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Inventory and Analysis of Community Based Tourism in Zambia

Executive Summary

Community based tourism (CBT) can be defined as tourism which is owned and/or managed by
communities and generates wider community benefit. CBT is in its infancy in Zambia but it is growing
with tourism in general. There has been more CBT product development than stakeholders are aware
of as there is no formal or informal CBT network and a lack of information dissemination, coordination
and planning. In total, 25 CBT initiatives were identified: 23 operating and 2 defunct enterprises.
Several more CBT ideas and planned projects were identified.

Most CBT is centred on mainstream tourist centres such as Livingstone and the Luangwa valley.
However, the number of bed-nights and income captured by CBT remains extremely small, as does its
marketing profile.

Tourism is a complex industry with many linkages to other economic sectors such as crafts, transport
and agriculture. There are a wide range of roles in which communities can participate in the industry
and increase benefits to the poor from tourism. The focus and scale of interventions to involve the
poor in tourism can vary enormously but there are several critical factors that can constrain or facilitate
progress.

A few CBT projects have already failed and many will struggle to ever be profitable resulting in
disappointed expectations and disillusioned communities. The main reason for this is that much CBT
in Zambia has been donor-driven not market-led. Many projects have had multiple and sometimes
conflicting objectives, for example, they are defined as commercially grounded but are burdened with
environmental and social objectives and unworkable economic structures.

CBT projects have also collapsed or performed poorly as little or no market research on product
development was undertaken with the private sector. Furthermore, if CBT products are not well linked
to the mainstream tourism industry their profile will remain very low as marketing is a major challenge
for poor rural entrepreneurs.

CBT has also been limited by low development levels as communities lack capital, capacity and skills,
infrastructure and strong institutions.  Tourism is not an ideal entry-level business for rural
communities with little previous experience. It is demanding, can take years to be successful and as
in other most other industries even entrepreneurs with considerable experience can fail to start-up and
make a profit.

Several donor initiatives have given inappropriate and unattainable roles to communities in tourism
such as lodge management, rather than focus on low capital business start-up (e.g. basic campsite or
village tour), joint venture with a tourism investor or support role in tourism (e.g. supplying food
products) that could be more successful i.e. generate a secondary income.

There has been little, if any, networking between agencies implementing CBT in Zambia and local
lessons are not being learnt. Moreover, there is a wealth of regional experience on how to (or not)
involve communities in tourism from east and southern Africa and guidelines of good practice that can
be drawn on.

CBT has undoubtedly been most successful when it has been private sector driven, grounded in
market opportunity and developed with an understanding of the highly competitive and sensitive
nature of the broader tourism industry. Several commercial tourism operators ‘champion’ highly
successful CBT enterprises and provide technical advice and marketing support.

Many more companies are keen to involve local villages as they estimate a high proportion of their
clients (on average 44%) are interested in community and cultural activities. These positive examples
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and potential are generally not appreciated due to poor communication between the industry,
government and NGOs.

It is also not widely acknowledged that CBT is only likely to be successful as an add-on product to
mainstream commercial tourism as Zambia is an expensive destination and few tourists are likely to
travel to the country (with the exception of Livingstone) for low/middle range products which is
predominantly the CBT market.

There are various further challenges to developing commercially grounded CBT in Zambia. These
include a lack of information on potential markets, product quality and promotion, a lack of enabling
frameworks, cultural constraints and local governance, and development in marginal tourism areas.

There is insufficient information on the volumes and movements of different market segments such as
international fly-in, self-drive, backpackers, overland trucks, expatriate residents and business visitors
to plan add-on CBT product development.

The tight schedules of most tourists and the lack of local high quality products and services constrain
commercial operators from marketing community and cultural activities. Problems such as litter,
uninviting or aggressive behaviour of residents, and poor infrastructure can make villages unattractive
to tourists.

A key gquestion for stakeholders in CBT in Zambia is what is it marketing? Is the product unique,
presentable and what value does it add to the national tourism product? Is it marketing ‘responsible
tourism’, ‘ecotourism’, conservation and/or development projects, authentic or westernised cultures,
poverty or private enterprise?

Another emerging constraint is that most CBT enterprises are illegal, not licensed and no minimum
standards are enforced. Potential threats to tourist safety are particularly acute in GMAs due to
wildlife. Potential dangers have been exacerbated due to poor land-use planning in 2 locations as
CBT camps for photographic clientele have been built in prime hunting areas.

