields of interest.
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Table 2: Overview of Broad Market Segments Attracted to Africa

Segment

Profile

Experiences

Regions of Africa

Family Relaxers

Relaxation, fun,
eating, family time

30-50 years

Families with school going
children mostly Europe

Middle Income

Sun, sand and sea holiday
Value for money

Family activities/relaxation
Good food

North Africa Mediterranean resorts
Red Sea resorts

Kenya coastal resorts

Mauritius

Independent
Relaxers

Relaxation, peace and
tranquillity, eating
and drinking

20 - 60 years

Singles and couples
Pre/post children
Medium to high income

City breaks

Rural escapes
Upmarket beach resorts
Good food, wine, music

Cape Town and Winelands
Morocco
Zanzibar
Mauritius

Luxury Discoverers

New exotic
experiences and
destinations,
exclusivity, being
pampered

45-65 years
Couples, post children
High Income

Pre and post- retired,
often money rich, time
poor

Exclusive, exotic
experiences

E.g. fly-in safaris, island
retreats, spa and wellness,
luxury cruises

High quality services

North Africa: luxury cruises Nile Mediterranean

East Africa: Tanzania, Kenya, Uganda,
Rwanda, luxury safaris & coastal islands

Indian Ocean Islands: Seychelles, Mauritius

Southern Africa fly in safaris : Botswana, South
Africa, Namibia, Zambia

Packaged Discoverers

New experiences and
destinations

Comfort in
organization

30-65

Small to larger groups
Mostly without children
Middle income

Mostly first time visitors

Packages inclusive guided
tours

Value for money

Variety of sights and
highlights

General interests

North Africa: desert tours, Nile cruises, culture
tours

East Africa: Kenya, Tanzania, Uganda
packaged safaris; safari, culture and coast
packages, etc

South and Southern Africa: roundtrip tours :
Victoria Falls, Botswana, South Africa, Namibia

Mature Explorers
Soft adventure

Exploration with
comfort

Learning experiences

45 years+

Well- travelled and
educated

Professionals
Middle-high income

Culture and nature
exploration

Interaction with
communities

Special culture and nature
phenomena

North Africa culture and desert tours and treks
West Africa: cultural exploration of tribal
regions; regional overland tours

East Africa: independent safaris, gorilla
viewing, cultural tours (e.g. Ethiopia),
mountaineering, etc.

Southern Africa: independent self-drive tours
of Southern Africa regions and countries
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Table 2: Overview of Market Segments Attracted to Africa (cont.)

Adventurous
Explorers

Adventure

Off the beaten track
experiences

Learning and social
interaction

20-35 years
Well travelled relative to
age

Often volunteers,
scientists, and religious
travellers

Limited income, budget
conscious

Backpacking

Community based tourism
and interaction

Wildlife and nature
volunteering

Authentic eco and culture
tourism experiences

North Africa: desert exploration, treks and
trails

West Africa: community volunteering,
backpacking, overlanding

East Africa: community volunteering,
backpacking, overlanding, primate trekking

Southern Africa: backpacking, wildlife
volunteering, adventure tours and travels,
urban backpacking, Mozambique, South Africa

Special interests

Aquatic sports i.e.
diving, deep sea
fishing, yachting,
boating, sea kayaking,
surfing

Cultural/ heritage/
archaeology
exploration

Eco experiences e.g.
birding, botany, desert
ecology, whale and
dolphin watching, etc.

Adventure experiences
e.g. desert racing,
mountain climbing and
trekking expeditions,
wind sports,
paragliding, dhow
journeys

Across age groups

Committed to a particular
interest

Often part of associations
and networks

Often travel with persons
of similar interest

Birding

Archaeology and history
Botany and seeds

Golf

Astronomy

Steam trains, boats,
Etc.

North Africa: archaeology, ethnology, nature,
diving, Egyptology, golf, etc.

West Africa: slave history, ethnology, birding,
agriculture, etc.

East Africa: primate studies, birding, diving,
mountaineering, archaeology, wildlife
conservation, adventure sport, etc.

Southern Africa: conservation and wildlife,
birding, marine science and diving,
archaeology, ethnology, golf, adventure sports,
etc
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2.4.3 Market drivers

Today’s travellers take travel decisions at short notice, are value-conscious, are
brand-aware, avoid personal risks in travelling and prefer to be more involved in
travel planning. Africa is faced by a number of challenges in responding to these
requirements, including:

- Image and perception

One of the main tourism demand challenges facing most African countries is that of a
poor and confusing image and brand credibility. Country interviews (see Annex A)
confirm unwarranted negative perceptions as one of the key obstacles to tourism
growth in Africa.

Yet, 55% of tour operators surveyed (see Chapter 3), who are in the know and
familiar with the situation on the ground, rate Africa’s tourism image and perceptions
as Good (45%) to Excellent (10%), with 30% rating it as Average and 16% as Poor.

The lack of a clear and credible tourism image of Africa is a double-edged sword as it
involves:

o A general lack of knowledge and awareness of Africa’s magnificent tourism
resources and the many tourism possibilities available on the continent. Africa’s
international tourism coverage is generally limited and the continent’s share of
the positive international media voice is small. Potential source markets in Asia,
Europe and the Americas hear and see very little of Africa’s treasures in general
media coverage.

The issue is perpetuated by very limited marketing budgets of most African
countries and destination advertising and publicity is often overshadowed by
images of established and developed tourism destinations. For example, tourism
marketing budgets of Uganda, Rwanda, Zambia and Cameroon allow only for
operational expenses and attendance of a few selected travel fairs, with no scope
for advertising, sales trips, professional PR services, etc.

o Images of political conflicts and strife are carried widely in the international
media and little distinction is made between safe and stable countries and their
neighbouring and regional counterparts where conflicts prevail. As a result,
countries that are perfectly safe to travel suffer from poor travel perceptions and
fears originating in surrounding regions.

In addition negative images resulting from events long passed stick to some
destinations, detracting from their true potential and positive characteristics.
Examples are Uganda and Rwanda that border on countries like the DRC, Burundi
and Sudan and have experienced genocide and dictatorships in years gone by.
Yet, both these countries have entered new and prosperous eras, are perfectly
safe to travel and have much to offer tourists. Similar image challenges affect
other stable countries in East, Southern and West Africa as a result of ad hoc civil
strife and regional and cross-border conflicts.

The tourism industries of African countries that are committed to stability, economic
growth and tourism advancement need the support and partnership of their
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governments, the international community and media to battle unwarranted negative
perceptions and to communicate the true state and potential of tourism.

Travel costs from Asia

Cost of travel (both real costs and opportunity cost of time) to many countries in
Africa, especially longer haul countries in sub-Saharan Africa, are higher than world
averages. This is due mainly to the following factors:

(0]

High air travel cost and duration and limited choice of flights are major limiting
factors. As can be seen from the results of stakeholder interviews (see Annex A)
limited air connections are one of the main growth obstacles cited.

Table 3 below provides an ex