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ABSTRACT

This study aimed at exploring Demand of Swedisbuiiss towards Ethiopian tourist
destinations. Thauthorhastried his level best inidentifying the demansl discrepancie®f
Swedsht our i st s 0if they erkdferezl rmcvisistous as same timeéy Ethiopian
Tourism fctorandothers African countriesamely Tanzania, Egyptan, South African and
Kenyan Tourism Authority. In caring out thistudy, both qualitativeand quantdtive research
method isbeingused andhe most importandatais sourcedy primary data collectinghethod
using interviews, Surveysand by secondary data utilizingeratures collected from books,
Journa$, Pastresearchesand Hectronic websitesThe authoralso used strategic sampling
technique whetwy ample potential feedbacksuld be gathereftom SevenToursCompanies,
Five African Embasss andlwenty Five active Swedisholristsin Stockholm.

On the basis of thanalysis of the data whiehascollectedduring the interview andurveys
the study revealed thatajority of Swedish tourist havelittle demandon EthiopianTourism
supply(offers)due to the following reasons;

1. Swedish tourigaredominantlymore fascinated by Adventyrgafari and Bachtypes of
trips than cultural and Historicalolirs. These interests have leaddem to look for few
African countries whicthaverich sources oAdventure, safari anBeach trips.

2. Even though there are fe8wedish visitorsvho are interestedh culture and history, they
need to geait leasbnecombinationfrom Safari, Beach or dventuretrips. But unlikethe
restof othersfour African Tourist destination countries stated on the ahwaagraph,
the Swedish tourists believinat these combinatios are not available in Ethiopian
Tourism offers as they thought tHathiopia isonly known by itsculturalandHistorical
Tourismoffers

3. Tour and travelcompanies, who are running thejor Swedish tourigt flow to Africa,
have very littleinformation andpracticalexperience on Ethiopian tourism supply. Due
to theseeasos the information that they kneaboutEthiopia and itgourismsitesis not
coincide with theEthiopian Tourisnpotentialin reality.

4. Moreoverthe poor marketing operation of Ethiopiaaufism Authority and its delegates
in advertizing and clarifying the above irregularitiesich areraised by both the tourists
and the our and travel companies. These and oth#ributedfor the failure of Ethiopia
tourismAuthority to welcomeas manySwedish tourist as possible.
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1. CHAPTER ONE

1.1Background,
Tourismisdef i ned s ci taendum 6fithe anedomenaaand rélationships arising from

interaction among tourist, business supplienest governments, host communities, origin
government, Universities, Community colleges, Nongovernmental organization in the process of
attracting , transporting, hosting, managthg tourists and others Visitor§Mckercher, 1995{

andil Tour i s plswhatraeel tgpamdstay in places outside their environment for more than
twenty-four hours andout not more than one consecutive year for leisure, business and others
purpose but not related to the exercise of an activity remunerated from withiraticeepl vi si t ed
(WTO, 200%9). Holloway also defined ouristassomeoneavho travels to see something different

and then compla when things are not the sartéolloway, 1994).1t is one of the largest income
generating Business sectors which contributes thultr e ct i on al benefits for
developmentTourismhasboth direct andindirect impacs$ through enhancing the total economic

growth of the country Now a day, Tourisnsectoris getting attention by developing countries

since it is becominga backup for their economy stabilitwith the fact thattheir economic
background mainly depends exportingAgricultural products whicthaslittle contribution for

earninghard currencyUsman A.Raheem, 2008).

Now a daydegeloping countmiggre striving to make use of the benefifsTourism
sectorwith the fact thatWorld Tourism Organization (WTO) encouraghem through providing
technical and professional suppoif$orld Tourismorganization (WTO)s a specialized tourism
agency of théJnited Nations whiclalwaysprepares and issuése world tourismmarkettrendsto
potential Tourism destinations so assigpport the efficiency ofWTO me mb ecoustides in
assessing the contemporaourism markettrends situations. WTO isa leading inernational
organization serving itsnembersin facilitating forums €eminars)on tourismpolicy and its
practicability. Besideghis technical and professional assistance, it usually provides financial
assistance for maintaining World Heritage sites whack believed to be seen in dangerous
situation(WTO, 2009b).