Commercial operators are required by government and international agencies to only do business
(particularly when direct payments are involved) with legal entities. This presents a dilemma as most
CBT enterprises are not legal or licensed. Moreover, the weak legal status of CBT could prevent
companies and communities entering into mutually beneficial partnerships and cause undue
interference by local elites.

Internal community disputes (e.g. jealousy) and the importance attached to traditional leaders have led
to several situations that have undermined CBT enterprises, even threatening or forcing closure. In
addition, the payment of tributes and a perceived and real lack of transparency in communities, could
in the longer term threaten a niche promotional image of CBT in Zambia as ‘responsible tourism’. The
market (tourists and potential investors) will ultimately be deterred if tangible wider community benefits
from CBT are not realised.

The Government has had minimal influence on CBT. ZNTB markets very few CBT products and has
not addressed creating an enabling framework to legalise the enterprises. DOT is focused on CBT
product development but does not consider CBT as enterprise. ZAWA provides ad hoc advisory and
communications support to CBT enterprises in GMAs. DOT and ZNTB are keen to launch a country-
wide sensitisation of communities on how to benefit more from tourism. The Government needs to
have a more consistent understanding of tourism as a private sector activity in which it plays a critical
facilitation role to create an enabling policy and legal environment.

CBT can work in Zambia but expectations of what, where and how it can deliver must be realistic.
Projects produce (at best) modest cash benefits and these are often captured by a relatively small
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proportion of the community (usually the elite). It is extremely difficult to develop CBT in marginal
tourism areas, especially where there are no commercial tourism operators to provide the market. For
example, if there was more infrastructure and promotion of cultural festivals, waterfalls and heritage
sites, it is doubtful that this would result in commercially viable businesses as these are low volume
special interest niche market tourism attractions.

CBT is currently ‘in vogue’' in Zambia and it is only one means to an end. By virtue of its narrow
definition and many constraints, it is likely to remain a marginal component of the tourism industry.
There is no blueprint but there are broader perspectives and a wider range of actions are needed to
increase benefits to the poor from tourism in developing destinations such as Zambia. These go well
beyond simply promoting community tourism — although work at the grassroots level to develop
enterprises and local capacity is one key component.

Pro-Poor Tourism (PPT) is defined as tourism that results in increased net benefits for poor people.
PPT is not a specific product or niche sector but an approach to tourism development and
management. It enhances the linkages between tourism businesses and poor people; so that
tourism's contribution to poverty reduction is increased and poor people are able to participate more
effectively in product development.

Links with many different types of 'the poor' need to be considered: staff, neighbouring communities,
land-holders, producers of food, fuel and other suppliers, operators of micro tourism businesses, craft-
makers, other users of tourism infrastructure (roads) and resources (water) etc. There are many types
of PPT strategies, ranging from increasing local employment to building mechanisms for consultation.
Any type of company can be involved in pro-poor tourism - a small lodge, an urban hotel, a tour
operator, an infrastructure developer. The critical factor is not the type of company or the type of
tourism, but that an increase in the net benefits that go to poor people can be demonstrated.

The PPT partnership (www.propoortourism.org.uk) focuses on documenting international experiences
and promoting local procurement, products and partnerships. PPT pilot projects have promoted
strategies that tourism companies can use to increase the local development impact of their business
in eastern and southern Africa. The focus has been on linkages that involve local people or
enterprises and make business sense to the company. All stakeholders in Zambia should look
beyond CBT and explore how PPT strategies can increase net benefits to the poor from tourism.

Louise Dixey CBT Consultant, PROFIT 3
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1. Introduction

1.1 Tourism and Communities

The Government of Zambia (GRZ) sees tourism as a sector that offers economic diversification
beyond agriculture and mining. Historically tourism in Zambia has focused on the Victoria Falls and
wildlife. Marketing of cultural heritage and community attractions has been very limited. Tourism is
growing and can contribute to poverty reduction. Most community involvement in tourism has been
passive, in the form of revenue sharing rather than entrepreneurial activity.

Community participation in tourism can be viewed from a private sector development perspective.
Community Based Tourism (CBT) can create entrepreneurial opportunities for the poor and act as a
catalyst for rural development. CBT in Zambia is in its infancy but growing, and there are a few
established enterprises such as village walks, campsites, traditional style chalets, homestead stays,
entertainment and curio markets. Mainstream commercial operators are increasingly seeing cultural
and community products as highly marketable and complementary add-ons to their existing
attractions.

