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PILOT SURVEY OW THE. STREUCTURE AND ORGANISATION OF

TOURISH IH UGANDA: x

This pilot stﬁdy is part of a more general study of
the tourist trade in Uganda, being undertaken on behalf
of the Uganda Development Corporation "in order to
develop a commercial policy for the tourist and hotel
interest of the UDC".l It is with that aim in view that it
was found "essential to have a clear understanding of the
structure and ofganisation of the existing tourist
industry in Uganda."z The whole survey, therefore, seceks
to ”identify'fhis structure and organisation, to establish
the relationship between the componment parts of the
industry and to assess the financial beunefits accruing
directly'to Uganda," 3 k | o

It is essentially a fact-~-finding pilot study, which
a preliminary survey of this kind requires. Ho attempt
is made at this stage to formulate any theoreticai

framework of economic analysis,

In this part of the pilot survey, attention has
been focussed on carriers ~ airlines and charter
companies to determine their contribution to the promotion

of tourist traffic in the country.
The work is divided into the following headingss-

1} Methodology,

2)‘ Tourist traffic by airlines and charter coﬁpanies.
3) The potential for the tourist trade in Uganda.

4} Obstacles to tourism and, ' ‘ '

5) Measures to remove the major constraints to tourism,

1. METECDQLOGY: A set questiomnmaire was formulated for

the airlines and air charter companies, and required
interviews with conmpany executives. The guestionnaire and
the responses to it have been embodied in tables 1 to 3
(for the answers obtained from questions 2 and 3), and

in the appendix (questions 5 -~ 17) in a rmtrix form.,

Of the fifteen airlines registered in the country, twelve
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(figuré 3) of the Ministry of Planning are based on
Iﬁmigrdtion Office records - records which relate‘to
only those who do not choose to evdde customs officials,

or who Till the necessary immigration forms.

The majority of the-airlines do not operate charter
flﬁghts, which they consider to be inimical to théir‘
regulariflights5 because of their competition with
scheduled runs, as well as to the promotion of tourisn,
Charter flights bring about a great reduction in fares,
They are said to provide artificial peak and off peak
periods;by restrieting visits to Uganda, to periods of
ohérter, where as, in their absence, tourists could spread

their visits over the whole yeaT. '.75% of the airiines
interviewed, do not operate charter flights, Thosé who

do, do so occasiohally, principally +to bring in toﬁrists;‘
students, businessmen, players, and Zast Africans returnihg
hoﬁe, whilé a very small proportion of the firms not
engaged diréctly in charter service, do so through their

agents,

An important part of the work of the airlines%in
their promotion of tourism is the arrangements they make
forﬂinclﬁsive or package tours, either by themseivés ox
through tour companies, Package tours are tours in‘which;
bulk arrangenents are made for tourists, including flight,
board- -and lodging, as well as for transﬁort and guided
tours,to tourist centres in the country. For such |
inclusive tours, the tourists are given between 34% and
50% reduction in fares for a ninimum of fifteen paséengers.
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STATISTICS
DISEMBARKING PASSEHNGERS AS A % OF TRANSIT PASSENGERS:

ALL ATRLINES

OF AIR PASSENGER TRAVFIC: UGAINDA

TABLE 2 (a)
TRANSIT PASSENGERS AS A % OF DISEMBARKING PASSENGERS:

ALI, AJRLINES

Year Disembarl Transit % Transit Disembark %
1965 33799 62204 54,3 62290 I 33799 184.3
1966 41288 .. 83818 £9,3 83818 T h1en '203.0
1967 58533 . . 102k86 57.1 102486 58533 175.0
1968 64230 115178 55.0 115178 64230 179, 3

DISEMBARKINIG

PASSENGE25 45 A % OF ALL PASSENGERS

TRANSTIT PASSENGERS AS

A % OF ALL PASSENGERS

Year Disenbark 411 Pass, % Transit 411 Pass: g - TABLZ 2 (&)
1965 33799 | 96093 35,2 62294 $2093 64,8
19656 11288 125106 33,0 83818 12%51.0% 70,0
1967 58533 286125 20,5 102486 225125 35.8
1968 6230 179408 35.8 115178 : 179408 64,2