1.2 Economical, social and EnvironmentaBenefitsof Tourism
Services in general and tourism in particular are increasingived as the best opportunitiasd

the most viable optianfor the sustainable economic socaid environmentatievelopmerd of
the least developecbuntries(Dawid, 2001) If tourism is properly incorporated in to development

strategies, the tourism sector can be a catwere of new productive systems aimed at eediig
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poverty. The main intention of tourist destination is to maximize the economic, socio cultural and
environmental benefitandminimizing Drawbacksassociatedavith Tourism To accomplish these
objectives, the destination manager should understangdtential positive and negative impacts

of tourism. There aremany reasons why Tourism s&en as a vital tool for tourist destination

countriesin economic, socio culturand environmenstreams

1.2.1 EconomicBenefitsof Tourism

A. Tourism role in creating new Job
It is labor intensivavh er e it d o expensé for laban @peratiords cogeared to others
sectors|t providesa wide range of diérent employment opportunities since it has plemoyk
opportunities from Skilled to the un#kd individualslevd. It contributes taa widegeographical
spread of employment opportunity asstnot onlyrestricted a the main center&apital cities or
Big regional cities)ather it also applied inural areas wherehé attraction sites aredated,It
employees more women and young people than other indu#it@eates opportunities for many
small entrepreneurs and for the development of a wide range of small scale Business which do
have interrelated businessrough which they can producer fabricaed products for tourist
DemandsDawid, 200).

B. Tourism role in promoting Export
Whenthis studyclaim that tourism hasa power inpromotingexport, it is to mean that iearns
foreign exchangé Hard Currency) which is so vital fothe develgpmentof the tourist destination
countries In the case of tourism, the customer visits the tguto consume the producthe
problem of market access which usually happens in so many offtlegrbducts does not exist
herein tourism as it hardly encmtered problems that other export industries are experienced.
More over itis free fromanytariff or quota barrierslue tothe fact that theonsumers armeant
to be there personally.

C. Tourism role in curtaining government capital Budget
As anyof otherindustrial sectorstourismsectoralso requireapitatfinancial investment and
human capital. But it cost less comparing to others as many of the fixed assets of tourism are
natural. For instancethe presences ofatural wild life, beaches andountans in a country by
much reduced iteapital assetsost unlike others industrie§here was a time when a country was
regarded as rich if it had a Gold mine or possessed other raw material§toslgerception is no
longer valid right nowThe valueoa countryo6s i ncl uwiddfs andothérd ur e,
which represent enormous capital assets for the towsestor. Therefore poor countriesuch as;
Ethiopia,Kenya, South Africa, Tanzania and Egypavenatural Tourism capital assets without

Teshale Biazen, Master Thesis, BTH 2010 Page 9



incurring any fixed capital cosficcordingly, his would alsde taken as great advantage as other
sectors areot beneficial withsuchconcern.

D. Tourism role in promoting backward integration
Tourism is much more diversifietidustry than any other indtry and has numerous linkages
with others economic activitie¢Dawid, 2001). One of the reasons why toumsis often
misunderstood related withe nature of tourism activitie$he economiccontribution of tarrism
does not consist out of few big transaws rather it comes out from a chain of series of many
small transactions. For example, a bread roll and a cup of coffee, a post card, a bus-sitiet, a T
and the entrance fee at museum are all part of tourism spending, that is actually over the spendi
costson accommodation, food, transport etc. However, in spite of its all diversified benefits, the
many links of this chain are not always visible neither the sestuch are benefitetrom it, such
as agriculture, printing, closi;n Beverage nor seice sectorssuch asHotels, @llery shops,

Museum and others

1.2.2 SocialBenefits of Tourism

Tourism in general has three broad socio cultural advantages. These are the promotion of cross
cultural understanding, the incentive value of tourism in presgia local culture and heritage
and the fostering of sociatability;

A. Promotion of cross cultural understanding,

When individuals have had only very limited or no contact at all with a particular culture, they
commonly hold broad behavioral generalizatabout that culture and its members. This may lead
them in experiencing negative and in accurate guidelines that indicate what can be expected when
encountering members of that cultuf@avid Weaver, 2002)It is exactly the samdf one
foreigner feels tat Swedish people are intolerant without experiencing their actual behavior. But

if this person has got an opportunity to come over Sweden for visiting, he will change his attitudes

about Swedish citizens as they are living with great endurance.
B. Tourism Incentivein preserving culture and Heritage

