Tourism Market Research Study for Tanzania
Executive Summary
1. The aim of this study was to undertake market research to assist Tanzania with its growth strategy, which aims to double tourist arrivals by 2012.  Due to a deceleration in the number of tourists visiting Tanzania to tour the traditional Northern Circuit, there is a perceived need to identify market segments into which Tanzania can diversify, as well as targeting new source markets.  There is also an additional need to identify any specific areas of concern that are preventing tourists from visiting Tanzania.

2. In 2006, Tanzania received 644,124 international inbound tourist arrivals.  The average annual growth rate of tourist arrivals over the period 2000-2006 is 4.3%.  Whilst it is clear that Tanzania’s economy relies heavily on tourism, and therefore an increase in tourist arrivals will almost certainly boost the economy accordingly, Tanzania is also aiming to develop low volume-high yield tourism, thereby minimising the cultural and environmental impacts of tourism whilst providing a product that is upmarket and high spend.  Although this is commendable, the strategy sits at odds with the aim of increasing tourist arrivals to 1 million by 2012.

3. Based on the findings of the Visitor Exit Survey, Web Survey and Focus Groups, it can be summarised that:

· Only a minority of the populations of the main tourist source countries have either travelled to Tanzania or have a clear image of the country as a tourist destination.

· There exists a significant disparity between those that have previously travelled to Tanzania and those that have not in respect of their knowledge, awareness and perceptions of Tanzania.

Previous visitors to Tanzania exhibit strong awareness of the country’s tourist regions and attractions, and – significantly – have a good level of repeat visitation resulting from satisfaction with their previous visits.  However, there are complaints of poor infrastructure, in particular the airports, facilities not offering value for money, and poor levels of service.

Non-visitors tend to have very weak levels of awareness beyond knowing that Tanzania offers safaris and has wildlife, and few could name any specific destinations or attractions in the country.  Of even greater concern, is the fact that non-visitors have a number of negative perceptions about Tanzania that would deter them from making a visit to the country. Concerns include perceptions that: as a third world country it would not be a suitable place to visit on holiday, poor infrastructure – especially roads, the spread of AIDS and rife corruption.

4. A considerable majority of tour operators see Tanzania as a growth destination offering an authentic African experience generally superior to Kenya, though Botswana and South Africa represent stiff competition. There was a widespread call among tour operators for an increased destination marketing effort. 

Tour operators tend to agree that whilst Tanzania offers an unparalleled natural product, the infrastructure and service levels do not match the prices that the tourists have to pay – in other words, it is not offering value for money.

There is general dissatisfaction amongst many operators with price increases, in particular in relation to national park entry fees, but also other areas such as accommodation concession fees in parks and vehicle fees in parks.  Sudden price increases make it difficult for tour operators to plan and budget, and can be disruptive.

5. The research undertaken during this study identifies a number of issues that are constraining the development of tourism in the country.  Broadly speaking, these can be categorised into two groups:

· Tanzania is not competitive enough as a destination: it does not consistently offer value for money.

· Low awareness and poor perceptions: too little is known about Tanzania as a tourist destination in the key source markets.  Perceptions of the country are also poor, often unnecessarily putting tourists off visiting.

6. It is not true that a destination that is expensive will not thrive.  Tourists are prepared to spend more money in one destination than they would if they visited another, as long as they feel they are getting value for money.

As the research has highlighted, Tanzania’s natural tourism product is, in many ways, unparalleled in Africa.  However, the tourist experience is not measured alone on the beach or wildlife product.  It is the whole continuum that starts when the tourist first arrives in the country until the moment they leave.  And arguably it extends beyond this all the way back to their place of origin (flight connections and schedules are an important part of the travel experience too).

Consequently there are a number of aspects of the tourist experience that are diminishing its value for money, these were identified as:

· Service delivery – generally poor training and experience

· Hotel standards – below standards experienced by tourists in other countries

· Air access – limited carriers linking European markets

· Airport infrastructure – poor airport facilities, especially Dar and Zanzibar

· High park fees, concessions and other taxes – poor park facilities

· Seasonality – diminished tourist experience in high season/overcrowding

· Price – fairs poorly when compared with other destinations

· Poor roads – increases time to travel between destinations

· Development of the beach product – scope to improve Zanzibar & mainland

· Poorly developed cultural product – considerable scope for improvement

· Lack of activities that provide “value added” to the destination

7. The consumer research showed very low levels of awareness of Tanzania, including its geographical location and the products it offers.  Also, perceptions were poor, with many of Africa’s problems being (in some instances) inaccurately associated with Tanzania.  The key issues related to low awareness and poor perceptions were identified as:

· Safety and security – misperceptions of Tanzania

· Promotional strategies – previous strategies misdirected and/or non-existent

· Branding – new fresh and dynamic brand is needed

· Consumer trends–consumers have a wider range of choices than ever before

8. In the future, greater public-private sector cooperation and coordination is required in order to plan, promote, market, and regulate the industry in a manner that will ultimately prove to be sustainable, and successful, for Tanzania.