3. JTHEZ POTENETIAI, FOR TOURISK TH UGANTDAS

The consensus of opinion is that Uganda possesses
tremendous potential for the tourist industry (Q.16),
and that an adeguate skare of the tourist trade is not
being realised, This has led to a great deal of
cptimistic guesaes..not based:on any. scicntific wtudy
but, perhaps, on the basis of the long-standing
experience of the airlines. The countryfs scenic
beauty (landscape and vegetation) wild life, climate
and the culture of the people, "all offer fantastic
scope for tourism," It is felt that there has been
a definite build-up in the number of people wishing
to visit Bast Africa in general, most of -whom could
be attracted into Uganda, In particular, the
inauguration of "Jumbo Jets'" in the next few yvears,
with a capacity for up to 400 passenpgers is likely
to reduce costs considerably and therefore, offer an
inducetient to people to visit Tast Africa, Up to two
millioen Britons, for example, who visit Spain annually,
could, it is optimistically hoped, be diverted to East
Africa, provided adequatec facilities and ineentives
are availablé, Between September and March, it is
estimated that about 150,000 British weuld like %o
visit Bast Africa.5 More specifically, Uganda, in
five vears! Time, is capable of having up to 100,000

toeurists per annum,

To study-the trend of the number of tourists
over time, a simple linear regression was fitted

into the available data in table 3,

T = a + bt,
Where T = the number of tourists and
t = time. )

This gave the following results:

£ = 646 ¥ 1087t;

This indicates that for the period in question
{1960~ 1968),;-abolit-1,087 additional tourists. .

were coming to Uganda cach year.
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Thus, unless the trend drésfically changes
during the near futuvré, the figure of 100,000 ’
tourists per annum, as predicted by some-airlines,
. Beeng an over estimation, . It.is however,. nmot clear
hether this prediction toolr into consideration the
nuricér of tourists coming by other routes, or whether

was confined to air-borne tourists,

Cn the whole, the increase in the number of
t3, as showny in table 3 does bear evidence
of great possibilities for- the tourist industry.
As most bookings to Uganda, are said to be cancelled
during the peak periods, owing to inadequacy of hotel
accommodation, then the removal of hotel hottlenecit
-is ohe of the facterd likely to contribute towards

. arealisation of the potential the tourist industry

‘possesses,
L, ODSTACLZS TO TOURISH:

ool Sy

The following factors are considered to be major
bottle-necks to the development of tourism in the

countrys—

1) 1In sufficient publiocity of the country!s

tourist potential abroad.

2) 1Inadequate transport and oommunications
facilities,

3) Irmigration procedure — visa requirements for
potertial tourists from Uganda's Ambassies abroad.
L} Tnadeguaey of hotel accommodation in Hational

Paxks and lodges during the peak periods of tourism,

5) Nom-usability of Lalie Victoria for swimming and

other sports due to bilharzia infestation.

3 < .
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3) DEXPAIISICH OF LOTEL ACCCLIZODATION:

mo.

fhe general expericnce-is that most Uganda hotels have
a low-rate of bed occupamncyy when talkten on a whole year

basis, During peal periods, hRowever, hotel- accormodation,

%

especially. - in the lodges and national parks, is a real
bottleneciz, and tour operators arranging inclusive tours,
having failed to obtain cenougih hotel accommodation for
their clients, have had to losc a good nunmber of tourists
to llenya, whereas, during the off-peak periods a great
nuriber of beds are enpty. Gae of the remedies;for this

uneven tourist traffic into the country, it is suggested,

[

t
s to reduce hotcl rates as an incentive scheme during the
O

{ t.). £L8 no

period of small inflow cf touxrists {liay -~ Oc
woxrlk has yef Dbeen done o hotel. accormodation in relation
to the amount of ftourist inflow, one canmnot say with
certainty, whetizcr the present hotel facilities are
adequate or not, Judging from the expenditure patterns
(again sonmething vet to ke investigated) of the tourists,
based on the tyvpes of lotels they stay in,~it would appear
that any expansion in hotel accommodation, sihould be in the
direction of nediun-priced hotels to cater for people in
the middle income bracket, as these people constitute the

largest number of visitors to the country.