Tourism advocatordelieve that tourism stimulates the preservation or restoration of historical
buildings andvacationsites. Thiscould be occurreddirectly through e collection of entrance
feesand donatioras well aghrough the allocation of general tourism revenue to preservation or
restorationefforts. Whensuch activites aretaken in to consideration, WTO takis first role on

the mission of preservatiaulturalandHistorical heritage.
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C. Tourism role in fostering socialwellbeing and stability

In a place wherehere are wellfeed, wealthy people andall other thingsare being equal
(Scandinavian countrigsthey are usually less likely to initiate social unrest or political
disturbanceWhere as ira country where there are maogorand few reach peopldsr instance
most African Countries crimes, political unrest, poverty and disease ateen take as the
reflectiors of the country inthe international med® Howevertourism by creating jobs and
generatingnew personal disposablacome, it promotes the level of economevelopment
encouragingdo increase social well beirand stability.On the other han@ourism also moderates
the action obppressiveg o v e r n anteomtb thesr citizenin this casewve can take two practical
examples which have happened both in China and Malaysia. Initially these countries governments
were more autocratic artb not allowedthe free movement afppositionparty and Protestors but
meanwhilethe presence of tosts softening the Malaysian government actions against opposition
protesters and Chinese governmactton onthe Tibetan proteste(®avid Weaver, 2002)

1.2.3 Environmental Benefits of Tourism

The environmental Benefits of Tourism is broadly comprises with benefits which are
incentive to protect and enhanttee environmental assetsf the destination and creatirggpod
opportunity to maintain ecotourism (unspoiled environment) where wild animals are also
preserved well. But still there are environmem@sts inoperating Durism Marketing. Thusthe
touristhost countries should come over on the net valuts opportunity cosand decide whether
they are beneficiary from it or notherefore although tourism has the above benefitsdoth

least develpedand developedountries it has also potentiarawbacks for the countryAmong

all its drawbacksdw are described here below

1.3 Economical,socialand Environmental Drawbacks of Tourism
As the size and scope of the global tourism continued to inctbesggh the late 1960s and

1970s, evidence began showthat the economic impacts of the sector were not necessarily all
positive.In response to tlse evidencedlifferentwarningthoughtcomes outvhich argued that the
economic, social, cultural and eronmental costs of unregulated tourismay outweigh its
benefits. This idea ga&e an indication for the destination countrigs enable them see the

outcomes of tolsm and take necessary actions.

1.3.1 Economic Drawb acks of Tourism
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A. Direct finical costs,

These costs are necessarily incurred by the public sector to generate and sustain the flow of
tourism. Mainly it includes the operating expense such as advertizing, promotion and publicity,
salary and wages cosfstom this observation tourism sectors leatendency in scrambling the
annual budget of the countfipavid Weaver, 2002)

B. Indirect financial costs

These costs are not directly interrelated with the advertizing, promotion and wage salary of labors
rather it includesostslike; Imported currat goods and services that are required by t@uist
tourist sector ( Petrol anfdod), imported capital goods and services requivgdourist industry
(Furnishing andaxis), imports for government expenditure (airport, road and port equipments)
induced imports for domestic producersiavsupply the tourist industryeftilizer to grow the food
consumed by touris{&nglish]1986).

C. Fluctuations in Tourist intake,

Tourism is an activitywhich is frequently at the opposite end athersindustriesexperiences

being highly exposedin some manifestationsuch aschanges in weather, fashion and socio

political condition(David Weaveyr 2009. The first reasorwhich createdluctuationi n t our i st
intake is uncertaintyf demand. In tourismgonsumergtourists) are supposed tdravel to the

place of production (destination) whereiasthers industries, products tra¥edm the place of

production to the homes of consumers. Secondly, supply side disruptions within the destination,
such as political uncerai nty or di sruption of infrastruct

intakesnumber
D. Competition with others sectors

In some caseTourismhascompetitve rather than a complimentary relationshgtween tourism
and others sectors in the locabromy.Because the tourism induced food imports may displace
local production if the scales of economies of the expastertheaperand has better quality
productthan locally produced producfBhe reason i3ourism has a telency to divert labor from
agliculture Sectors which tends to offer lowewages;more difficult working conditions and
fewer opportunities foe mp | o wdvancseden(Bryden, 1973). Besidethis, Tourism may
maminalize agriculture, as it is more competitife land usage For instance a golf course