1.2 PROFIT and Purpose of Work

One of the aims of the USAID private sector development programme, Production, Finance and
Technology (PROFIT), is to conduct an initial assessment of the tourism industry particularly as it
relates to rural/poor communities, with a view to identifying the need for and scope of possible
interventions aimed at upgrading the industry, based on a strategy of differentiation. Differentiation can
be defined by the mix of tourist products available, the quality of the assets, the effective management of
the assets, and the overall quality of service delivery to tourists.

PROFIT will work closely with its sister project - Market Access, Trade and Enabling Policies Project
(MATEP) - that will take the lead in marketing and fostering new investment. The focus of PROFIT’s
interest in tourism would be on targeting high potential models for integrating poor communities into the
tourism industry on a commercial basis, broadening and deepening the benefits from tourism activities
accruing to these communities, and replicating appropriate models. PROFIT will also assess the
potential for promoting industry supporting roles that may be more appropriate and beneficial to
communities as opposed to direct involvement in the tourist industry. For example, it may make more
sense for a farming community to produce high value fresh organic vegetables for professionally run
accommodation than managing a campsite.

To achieve these objectives PROFIT required an industry analysis focusing on existing and potential CBT
activities as there was no inventory or adequate understanding of the full range of activities currently
taking place in Zambia. While there is some understanding of the type and location of most of the tourist
assets available, there is limited knowledge about the extent to which local communities are benefiting,
the constraints on increasing their contribution and benefits, the commercial sustainability of the
programmes currently operating, and potential opportunities based on expanding and replicating already
proven models.

1.3 Scope of Work
The tasks undertaken for the baseline study were:

e Desk review of different local and regional tourism industry assessments

e Compilation of a country-wide inventory of CBT activities

¢ ldentification of high potential models based on commercial viability, consistency of approach
compared to the market segment, tourist assets, and local community resources/skills.

The specific focus of the inventory was on services owned and managed by communities and provided
directly to tourists. Limited consideration was given to supporting roles such as crafts and food
production. Additional aspects such as the tourism industry’s support to local community development
projects were included for contextual and comparative purposes.

Louise Dixey CBT Consultant, PROFIT 4
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2. Methodology

2.1 Study Preparation and Staff Participation

Preparatory meetings were held between the consultant, PROFIT and MATEP to agree and formalise
the Scope of Work. Further discussions facilitated and finalised stakeholder interviews, the field work
schedule, survey methodology and reporting. Where possible, PROFIT and its consortium partners
participated in the fieldwork to improve their understanding of CBT. In Livingstone, IDE aided
fieldwork and PROFIT Choma Office staffs joined an interview and were briefed on the study. The
PROFIT Programme Director and Private Sector Development Advisor joined the field visit to assess
CBT in Liuwa Plains

2.2 Documentation Review
Key recent documents providing data and analysis on the tourism sector were reviewed:

Tourism Policy (1997)

Draft Tourism and Hospitality Act

DSI Financial and Economic Analysis of Managing Protected Areas (2004)
WTO CBT Mission to Zambia Report (2004)

WTTC/OEF Zambian Travel and Tourism Study (2005)

JICA Tourism Sector Analysis Reports (2005)

LSA Tourism Study (2005)

NRCF/UNDP/GEF/World Bank Tourism Study Document (2005)

Various Pro-Poor Tourism (PPT) publications on east and southern Africa

2.3 Inventory Development

CBT enterprises were identified through consultations with government, donor agencies, NGOs, the
private sector, community tourism initiatives and tourist guidebooks. A total of 25 were identified. No
functioning CBT initiatives were identified in Luapula, Copperbelt and North Western Provinces.
Proposed and potential CBT initiatives were also identified where possible.

2.4 Questionnaire Surveys
Three different questionnaire survey forms were developed to standardise and maximise data
collection.

1) A survey for NGOs and donor agencies (Annex 1) addressed the following:

Awareness and identification of CBT operators

Awareness and identification of communities involved in tourism support roles (e.g. crafts)
Organisational programme area(s) that cover CBT

Geographical areas of organisational activities that include CBT

Past and present technical and/or financial assistance to CBT

Monitoring and evaluation of CBT project impacts

CBT job and wealth creation

Constraints to CBT development

Future work programmes in CBT and development partners

This questionnaire was emailed to stakeholders but as the response rate was poor interviews were
also held. In total, 25 NGOs and donor agencies completed the survey and/or were interviewed.