4) PnOLIOTI0N OF RECABATIOUAL FTACTILITILS

™

Things that are considered would meet thie tastes of
tourists imclude the provision of dancing entertainments
in the hotels, pazrlks and lodges, the provision of
swirrmming facilities,; e,g. in Lalte Victoria, and the.
developnient of Toroko Village for fishing. Iowever, in
respect of developing Lalke Victorxia as a sports resort,
it is felt that the possibilities of greater attraction
to tourists, of swimming irm it, or using it for other
sports, are marginal, because tourists would prefer going
to the ccast for that purpose. The costs of getting rid

of bilkharzia in the Lake mnay outweigh the potential.

3 el

‘advantages it would oifer when rid of the infestation.



traffic by the airiines if adequate facilities are
provided. In this connection, expansion of airport
facilities to cater for increcased traffic ranks equally

kizgh on the 1list of priorities,

Cn the whole, nc really useful commercial peolicy
can be formulated at this stage, until all the component

parts of thre industry have 2een investigated,
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FOOT 1IOTES ¢

1.

Draft lMenorandum on

the Structure and Organ

sation

i
of the Tourist Industry in Uganda ~ Terns of Reference

for a Proposed Study, April 1969, P, 1,

2, Ibid.
3. Xbid.,

L, The peak periods arc said to be between Oectober and

April for wvisitors from America and Durope, while the

off —~ pealt season is from May to October.

It is however,

difficult to verify this information, unless figures are

available to show places of origin of

59

Verbal comaunicationg

said

the tourists,.

te be an estimate by the

British Travel Agents, August 1968,

5.

incories,

7 e
region of Shs:k5/~

Tourists do not, usually,

lilze

(b.b.).

te declare their

A medium~priced hotel is considered to e one in the

Shs 50/~



ﬁ,dmaﬁwuw Tor the
ngnmdﬁﬁ Hb Uganda?

L7 e R
Q&d measures would you

wgwm&mmmm:;uo%wﬁmwo buildeup iz
. the number of people wanting
L. to come to E. Africa,

ﬁom o& ﬁwm @m%omﬁwwmm of tourist traffic
ranged, AHMV Tmprovement on the existing
ement in the means of communications be--
‘ard of the roads to be improved, (iv) Rea-
: be based on medium-~class hotels to cater
irecting tourist traffic from the traditional
_Because of lower comparable costs. (v) More

Lower airfares - about m@
coming into Rast b&ﬁwom.. Mi
hotel %Douwwdwoc» rather. tha
wimob Yampala and hotelg /&

sonably priced hotels & Lodg
foxr pw middle-~incone group
holiday resorts like the Ve
publicity of ﬁwo country. mv

Great, Inauguration of
"Jumbo Jets"in the next few
vears, with capacity for up
to 400 passengers is likely
to reduce travel costs con-
siderably, Up to two mille
ion Britons who visit Spain
yearly could be diverted to
EJ.A. and Uganda,

. .vo3mbw‘ Tour operators require an increasing number of beds,
e X @ﬁwwmﬂm§¢wn the tour operators have a terlency to omit Uganda
ence dmmsam is unable to0 sell even her small numcer of beds and has
%Ho. (i1)  Open up more areas of tourist attractions, such as the
Moon,both of which are reputed for wﬁmw& scaénio. beauty.