(resorthote) representiuge agriculturaland than whasugarcanglantationtakes.Thus before
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the implementation of Tourism project , @pportunity cost of using tourismis relatedto some

others activity should be taken in tonsideration.
E. Employment problems

It is notedthat Tourism is an efficiensector in generatindirect jobsopportunitieshowever the

nature of this employment may not alwaysdowantageout® the healthy economic growth of the
destination (Bull, 1995)Essentialages in the tourism sector tend to be low in comparison to
others sectors (although agriculture in many cases is an exceptional).This mostly happen as this
sector income is seasonal and lost confidesfomany professional experts with highasg. In

return such kind of insecurity may discourage people to join this institutiomsiay in for long

period of time

1.3.2 Socio Cultural Drawbacks of Tourism;
Thoudh tourism has providea@ lot of benefitson socio culture and others streams as it is

described aboveit is very essential to recognized thiahas potentialDrawbacks bycreatng
social and culturahfluencesin the touristdestination. This igspecially true if those destinations
are located in least developed countries. Among moditg social and culturadrawbacks fevare

written belowas follows
A. Tourism role in Commodification

The gradual commoditizian of a destinations culturer @ts conversion in to a commaodity in
responsdo a perceived or actual demaofdthe touristmarketis a major negative socio cultural
impact associated with TourisifGreenwood 1989. The problems occur when the inherent
gualities and meanings of culturattifacts and performances become less important than the goal
of earning revenue from theirpmduction. Wherthis happens, the culture may be modified in
accordance with the demand of the tosmearkets.And at the enaf a day, theesidents of the
tourist destination may lose their identity and felt on complexity.

B. Tourism roles in Prostitution,

It is certain that prostitution is well established as either a formal or informal business sector in
some destinations as a result of tourist demand. This is a familiar action on the beaches of the
Caribkean andlifferent parts of African destinationsThe sex industry is a very large and well
established component of tourismsiome European cities likkemsterdam and Hamburg, in south
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east Asian Destinations such as Thailand and the Philippines anthwiime areas of Australia
and New Zealand. Howevénoughsex tourism is not condemned in such developed countries as
a cost, it very critical when African beaches are considered giragggravated spread of HIV
AIDS (David Weaver, 2002).

C. Tourism role in Crime

The growth of tourism is often associated with increases in the level of certain types of crime
(Pizam, 1998). &r examplethe tourismii nt ensi v e s neigfberhosdoof theaGold di s e
Coast, recordssignificantly higher levels of criminal #eity than adjacentorder (Prideaux

1996. Given this evidence, it igpossibleto conclude that the growth in tourism is causing the
growth in illegal behavior. Apart frorthis tourism growth usually accompanied by growth in the

resident population stat the actual nuber of crimes might be increasidrates.

1.3.3 Environmental Drawbacks of Tourism,
In the late 1970 the organization for economic cooperation and develog@EGD 1980)

formulated a simple environmental impact sequence that models therengmtal impacts
associated with tourism, these aRermanent environmental restructuring, generation of waste

residuals, tourist activitiesgndirect and induced activitig®avid Weaver, 2002).

A. Permanent environmental restructurin@y include direcyl tourismrelated environmental
alterations that are intended to be permanent. These include construction omadedion,
parks as well as tourist golf courses, airports, new resort hotel. These all gestsgreover the
following environmental edogy; that are Permanenenvironmental restructuring;learance of
existing naturalvegetation,Selective introduction oéxotic (foreign) plants,leveling of terrain

Sand mining on local beaches

B. Generation of wasteesidualsalso includes Generation ofsewage,Production of garbage
Atmospheric emission from aircrafAir craft noise. Tourist activitiesalso include lhe major
stressoractivities such aswalking on coral reefstrampling on hiking paths littering, and
disruptionof wildlife behavior Padestrian or vehicular trafficongestion(French, 1997)Indirect
activitiesincludes Road improvements or airport expansions that occur because of tourism are
example of indirect permanent environmental restructuring while indactdties include the

construction of houses for people who have moved in to that area tansthektourist sector

Even thoughtourism has such drawbacks developing countriedor instance Ethiopia can

marginalizeits advantages bimplementingappropriatestrategiesto minimize the prospective
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costs of sucldrawback. Thesedrawbacksare inseparable, the decision of joining in to tourism
market should ultimatelylecide base@n the net gairtheory of opportunity cost. So far, the

author describedhattourism meandts merts and demerits

1.4 Global Tourism market Trends
International Tourism demand has deteriorated further due to the impact of the global economic

recession. Preliminary UNWTO figures for the first months of 2009 indicate that a continuation of
the negatre growth already experienced in the second half of 2008. Destinations, all around the
world have suffered from a decrease in demand in major sources markets .With the exception of
Africa , central and southern America who all posted positive result gerah35%, Northern,
Southern and Mediterranean Europe , Noilst Asia , south Asia and the middle east are
among the most affected sub regions. Many countries are already developing stimulus measures
to alleviate the effects of the economic csiga tourism, realizing that thisector can be a key

driver of economicecovery(WTO, 2009c) Some Destinations are reducing taxes and improving
travel facilitation, recognizing that it is now crucial to remove obstacles from tourism, especially
taxation ad over regulation