Louise Dixey CBT Consultant, PROFIT 5
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2) A survey for tourism companies (Annex 2) addressed the following:

Natural and cultural assets on which their product is based
Products and services

Customer base by market segment

Customer interest in community and cultural activities
Promotion and type of local community and cultural activities
Assistance to community tourism activities

Community support roles in supplying other goods and services
Opportunities for communities to benefit more from tourism
Constraints to CBT development

CBT external support requirements

CBT licensing requirements

Employment of local community

Support to local community development projects

Negative economic and socio-cultural impacts of tourism

This questionnaire was emailed to 73 commercial companies including tour operators, lodges, travel
agents and hunting safari outfitters country-wide. This was followed up by 25 interviews in the field.
Overall, the survey response rate (29) was remarkably high (40 %) considering how busy tourism
companies are between September and November. This was attributed to good personal
relationships with operators, general goodwill and appreciation of the consultation effort, and a desire
to articulate their support to local communities.

3) A survey for CBT operators (Annex 3) addressed the following:

How the business started

Proximity to tourism assets and routes

Products and services provided, facilities and prices
Booking mechanisms

Marketing and linkages to commercial companies
Competition

Seasonality

Visitor numbers

Customer type (market segments)

Land ownership and land user rights
Organisational/ group set-up and membership
Employment

Training and technical advice received

Grants, loans and donations received

Gross revenue and net profit

Licensing and permits

Recipient local community development projects
Negative economic and socio-cultural impacts of tourism
Constraints to increasing business and benefits
Future tourism development

Knowledge of other CBT efforts locally and country-wide

Out of 25 identified CBT initiatives, 22 were visited and questionnaires completed in the field with the
help of the consultant. A translator was not required. The process of completing the questionnaire
was instructive to many community members as it made them see their CBT initiative more critically
as a business and the exercise raised their awareness and knowledge of the tourism market and CBT
efforts in other parts of Zambia. It was made clear to interviewed community members, however, that

Louise Dixey CBT Consultant, PROFIT 6
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the research may not lead to any form of assistance in the future to limit expectations being raised.
When practical, the Consultant undertook the CBT activity, for example staying overnight at Chiawa
campsite and Kawaza village and participating in the Mukuni Village tour.

2.5 Field Visits and Stakeholder Interviews

The work programme was undertaken between mid-September to late November 2005. It
encompassed desk research and meetings in Lusaka; visits to CBT enterprises combined with
interviews with commercial companies, NGOs, funding agencies and government representatives in
the field (Annex 4). Field trips were made to all 6 out of 9 Provinces where CBT enterprises were
identified:

Lusaka Province (Lower Zambezi)

Central Province (Kasanka, Mumbwa)

Northern Province (Bangweulu, North Luangwa)

Eastern Province (South Luangwa)

Southern Province (Upper Zambezi, Livingstone, Choma, Lochinvar)
Western Province (Liuwa Plains)

Due to good organisation, serious country-wide fuel shortages did not compromise the field work
which was completed before the onset of the rains. Various means of transport where used including
light aircraft, 4x4 vehicles, motorbike, bicycle and dugout canoe (makoro).

2.6 Research Limitations

The Consultant’s association with a major donor agency may have affected perceived neutrality and
respondents input. Furthermore, as an outsider to the communities, the Consultant may not always
have received honest responses. In several instances, for example in Chiawa and Mukuni,
‘gatekeepers’ controlled the consultant's access to community members and information which may
have influenced the assessment. Due to time constraints it was not possible to hold meetings with the
wider community to assess views and benefits.

Three (out of 25) identified CBT sites were not visited due to time and resource constraints. These
were Tikondane Community Centre (Katete), Dudumwenzwe campsite (southern Kafue) and Chikwa
Bushcamp (North Luangwa). Tikondane is borderline CBT as it is an Australian church development
project; the Centre completed the questionnaire by email. Dudumwenzwe is not operational and
information on this site was obtained though a detailed interview held with CARE in Livingstone.
Mwanya and Chifunda Bushcamps provided information on Chikwa which is an identical camp.

Due to the timing of the research, it was not possible to visit any of the five main traditional festivals.
The potential of festivals was assessed through interviews with tourism companies.