(i) Expand ﬁmadﬁﬁ ~ priced.
If Uganda Hotels cannot méot.
ooawwowmwﬁ from their prog
to be content with just
fabale area and the Moun

Fnoxrmous potential,

oS

(i) Govt, to step ﬁ@ Uﬁwwwouﬁ% of country's wowmﬁﬁwmw for. tourism through its embassies abroad and
through the recently created Tourist Board, - (ii) Reduction of ailrfares - already down by 45% - 50% -
an incentive to potential ,woﬁ@umdm. (id1) mdodwmwob of more medium-class hotel accomcdation, as a
@%mm&oﬂ aumber of woﬁﬂww&m ars in'the middle~income group (medivm~class hotel is one in the region of
ns:h5/- to Shse:50/~ b.b Yo i Such. -a movée will result in a reduction in the overall omemom to tourists by
wocH operators operating Hwowﬁmwdm tours, although it will mean lower profit margirs for the tour oﬁmﬁ&wi
ors as a result of reduced commissions from hotel accommodation charges, (iv) UQdowowwﬁm Lalte Victoria,
Zut possibilities of Hmmwm% attraction to tourists, of swimming in the Lake or using 1% for other sports
are marginal, as woﬁﬂwww ~would prefer going to the Coast., Cost of getting rid of Bilkharzia in the Lake
may out-weilgh the wo¢®5nwmw m&d@ﬁnmmmc the b@Wo would offer when it is rid of the infestatinn,

Uganda, in five vears!
time, is capable of having
up to 100,000 tourists

per annun, provided
adeguate facilities are
available,

(i) Sell Uganda Ja%or& ‘as m_cm@mﬁmam entity, distinct from Kenya or Tanzania, MNore vigour in advertising
and publicity. Image of the country to be promoted abroad by the Govt. =~ country not yet in world news,
except the Pope'ls visit 2#90 offers a big incentive for its tourists to visit the countty — many French-
men e,g. on hearing of the Pope!s visit began to look up Uganda on the world map, (ii) MNore dynamism by
Govt, wolitically & oowmwwﬁ i iere political stability is not enough incentive for tcuricm, Country to
talze a stand on certain intetwational issues or adopt domestic policies that draw world atiteaticn, e.8.

Tremendous potential
exists,

Komya Mau Mau put ¥enya on-the niapy . Tanganials recognition of Biafra and Nyarere's adopticn ol Socialism
brought world focus on Hmﬁumﬁwm. AHHPV Promotion of things of local flavour « not bastavri‘ced or mix—
ture 4f alien JSQ local culture, Thus, real folk lore, country's art treasures and culivval heritage of
the people, 1i the :omﬂdlwmm& of “Africa should be shown to tourists while in the courntyy and will serve
as puclicity Eo&ww.

(i) Step up publicity of the country abroad, ..wnuum Tittle is known about Uganda at.can in terms of
tourism. Country should beé ‘advertised abroad as a geparate entity, as was done in Bthicpia, a step which
has inereased tourist traffie into Tthiopia. Publicity should oE@UmmHm on Uganda'!s sconic beauty, friend-
liness:of the people, and odation facilities available, (ii) DMinimize bottlenecks in tle deoﬁdme

n;.
tourists immigration ﬁ@QﬁHH@B ts and formalities, e.g. abolition oh wwm long process c¢i obtaining Visas
2.8

A big potential exdists,

for entry into Uganda, Simpli .mﬂmwﬁoooacﬂo in Bthiopia now -~ tourists now obtain vis at the Addis —
fibaba Adirport without %wﬁmw going through the Ethiopian Ambassies abroad.