Tourism 2020 vision 1is t heternwvforedaslt assessment of iitme o r g «
development of tourism up to the coming 12 years. An essential outcome of the tourism 2020
vision is quantitative forecasts covering fifteen geperiod taking 2005 as the base year and
forecasts for 2010 and 2020. Although the evolution of tourism in the last few years has been

irregular,UNWTO maintains its long term forecasts as it is shown béfofigure 1;

+ Actual + |+ Forecasts _

1,600 4 16 bn | —-
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500 | Americas 694 mn 1y
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Figure 1, world tourism orgaizat i o0 n &term towisnmgforecast assessm@NirO, 2009c¢)
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As it isshown in theabovefigurel,itiscleart hat t he maj ority of touri

in the first rank while Americas & East Asia tourist destinations are listed in second armakird
respectively. The above result will let us to deal with many issues which attributes for the failure

of African tourism(see Tablel);

Base Year Forecasts Market share Average annual
1995 2010 2020 (%) growth rate (%)
{Million} 1995 2020 19395-2020
World 565 1006 1561 100 100 4.1
Africa 20 47 77 3.6 5.0 5.5
Americas 110 190 282 19.3 18.1 38
East Asiaand &1 195 397 14.4 25.4 6.5
the Pacific
Europe 336 527 Tari 39.8 45.9 31
Middle East 14 36 69 2.2 4.4 6.7
South Asia 4 11 19 0.7 1.2 6.2

Table-L, wor | d t our i s m -termdoarism forachst assessmeeiVTOn 2P09c)
Basedon theabove2020 wTO Tourismprojection,international tourist arrivals will reach on 1.6
billion tourist at the end of the 2020. Out of thimount717 million tourists are expected ¥esit
Europe whileEastAsia & pacific and Americas get 397 and 282ernationaltourist arrivals
respectively. Howeveifrica, Middle Eastand SouthAsia will receive small number dburists
Looking on the above WT@®@ourism marketforecast,few numbersof internationaltourists are
supposed to visit fica then Thus, it needs a gae challenge tattractthem computingwith
othersnon African touristdestinationcountries Accordingly, theglobal of scramblingouristwith

in regionshasput pressuren African touristdestinatiorcountries.

15 African Tourism Market T rends
Even hough there is little progress in Africa tourism development, the major tourism irfesne

beenseen gonéo Northern and Southern Afrinaountries Eastern Africa is getting little receipts
from bothIntraregional and interregional tourisrAs perthe 206 i nt er nat i on al
statistics of Africa, North African and South African countries were the most preferably visited
destinations ahead of others regions (Eastern, central and western Afewdjteratures have
shown ughat Northern Afrcan countries are getting tourists demasds geographical location

is nearbyEurope and Middle East. In the contrary, othersiadghat Geographical proximitgy

itself alone could not be taken as the sole factor for tourism success in Northern Afriaatries
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asSouth Africa is seensasecondor ef erred African touristsd des
Western and Eastern African countries. Consequesilgh occasions mdgad us to explore the
unigue merits that these countries have peesk® attract internatnal tourists or the demand of

the targeted customepreferences prescribed hereaasample.

1.8 Eastern African Tourism Market Trends
The little progress of African tourism is attributed by various factors. However, despite its

positive growth in world tourism market share, it is growing unevenly across different
destinations.The countries performangen terms of both Tourism Arrival and receipts using
country level ofUNWTO, the spatial patterns of international tourism aigvacross African
countries for the period of 1995 and 2005 is distributeelvenly Annexes 5 and)6From these
maps, three observations canthken In the first instanceAfrican tourism market is dominated

by four countries namely Egypt, South AfjcTunisia and Morocco followed by the second
ranked destinations such akenya, Zimbabwe, Botswana, Nigeria, Mauritius, Senegal and
Swaziland. Secondlythe map described thainternational tourism flows are extremely small in
many countries especially mss West African destinationghirdly, despite there is progress of
international tourist arrival in eastern Africa, Ethiopiaaasurist destination possestonly little