Not all commercial tourism operators completed the questionnaire survey despite follow-up. The
response rate, however, was very good at 41%. The sample may reflect companies with more
interest in CBT and community development although the propensity to response was more likely
attributable to personal contacts and good relationships.

Information from NGOs and donor agencies was mostly obtained through interviews. Unfortunately it
was not possible in some instances to gain data on the funds invested into CBT projects and thereby
assess CBT hidden subsidies and commercial viability. Furthermore, MTENR did not avail information
regarding loan repayments rates to the Tourism Development Credit Facility (TDCF).

The documentation review was limited as significant information gaps currently exist on the tourism
sector in Zambia. The only CBT industry assessment previously undertaken was conducted by the
WTO in 2004 but its utility is very limited as the consultant visited just 2 CBT enterprises and did not
consult the private sector.
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3. Overview of Tourism in Zambia

3.1 Asset Base

Zambia is fortunate to have some highly desirable natural tourism attractions based on wildlife,
waterfalls, scenery, and wilderness experiences. Other assets of existing or potential appeal are
cultural traditions, historical heritage and recreational water bodies.

From this base a tourism industry has grown up primarily exploiting wildlife (consumptive and non-
consumptive) and the draw of Victoria Falls. On the back of these, other natural and man-made
attractions have been developed. These include adventure activities (white-water rafting, scenic
flights), historical sites (cave paintings, David Livingstone sites, Shiwa N'gandu house), cultural
tourism (museums, traditional ceremonies, dances, village tours and stays), scenic enjoyment
(waterfalls, Mutinondo wilderness, Batoka Gorges) and entertainment (casinos, bars, restaurants,
night clubs).

Zambia would still appear to have a wealth of under developed or un-exploited tourism attractions
including Lake Kariba, Lake Tanganyika, waterfalls in Northern and Luapula Provinces, Kafue National
Park, the West Lunga and Mweru Wantipa/Nsumbu protected area systems, Nyika National Park and
the Bangweulu basin. Common constraints for the better utilisation of these attractions are remote
location, depletion of wildlife and comparative disadvantages to regional competition. If tourism
volumes continue to increase as predicted, however, more of these areas may become viable and be
further developed for tourism.

The future expansion of tourism outward from the existing centres would be highly desirable for the
following reasons:

Relief of congestion in existing centres

Wider distribution of economic benefits of tourism

Conservation incentives for more protected areas

Widespread catalytic development opportunities from tourism activity
Increased tourism capacity without loss of wilderness quality

3.2 Industry Assessment

With the exception of a few larger hotels mainly in Livingstone and Lusaka, the Zambian international
tourism industry is characterised by a small and undercapitalised private sector driven by expatriate
residents or non-indigenous nationals with small investment and low (if any) net financial return.

Due to the paucity of statistical information available on tourism in Zambia, it is hard to quantify market
segmentation. Little can be drawn from the statistics available for tourism income and visitor numbers
except overall averages. However, there is a broad range of holiday tourist types in Zambia including:

1) International holiday tourists flying internally between Livingstone and various National Parks
and other historic and wildlife attractions. These are upmarket tourists maybe spending around
$500 a night in country.

2) Safari hunting clients. These clients usually travel by internal charter flights, visit typically 1-3
hunting areas. Their total numbers are low but they are very high spend tourists, spending
maybe $2,000 per day in country.

3) Self-Drive international clients. These are either regional visitors in their own vehicles or fly-

drive visitors from further a field. Probably less economically significant than category 1, but
fairly numerous and medium spend of maybe $100 a night.
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4) Organised and led mobile safaris in cars, minibuses and overland trucks. A small but growing
sector with a variety of spending levels from maybe $20 a day to $200 a day in country.

5) Non-indigenous residents. May fly using internal schedule or charter flight, self drive or use
public transport. Typically more adventurous travellers visiting major destinations as well as
smaller and more remote ones. Daily spend maybe from $20 to $200.

6) Independent backpackers. Using mostly local transport and occasionally flights. Concentrated
on Livingstone but sometimes visiting national parks, other attractions, Lusaka and transiting
through Zambia. Daily spend maybe $30.

7) Zambian nationals. Relatively low propensity to holiday tourism due to financial constraints and
cultural reasons. Spend levels from $10 to $200 per day.

8) Educational and research groups. Few from outside the country, but steadily growing humber
especially from private institutions within. Strong local demand to avoid long travel distances.
Spend levels from $5 to $75.