{i) Prowision of acecuato hotel accomodation in arons ofF tourist attractions, During pealk periods of
tourism (Oct, April for fmeTican & Ruropean tourists) The maximum length of time spent by tourists in

Uganda is 7 -~ § days, out of waich only two are spent in Hampala or Intebbe and the vrest is spent in the

¥, Parks otc, Saturation point is reached during these wmmV periods especially in Para & Nweya Lodges

and a great number of tourists is siphoned off to Henya & Tanzania, (ii) Reduction cf Lotcl rates during
off peak poricds (i.e, May -~ Qoﬁ.v Ted occupancy is low if spread over the whole year, (iii) Reduction

in airfares, as alveady done for a minimum of 15 persons, (iv) Uore support from Covi, for the tourist
industry by exploiting to the Tull all media of publicity and information - postevrs, magnzines, radio,
ﬂ.ﬁ.mDQSOSmewowc?ﬁWoﬂowb@mcHomQA<vCHommﬁOOIO@QHdeoJMb@ooEwWOHmﬁHoﬁwoeﬂmoﬁ&ﬁmzwﬁpm&%<

PS

of Ianformation % Tourism and the International Airlincs for more effective advertiscmont of the country
atroad; the Ilew Jourist Doard to coopt some of +the airvlines managers into its membersiip.

Unlimited potential

(i) Step up puolicity of the country, Eﬁbwmkm. has, Tor c.g., flooded America and Blrope with posters
& aagazines, deycdwsm its woo@Hog flora & fauna - on the whole the colour of Tunisia, so should Uganda,
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ATIRLINES CCDE
NOS.
- 05& for tourism in the countrv. (iii) 1lore comprehensive advertising programme.
Great possibilities for (i) Set up tourist agcncies for purposes of publicity and propaganda, in countries where tourists are
tourism in Uganda,., adequ- expected to come from — information media to be more developed and strengthened, Any information on
9, 038 ate percentage of the Uganda must be up~to~date, e,g, information about health Tacilities, accommodation and kinds and cost of
potential is not being meals, taxis and busfares, prices of essential goods etc, (1i) Provide access to remote places, like
realized, Haramoja, where tourists can sce things of local flavour, quite different from their traditional and
familiar scenes,
Great potential for (i) Adequate publicity of the country abroad gilving information that will acquaint potential visitors
tourism in the country, with all the necessary knowledge of the country - life, weather, flora and fauna, (1i) Night life -~
Scenic beaut '(1andscape social entertainments in the evenings, Hotels to have something of social life that gives guests some
& vegetation), wild life fun, (iii) =xpansion of present hotel accommodation in the country, (iv) Provide some incentive
10. 039 climate & culture of the schemes, e.g. discount on travelling rates, rebate in fuel cost -~ will make tourists stay a little longer
people, all offer fantas- than would be the case without such incentives. PFurther inducements to make travelling about the country
tie scope for tourisme. rmore convenient, e.g. in Italy, a tourist is given a ticket which enables him to travel about on any train
without the necessity to buy a ticket for each jourmey, (v) Trice control of essential goods demanded by
tourists to aveid exploiting the tourists by unscrupulous traders - such measures also appropriate in
hotels and restaurants, (vi) Limitation to be placed on charter flights which restrict visits to Uganda
to periods of charters, whereas in the absence of charter flights tourists can spread thelr visits over
the whole year., Charter flights provide artificial peak and off peak periods, Govt., can do this by
refusing permission for charter flights, (vii) Reduction in airfares.
11 oo 7 It has got a lot of Ei) Hajor advertising progralme for Uganda products abroad, not only wild life but also Local Crafts,
* potential, ii) Reduction in airfares,
12, oLl Mo answer No answer,
~  Potential is unlimited, {i) Improve ariport facilities at Entebbe fto cope with large numbers of disembarking ‘passengers, ©.g.
Between Sept, & Mavch, an increase in the number of immigration officials, to speed up immigration formalities, (ii) HMore
13. oh2 about 150,000 British emphasis on overseas publicity of the country, (iii) Improvement in transport and communications.
would like to vigsit E,A,. (iv) Emphasis to be on attracting middle~income tourists by providing such facilities as can be paid for
(Association of British by those in the middle-income bracket,
Travel Agents, August, '
1968, ).
Tremendous, Many places (i) Road improvements, ejg. the road to Semliki plains is always in a bad state of repairs and so is
in Uganda offer eonormous "treacherous" duxring the rains, (ii) Development of facilities for fishing at Toroko village, where
attractions for tourism, some llile Pereh is said to weigh between 100 and 200 lbs, Such facilities will include provision of
14, ok3 €e8e Semliki plains in fishing hooks and boards, accommodation for fishing enthusiasts who may like to stay there over night.