t o u rnurmsberaséompared to others east Africaauntries.The argumenhereis thevariation

of touristso flows among touri st deApartiframati ons
African poorinternational touristnarket share of the last fifteen years trerlds, tourists flows

towards African countriewasdominate by few Northern and Southern Afaicegion countries(

see table2)
Regions International tourist Arrivalg International tourist receipt
(million) (billion)
South Africa 12, $9
North Africa 15 $9
East Africa 9 $5
West Africa 4 $2
Central Afica 0.7 $0.3
Total 40.7 $25.3

Table-2,Int er nati onal touri st sobyea 2006\ @,RO7)and r ece

Based on the world Tourism organization 2007 statiskce r t ' y si X per cent of

demands come from Europt describethis figure in further representation; from this ratio
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Northern Europeancountries holds first rankn sending tourists to AfricaThe African overall
tourism market share is dominated by Northern and Southern Africa countries where as western
ard eastern African countries are still lagging behind. The main purpose aituldigis notto

focus on the issue why eastern African tourism market is gone dowit,iduatoreconcerned on
theissue thatvhy Ethiopian tourism market share gaksvn unlike other African countries such

as Kenya and Tanzania aBdypt and Soutifrica (see table3)

1995 2000 2005

Five African countries name Five African Countries name Five African Countries name

T Egy | S K Eth T Egy S K Eth T Egy | S K Eth
International | 285 | 2871 | 4488 | 896 | 103 | 459 5116 | 5872 | 899 | 136 | 590 | 8244 | 7369 | 1536 | 227
Tourists
Arrivals(1000)
International | 502 | 2684 | 2125 | 486 | 16 377 4345 | 2675 | 283 | 57 824 | 6851 | 7327 | 579 | 168
Tourism
receipts($,mill
ion)

Table -3, Tourism Benefit comparison of the above fowuwtries for three consecutive periods of
1995, 2000 and 2009NTO, 2007)

Keys:- T- (Tanzania), Egy(Egypt) S(South African) K(Kenya) EtH(Ethiopia)

Table 3could be taken as witness to show h&thiopia is notsuccessfullyin joining African
Tourism markeshare This is not the only figuréo describe the&veakstatus of Ethipian Tourism
marketsharerather there are plentgformationwhich aregoing to bellustratedin theupcoming
chaptersFor instance in2006, Ethiopia conparedwith other African countrieghe international
tourist arrivals number was very small, which was about 1% of all d@llBn SubSaharan

African tourist arrivals. (See Figurg 2

Egypt
South
Morroco
Zimbab
Tunisia
Botswa
Kenya
Algeria
Nigeria
Senega
Zambia
Tanzani
Uganda
Malawi
Ethiopia .

0 1 2 3 4 5 6 7 8 9
Millions

Figure 2: International tourist arrivalin Africa in 2006World DevelopmenBank Indicators
(Jonathon & Coles, 2009)
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In 2006 eastern African region has achieved higher growing momentum (17%) which was even
more than the growth rate of world touristverage growthFrom the eastern Africanternational
touristsdé arrival, Kenya, Tanzania andBlWganda
Et hi opi adoere is tha paradigm of all the above three premises, the Geographical
proximity of North African to Europe and Middle eastuld not been taken as a major success
factorassouthern African region scored best performamger northern,eastern, central, western
African region tourism revenudloreover,the 2006 fast growth rate of Eastern African region
tourism industry aheadf Northern, central, western, and southern African region, couldkba ta

as the best logic to shatlvat both proximity and availability of tourism products are not trdy

factors whichhighly influencethe decision ointernationaltourists (Annexes 12,2,4.These all

could support the core objectieé this studywhereother potential factorshould be explored in

respect toDemand and preferences to the targeted tourist groups.

1.9 Ethiopian Tourism market Trends
The informationwhich is shown inAnnex1, could justify that Ethiopia islagging behindin

servingSwedishtourists compang to other four countriesSo as to appraise the actual outcomes
any operation, th@erformance okachcountry should be compad and contrasted with others
and thenusing this strategy, Ethiopia can getgmod opportunityto seethe realfactors that
restrained international tosts to visit Ethiopian Tourist sites.