Due to the relative difficulty and high cost of travelling to Zambia from overseas and the large
distances between attractions, Zambia tends to be visited by tourists with a specific agenda of seeing
(or hunting) its wildlife highlights and visiting the Victoria Falls. With the exception of Livingstone
which has fairly good international travel connections and high geographic density of tourism
attractions, lower value activities such as walking, cycling, cultural or historical sites are unlikely to
attract the large volumes which they require to be commercially successful. Zambia is seriously
disadvantaged in competing for lower cost tourism by its sheer size, distance from major markets, high
cost of inputs, and under-developed transport and communication networks.

This constraint is particularly important to consider in relation to the development of successful CBT
enterprise which tends to be low to middle end tourism, because few potential customers are likely to
travel to Zambia (with the possible exception of Livingstone) for low/middle range products. Hence
CBT is only likely to be successful as an add-on product to mainstream medium to high end
commercial tourism.

Development of the tourism industry is led mostly by entrepreneurial individuals or partnerships,
although the input of government agencies is often critical to tourism enterprise. Examples are the
provision and maintenance of road and communication networks, and the management of wildlife
resources (ZAWA). Although there are examples of government initiative leading the way for tourism
development such as the construction of an airport, road and bridge in Mfuwe, and the current uplifted
protection and development of Kafue National Park supported by the World Bank SEED Project, there
are other cases where government provides almost no support with operators maintaining their own
roads and airstrips, providing wildlife protection and using independent satellite communications. As
in all sectors of the economy, inescapable dependence on government monopolies such as the supply
of fuels has been a source of much concern to companies when it breaks down. Whilst the
government has maintained the ZNTB to market Zambia as a destination, survey reponses show that
operators find they have no influence over its operation, that it is poor value for money (licence fees)
and prefer to rely on their own efforts.

The industry has a poor record of cohesion and joint marketing. In recent years the Tourism Council
of Zambia (TCZ) has been struggling to fulfil its mandate of representing the entire industry to
government. Some geographical areas and industry sectors have effective associations, notably the
Luangwa Safari Association (LSA), whilst other areas and sectors have weak or non-existent cohesion
or representation. For example, the Livingstone Tourism Association (LTA) was initially effective and
secured visa waivers but currently lodges complain that the membership has become too diluted to be
effective and is not worth the US$100 membership fee (Lodges Pers. Comm.). There is no network
either formal or informal for CBT in Zambia.
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3.3 Economic Impact

Tourism is a small but steadily growing economic sector in Zambia and the value of the sector and its
economic multiplier effects is a matter of debate. Information on the economics and finances of
tourism and protected areas in Zambia is currently extremely limited.

A recent study based on the WTO Tourism Satellite Accounting (TSA) method prepared by Oxford
Economic Forecasting (OEF) for the World Tourism and Travel Council (WTTC) shows that tourism
contributes around 1.9% (directly) or 4.5% (directly and indirectly) to Gross Domestic Product (GDP),
3.7% of total employment, 10% of direct exports and is forecast to grow at 4.5% per annum over the
next 10 years (WTTC, OEF 2005).

A study prepared by Development Services and Initiatives (DSI) for the United Nations Development
Programme (UNDP) and the Global Environmental Facility (GEF) estimated the economic impact of
national parks in Zambia as 2.5% of GDP (DSI 2004). The study used a different model of economic
impact analysis and incorporated outdated tourism multipliers from Kenya so the methodology and
results may not be accurate (DSI 2004).

The only available in-depth economic research on a destination within Zambia is the recent tourism
study commissioned by the Luangwa Safari Association (LSA). The study factors in the same
multiplier effect as DSI and indicates that tourism in the Luangwa valley is worth US$6 million annually
(Pope 2005).

A new survey of international tourists to build on the DSI findings is underway. It is assessing nature-
based tourism demand, economic impacts using newly calculated multiplier effects and tourists
willingness to pay (WTP) (NRCF/UNDP/GEF/World Bank 2005).

The Government set a challenging growth target for tourism in the Poverty Reduction Strategy Paper
(PRSP) of reaching 10% of GDP within 10 years. Given the annual GDP growth rate of Zambia (5%
in 2004), however, and that the sector currently only represents 4.5% of GDP and is growing at 4.5%
per annum, this target will be unattainable without a substantial boost to the sector
(NRCF/UNDP/GEF/World Bank 2005).