Toro, fishing at Lake
Albert at Toroko, the
Mountain Pass and the hot
springs in Toro,.

(1idi) Some refreshment facility to be made available at the hot springs area of Toroko ~ cpld drinks and
gnacks -~ which make visitors to the hot springs stay a little longer, These hot springs are said to be
unique, e.g. 2ggs and potatoes could be beoiled in them in a matter of minutes] (iv) More dynamic and
aggressive publicity of the country overseas,




AIRLINES CODE

NOS.,
tential travellers whoive read our newspaper, &
3. - 032 with hrochures one- T.V. advertisements, -
closed
mw Sritain a (i) Tadic & T.v. By facts & experience, opti-
b) France: C,- weone so fmmediate mum results are obtainable
#300,000, to Joll intorcat when all the media of infor-
T.A, 00 tre whkole (ii}) Yespapers & mation have been followed in
vericdicals give thelr sequence, NoneccaniZive
more specific de- the best results in isolationg
4, 033 Yes, a) & (o) Couldn't tell SAL tails to potential
. tourists .
(iii) Any other,
¢.g. brochures &
tour promotion
pamphlets, which
are the ' -7 raans of
advertising becau-
se they make dir-
ect appeals,
Yes, (c) Time - hec,d and e, (e) Has a direct appeal to
limation restrictg Ow Consists of potential travellers,
tourists to the airlines memos
Murchison falls & brochures to
5. 034 W,P, which is Couldntt tell Couldn't tell acquaint pot-
more publicised ential travella
than the other ers of our ser-
parits, has bettewn vices & flights
:accomodatior. & dis to Uganda,
the nearest,
Yes, in order of In crder of impor- e) Any other -~ tour promotion
preferencet Uganda tance & optimal - brochures whose contents make
Kenya & Tanzania, rosults, direct appeal to potential
In Uganda, precfo- (i) Any other = tourists who, then make
rence is for the pamphlets like further enquiries from our
6. 035 Murchison Falls, Couldn't tell Couldn't tell ALl tour promotion offices.,
MePe because of brochures,
the falls consi- (ii) Periodicals
dered to be one occasionally in
of the wonders TS, A,
of the world ra- (iii) Newspapers
ther than for the occagionally in
game, Buropes (iv) T.V.
in U,S,4. ’
Furope & Canadag
(v) Radio used
very little in
Furope,
ot applicable. :
We have no S
7. 036 Ho, all Impossible to agents doing S A1l Al Couldn't assess,
give advertising S
work for us., o .
? —— !
Ho, alljpusually B We have people asking for
tourists talke ad- more information in connec-
vantage of the fa tion with our advertisements
fact that no ex- . ‘ in newspapers & periodicals,
8, 037 tra charge is Couldntt say Couldn'!t say Dy €y & d by, c, & d

levied for tra-~
velling through-
out E,A, & so
like to wvisit

m“lk_.—».
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Mo, all, Tourists
want to see the
whole of E,A, as
an entity, 1lo
awun.WH.m. cost 4if ﬁn\wo..‘\.
travel through
Dar~es~Salaam ox
Nairobi to Znte-
bbe, but pay
extra 10% of

cost if they
first land in.
Entebbe

Couldn!t say ox-
actly, but pro~
bably, ir terms
of tlrousands of
dollars to ad-—
vertise Africa
as a whole, by
our ‘ecad Uffice
whick doces the
advertising
work, Je domntsh
thini in terns
of individuval
countries,

ALl

e) Any other- trade
magazines and
panphlets,

They make direct appeals
on people,

Yes, about 90%
of the tourists
prefer (a) or
(b) plus (c),
Only about 10%
like all,

(d) Most touri-
sts want to see
as much of Uganda
as possible &
little of the
other two coutm
tries, They usu~
ally stay for 2

to 3 weeks.