As it is shown below hte figure issued by world develment bank in figure 2ould be confirmed

by Ethiopian Ministry of culture and Tourism 2006 when they issued the followingststafi
(figure-3)

350000
300000 —
250000 /
200000 /

150000 —//

100000

International visitor arrivals

50000

0 T T T T T T T T T
1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

Figure 3, International Tourist arrival in EthiogBonathon & Coles, 2009)
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1.10 Problem statement
Ethiopia tothe contraryof others fourAfrican countries(Egypt, South Africa, Kenya and
Tanzanig, is not strong enough to penetrate ®wedishtourism market. However, as these all
countries posses their ovtourismsupplies Ethiopia als has itsown supplies and yet the flow of
Swedish and others internatal tourists to Ethiopias very little. This claim comes out frorthe
figure of WTO internationalt o u r i st dhat isgdgistdrad svitinl Eth®piant o u rairrigat s 6
for the last fifteen yeardt is by much less than other four majdfrican courriesasstatedn the
previous figuresThus, the concern of this thesigasquestionwhy thissituation is happening and
how it is going to be improved in the futuEghiopian Tourisnoperation.

1.11 Research questions
- Why isndét t ounoredeweloped? Et hi opi a
- Why Ethiopia isnb6t potential destination
- What should be done to reach on the solution
- Who are the potential responsible actors to change Ethiopian tourism situation in the

other way round?

1.12 Statementof purpose
The last fifteen years African tourism histdrgs showedhat thenumber of Swedish arrivdlas
insignificant contribution to Ethiopian international Tourists arrivhlsugh Sweden is the main
tourist source for EgyptTanzania,South Africa, and KenydWTO, 2007).Accordingly, the
authoraimed atexploringthe question calleavhy Ethiopia hasn't been successful in attracting
Swedishtourists andhento produce fewecommendations about what neede done to change

such kinds of phenomenamthe future

1.13 Scopeof the study
The scope of this study is confinédl Swedish tourist As it is shown on the Worldourism
Organizationstatistics forty-one percent of African tourist arrivals are come from Europe, from
this figure, Northern Europan courtries such asNorway, Finland, Denmark, Sweden , England
has played great role in sendinganytourists tomanyAfrican destinations In spite oftheir big
contributions to Africa tourism market, Northern Europe countriessur i st s (except
never been registered iBthiopian potential tourists arrivals statisticehis implies that the
number oft our i st s 6thesecauntriesawasndignificant and mawyot be included in the
column lists of Ethiopian internationifteen yeardouristarrivals statistics. However, almost all

Northern Europe countries tourists hdav@mendousontribution tothe tourist arrivalnumber of
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Tanzanian Egyptian, Kenyan and South African tourist arrivals. This experience might be
describedyy the recent worldourism organization published #007world. From such situation

the author isnterested to explore the attitudes of Northern European coutdugst, but due to
theinconvincible time angblaceof gathering relevardatafrom each countries, theuthor tendto

focusononly Swedish touristDemand¢PleaseSee Table4).

Northern North European countries tourist arrivals destinations displayed in the 2007
African report
counties
UK Finland | Iceland Ireland Norway | Sweden | Denmark
Tanzania X X - X X X X
Egypt X X X X X X X
Kenya X X - X X X X
Ethiopia X - - - - - -
South Africa | X - - X X X X

Table -4, themajor source of tourist from northern European coun{ié¢tO, 2007)
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2. CHAPTER TWO

2.1 Researchmethodology
As it is clearly described in the above discussions, dissertationis focused on exploring

Swedishtourist markedemandonly. In doing sq threeparties are planned to be dealth their
roles in accelerating the flow of Swedish touristéite African countries.The threedata sources
which are involved in thisesearch ar&wedish touri®who haveampleexperiencs in visiting
different African Countries tour companies anfgive AfricanEmbassies marketingkperts $outh

Africa, Kenya, Egypt, Ehiopia and Tanzania).

2.2 Type of Study
The nature othis studyis described ira case studyhroughwhich the authorcan explore the

genuine tourism preferences of Swedish tourtstsards South African, Kenyan, Egyptian,
Ethiopian and Tanzanian touriststinations.

2.3 Type of Research
In this study, both qualitative amguantitative types ofesearchare implemented jointly.Such

kind of strategy will enable us to get ma@@mprehensive information the field Off coursethe
approach ofhis studyis moreinclined to qualitative research method since its idea is interrelated

witht o u rpreterercdand attitude.