The Government's vision may currently be unattainable but should be viewed in the context of
Zambia’s undeveloped tourism assets and the regional picture. Tourism accounted for 8.8% of GDP
across sub-Saharan Africa (WTTC, OEF 2005) and the World Tourism Organisation (WTO) estimated
that in 1998 Zambia captured no more than 0.76% of tourism income to the Southern African region.

Furthermore, the growth target is particularly difficult to achieve with reference only to the holiday
industry as only around 30-40% of international tourists as classified by MTENR are on holiday. No
more than 35% of tourism income would appear to be from holidays, as in 2003 the dominant holiday
destinations of Livingstone, Lower Zambezi and South Luangwa earned approximately
US$34,000,000 (Pope 2005, DSI 2004), against a total national tourism income of US$148,841,075
(MTENR data).

The relatively labour intensive nature of the tourism industry and the high proportion of tourism
facilities in rural areas, means that the industry is a particularly important positive economic force.
Tourism businesses contribute significantly to:

Employment in areas of high un-employment

Local development through direct financial and technical support

Government revenue through taxes and fees

Conservation through physical presence, active management support, and by placing value on
natural resources.
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These important factors increase the relevance of tourism well above its direct contribution to GDP.

The most reliable data available indicates that there were 577,526 recorded international tourist
arrivals in 2003 broken down into:

30% Holiday (172,967)

16% Visiting Friends and Relatives (90,010)
41% Business visitors (236,326)

14% Other (78,223)

Table 1 Business and Tourist Arrivals to Zambia by Point of Origin in 2003

Country of Residence Total Arrivals
Southern Africa 274,701
East Africa 40,644
North Africa 668
West Africa 1,428
Central Africa 54,361
Europe 133,087
America 34,682
Asia and Oceania 37,956
Total 577,526

Source: MTENR 2004

In addition to these international arrivals there is a significant volume of domestic tourism with
expatriates probably forming the greatest part of this market segment.

The best available data to show which destinations these tourists visit is from ZAWA park entry
statistics. In 2003 (last available statistics) visitor numbers and estimated associated income were:

Table 2 Visitor Numbers and Estimated Income to Five National Parks in Zambia in 2003

National Park Size Total Estimated Total | Visitors per Income US$
(sg km) | visitors Income (US$) sg km per sq km

Victoria Falls and 70 | 114,788 $30,000,000 1,640.00 $428,571
Mosi-oa-Tunya

South Luangwa 9,050 18,712 $3,600,000 2.07 $398
Lower Zambezi 4,092 3,631 $2,172,000 0.89 $530
Kafue 22,400 2,619 $1,440,000 0.12 $64
Kasanka 430 1,127 $90,710 2.60 $210
TOTALS 140,877 $37,303,000

Sources: DSI 2004, KTL Annual Report 2004

No data was available for other parks for 2004 but figures would be lower in visitor numbers and
income. For example, North Luangwa received 148 visitors in 2000 (ZAWA 2004).

Although these figures give some indication of the spatial distribution of tourism in Zambia, they do not
show a complete picture as they do not indicate the time spent in each park, the amount of income
generated in the area, the percentage of tourists visiting more than one park or the whereabouts of the
high apparent percentage of tourists who did not visit any of the listed parks. Holiday tourists who
may not be captured include visitors to national parks not listed, safari hunters (activity takes place
only outside national parks), visitors to non-wildlife attractions such as historical sites and waterfalls
outside national parks, visitors to wildlife areas not designated as national parks (e.g. Bangweulu,
private game ranches), tourists essentially in transit, low budget travellers who avoid park entry fees,
visitors solely to cultural attractions, visitors describing themselves as tourists but actually visiting on
business or short term work.
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This “missing” group of visitors is unfortunate from the analysis viewpoint as they undoubtedly include
existing and potential clientele for CBT enterprises located outside the areas for which data is
available. It is clear, however, that the Livingstone area (Victoria Fall and Mosi-oa-Tunya) dominates
in visitor numbers.

There is remarkably little information available on CBT in Zambia, but from the information gathered
for this study it is apparent that its share of bed nights and income is extremely small as is its
marketing profile.