Couldn't tell

A11, Jut our pub-
qicityv is donc
‘mainly by our
CamentB - 5ells
“Tengon of Tastexr:

Couldntt tell copeiriod of

Fa P

Ligs e

t

A combination of all.
Theilr use at particu-
lar times depends up=-
on when people avail
themselves of the fa-
cilities, e.g. betwe~
en Harch & April, the
press, rather than
the T.V. or cinema,
is usced because peop-
le don't use them
then, Between May &
June the T.V, & cine-
ma are used,

Years of experience show
that all the different media
are important because they
appeal to and reach the
various sorts of people
according to their inclina~
tions, Tour promotion
pamphlets, however have a
more direct impact,

Yes, (a) & (b)

Couldntt say

Couldntt . sav: 11dntt say

Ho., 2ll, In
Uganda, prefer-
ence is for the
Viumrchison M.P,

Couldntt say

Couldn'!t say

Couldn't say

Hewspaper
Periodicals
Any ‘other: e,g,
on AmHoowﬁwov
gng s L£ilm movie
heatres stresg~
12 UsA Ry servie-
to Uganda &

e 'where, all
art. of U,A.7.
publicity tech-

Couldnl!t say

Yes, a) & (o)

According to the
regulations of
the Internation-
al fir Transport
Association
(TJATAL), we
are-not allowed
to advertisej
éxceptisend cir-
culars to mem -~
bers of our Ffirm
about our flight

arrangements,

e) Any other - e,.g.
HMeon AmHQOdHHov
signs,

The human mind is more
receptive to such objects,

Not mmvwwomﬁux applicable

" Mot applicable

since we don't
arrange charter
flights fTor
tourists,

/L

Hot applicable

Not applicable

-4

N/A

N/4
cont ,~
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. QUESTIONNATIRE Do you directly

, operate charter
' ATRLINES

If yes, wiat sort of

pcople do you bring

Are your planes Do the tourists

chartered Ly any other denmand package tours

If yes, what arrangements have you

made to satisfy the tourists! demand?

S flights? (Yes) to Uganda?.(Students) organizations for from your company? (Subcontract) (Ourselves)
R -
.CODE NOS, (10) (Tourists), (Any other) (Students), {Tourists) (Yes) (¥0)
(Anyother)., If yes,
please give their nanes
1, 030 Students Tourists, Yes, some do hut By ourselves
Yes businessmen and nost do se through
players tour companies
Students, lesidents Yes, for students & By subcontract to Kuonis Swams ¢ poks
2e 031 Yes in Uganda and reclati- any others, by Yes Travel -~ VYhole salers,
ves, Padhanis Ltda,
Yes, T.4.Common By subcontract to tour operators,
3. 032 No Wot applicable services Orgaz Yes By ourselves -~ up to 33-1/3% discount
for Govt, Per on fares for inclusive tours for a
minimum group of 15,
No, Inadequacy
L 033  of Entebbe rune -
* way a bottle neck Not Yes By subcontract
to use of larger applicable
air-craft to
bring in larger
number of tourist
at lower rates
Hone from he By subcontract to travel agentsigho
Tight programm - pay us 10% commission on the deal,
No, H/A home offic , es Yes
Addis come
pick play
Both, Fare is reduced up to 55% for a
No /4 Tes minimum of 15 tourists, We work in
close collaboration with local and
foreign Tour Companies,
No /A Yes Subcontract,
No 11/4 Yes Both
No M/A Yes Both., Subcontract is by a Tour Organi-
ser called !'Globe Trotter'! a wholesaler
which has mamy other travel agents.
No H/A Yes Subcontract
Yes mwﬁmwbqu any others, No Not applicable
) - like teachers
AP VIR puBale T A B W P Sy B B AL B F § GO ede T M e i, dA
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operate charter
£lights? (Yes)

(tlo)

peopLEe QU Yyou OTLIYE
to Uganda? Muwﬁmobdmv

Aﬁoﬁdwmdmv )

Any other)

Clacid ULGL Sl vy Ciaiy v oviive s
organisations for

{ rea

Mmdcaoﬁdmw {Tourists)

G e v e
from your company?
Aﬂowv AEOV.

A e d ———— -

(Subcontract)

demand?
(Ourselves)

T BS
WMWWHMNM Any other}. If yes,
* please give their
names,
12, 4 o s "1 e - =
oLl Yeos £1.1 Couldatt gay Couldn'!t say Couldnt't say
AT COUMPANTIES =
HHHHHHNHHM.—HMHU“”M Z.QU.O- becausge restrictions are
13, oL2 Yes Dtudents, tourists, & placed in our way by the Board of
a small proportion of N/ 4 Yos Trade in Britain. BUA & BOAC
businessron insist they have capacity forx
package tours & go object to our
arranging for such inclusive tours
14, ohL3 Yoo Students N/A /A N/A
10 . 11 2.
Do the tourists 1 1 How much do you Hwarmw means of ad-~ Hksrwcﬁ means deﬁmﬁ evidence

UESTIONNATRE :

AIRLINES
CODE HOG,

have any preference

in the content of

the tour? Tor e.g.

wv Tour of K,M.P #
coast

b) Tour of T.N,? +
Coast

¢} Tour of Uganda
NP

Fow muelr do yomn
spend on advertising
abroad, for @.m.ﬁ
a) Britain "
b

o]

d

hst

S EmmAmIm T T aEma e

think your agents

spend oﬁ_maéawd%mwzm
- A . D18

a}) 3ritain

b -

c
d

vertising do you use?
Radio (b) T.V.
Hewspaper
Periodicals

Any other

ol e N o S

All

v el v

do you think
aokieve the
best results?
Radio

TV,
Newspaper
Periodical
Any othe

oROoT e

have you to sup-
port your claim
in Q, 147

Has a greater
impact on people
in Europe, U.,S.A
& the Far Past,
where most peop-
le own T,V.radio
sets, People who
watch T.V. dontt
bother much about
newspapers, hencea
much of our ade—
vertising is by
T.Ve & Radio,
Also week end
newspapers be—
cause people

have time to

recad them then,

All

Couldnt't tell

Not applicable

1. a) Zritain £52,500 a) Britain £39,375
b) U.D.A., £5,000 ) U.SsA, £4,500
. c) Itals £10,000 c} Italy:. £7,500
030 Hoy all a) T, ﬂgowﬁ.ﬂmﬂuw ' a) W, m..mambu\a.b
£11,000 . £7250
e) France £10,000 e) Trance’ £7500
L d \..Vllw
Couldnt't tell,BUA
being a private Co,
hags limited adver—
tising budget, Ad~ ‘
2. 031 No, all vertising, is ¢
therefore,on a world i
wide bhagis rather
than specialise;on
2ny ona ared. .
Hogall,in the last TN T YT e
years,., In the past ng
only on the first
two, Uganda }OW ti-
3. 032 has a greater att- i

raction because of
more publicity of
the country abroad.

CULl TO MR o wreak

Bk emrcnn b snmal e o ek e e

All

b,c & e, tour
promotion pa-
mphlets, and
outdoor adver-
tising in the
form of DBell~
boards and
posters, as
well as direct

- mails to pote

From enguiries
made tomour
offices by pot~
ential tourists
to whom we have
sent direct ine-
formation, tour
promotion pamw
phlets and those
cont.



This work is licensed under a
Creative Commons
Attribution — NonCommercial - NoDerivs 3.0 Licence.

To view a copy of the licence please see:
http://creativecommons.org/licenses/by-nc-nd/3.0/


http://creativecommons.Org/licenses/by-nc-nd/3.0/