3.4 Policy and Legal Framework

3.4.1 Tourism Policy

The Tourism Policy for Zambia was developed between 1997-9 but only published in a form
accessible to stakeholders and made publicly available from MTENR in 2005. In summary this
document states that due to its concentration of in rural areas, the employment opportunities created,
its ability to act as a development catalyst and the economic multiplier of its largely export income,
tourism is expected to play “a key role in the national economy as a source of economic growth,
provider of jobs and income”. Furthermore, that tourism is “pivotal to bringing development... and
poverty alleviation in rural areas”. The mission stated for the tourism sector is “to contribute
sustainably to the economic well-being and enhanced quality of life for Zambians through Government
led, private sector driven, quality product developments that are consistent with the protection of the
unique natural and cultural heritage” (GRZ 1997).

In relation specifically to local community involvement in tourism the government aims to:

¢ Redistribute both the opportunities to participate in tourism growth and access to the benefits
from it, towards Zambians.

e Diversify the tourism product from being mostly wildlife based into other products including...
culture and heritage, traditional ceremonies... community based tourism.

e Promote proper investment incentives in ... cultural tourism.

e Increase local involvement in suitable opportunities.

e Involve full participation of local communities in the development of national parks, game
management areas and heritage sites.

e Encourage local communities to organise themselves to effectively participate in the tourism
industry and enter partnerships and agreements with commercial investors.

Policy for funding the tourism sector includes the Tourism Development Credit Facility (TDCF) as “a
source of soft loans to local investors and local communities”.

There are other relevant policies being formulated to promote community participation in tourism and
wildlife management, such as ZAWA's proposed Community and Game Ranching Policies. These
proposed policies have been heavily criticised, however, on the basis that they “are highly
retrogressive to economic growth, and ignore basic economic principles and the experience of best
practice” (DSI 2004).
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3.4.2 Strategies and Tourism Objectives

The Government is in the process of finalising a new set of Strategies and Tourism Objectives to
implement its tourism policy from 2006 to 2009. A set of Proposed Strategies and Tourism Objectives
2006-2009 was commissioned by MTENR from Robins Development Associates Ltd and funded by
the Japanese International Cooperation Agency (JICA). Although this document has not been ratified
and will probably go through some revision, it provides a good guide on the direction being taken by
the Government. CBT and supporting roles that can be provided to tourism by communities are
specifically mentioned (highlighted in italics).

Key objectives listed are:

Growth of tourism income from 546,000 arrivals per annum to 1,000,000 by 2009.

Growth of tourism earnings from US$133 million p.a. to US$210 million p.a. by 2009.

Growth of employment in tourism from 16,458 direct jobs to 24,800 by 2009.

Increase of local supplies to the tourism industry.

Training personnel through Hotel and Tourism Training Institute and in-service schemes.
Encouragement of communities to play a role in tourism development and management and
secure a fair share of its benefits.

e Benefits from tourism to be sustainably and fairly distributed.

Significant strategies proposed to achieve these objectives are:

e Public sector agencies to shift their emphasis from restraint to facilitation of the tourism industry.

e ZNTB to be streamlined into a “lean marketing machine” with regulation and licensing moved to
the Department of Tourism (DOT).

e Co-ordination of public and private sector interests in joint promotional activities.

TCZ to have first class secretariat and sound financial base supported by government matching

funding from the private sector.

Revival of Inter-Ministerial Committee for Tourism for better progress on cross-ministerial issues.

Development of more accommodation and activities in and around Livingstone to meet demand.

Townscape and landscape improvements to Livingstone.

Encouragement of visitors to Livingstone to explore more of Zambia including CBT Products.

Extensive development of Kafue National Park (KNP) with creation of a “critical mass” centre

around Lake Itezhi-Tezhi.

Develop a second tourism activity complex (to Livingstone) at Lake Kariba.

¢ Inclusion of the far north of Zambia (Lusenga Plain, Mweru Wantipa, Sumbu National Parks) as an
area of priority tourism development.

¢ Financing of strategic action plan implementation by government 10%, Donor assistance 20%, and
Private sector investment 70%.

Source: JICA 2005

MTENR also requested a CBT mission from the World Tourism Organisation (WTQO) to develop
recommendations on an approach for communities to develop and implement tourism. The 10 day
mission was undertaken in December 2004. The report identified government, some donor and NGO
stakeholders, documented two CBT enterprises (Chiawa and Kafumba Kwale) and potential
attractions in areas visited. Field visits and analysis were confined to Lower Zambezi, Mumbwa, the
Copperbelt and Kasama. There are no CBT initiatives in the Copperbelt and Kasama which are very
marginal holiday destinations in Zambia. WTO concluded 