2.4 Data collection method
The data is collected from primary and secondary source. The primaipdatiesonline survey

with twenty-five Swedishsample touristanterview withseveninternational tour companies who
haveampleexperience with the fourAfrican countriestourism (Except Ethiopiaandinterview

with five African countries embassisgied in Stockholm Using the above methodhe authors
collecied the information from each groupsThere are reason why the researcher has selected
these three groups .The onlisarvey is executed so &s get theactual demandnd preferences

of Swedish tourig concerning theirattitude (Demad) about African tourist destinations
countries secondlyreachingseven tour companieand five AfricanEmbassies havenable the
author toidentify theirroles in advertizing andotivating new visitors tolet them go and visit

their home country touristsites in African.

2.5 Sample size

The sample size of the Swedisturistis represented biwenty-five potentialtourists Though he

samplesizeis verysmall,it could be takems strategic samplaince they have pre experiertog
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being there as turist before The sample istrategically importansince it istakenfrom the
clients of three tourcompanieqPink Caravan , Aventyrsresor AB, Kenzan Tours ABvjich are
moreexperiencedn African trips thanany others tour companieépart from thee seventours
companies are interviewehd its feedbacksould elaborate the operation of drafting and issuing
of travel package which tendo be sold tahe potentiatargetedcustomergSwedish Tourists)
By having such information the author triedto explore the potential factors which have
influencedSwedishtourists demandtowardsAfrican TouristdestinationsAt the end,the author
has interviewedfive African Embassiesnamely Kenyan, Tanzanian, Egyptia Ethiopian, and
South Africanin order todig outsome information orthe marketing strateggfforts andtactics

which usually usetb attract asnany Swedistourists as possible to their home land

2.6 Delimitation
AS the Sample size is small(Twerftye), it may lack confidence in declarirtige outcomes of

this survey as a representative for the overall demands of the entire Swedish tourists towards
these four African countries in General and Ethiopian Tourism offers in particular. But the
authorstrongly believed that this worlcould betaken asa reflection for the actugbwedish

Tourist demand and encourage for further investigation in exploring the tourism market demand

of Sweden as well as Scandinavian tourigtgards Ethiopian Tourism supply (Offers)

2.7 Limitation
As a matter of time ah financial constraintsthe authoris only confined witha sample of

twenty-five Swedish touristsseventour campiness and five African embassi@s the view of
the author, having suck kind of little samples may not givdepth observatiomnlike big

sample size could provides us.

2.8 Type of SampleModel
TheMorrison Alastair MTourismmodelis tendingto be used in the process of data collection,

analyzing and interpretatioof the overall studyof this work (Morrison, 1996) The model
illustrate thatTourism is an industry incorporatindjfferent sectors from botlsupgy and

demand sidesin this model thregoartiesare seen to besignificantly influential. Theseare
Customer (Demand)intermediaries (Transportation)and supgdier. And these actors are
meant to create process in producing new customers as well as new supply .The process of their
interaction is seen belolwut before we process to seeithinteraction, it will begood if we see

the external influences of eaphrties and then we going teestheir interrelationship and roles

in the accomplishment of successfully Tourism marketkigowing the potential factor of
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demands is very important as the author should analysis if these factors attributes in the
Swedish tourist Demand or not. It magtrbe involved directly in the demand exploration
processof Swedish Tourists but it could give strong understanding for tourism sector to

considerthe following demandactors while they give theattention on supply de;
2.8.1Customers(Demand)

Geneally speaking, thevacationchoice of any tourist (Customer)s influenced by various
external factors. Theculture, time available, the Socioceconomic backgroundand
psychographics are significant factors to influetacanfluence the tourist decision

A. Cultural backaground

Models of behavior have suggested that behavior choices are determimpsychylogical
factors which areanotivation, perception, learning and attitudes. However theseraeturn
determinedby culture,personality, society, and othezgternal forcesCulturecan be defined

fias aset of beliefs, values, attitudes, habits and forms of behavior that are shared by a society
andtransmitté f r om gener at(Beonet1382)Culualvauesalétarnane which
behaviors gesocial gproval or disapprovallhis gives chance fd8ocial groupgo influence

the behaviorand demand of an individual'he cultures of different countries are varying
greatly. In order to successfully attract people from a particular country, it is necesbary t
aware of these cultural differencelofstedehasanalyzedcertainwork-related values of over

50 countriegultures He found that the value patterns dominate in these countries varied along
with four main dimensiondndividualism vs collectivismMasculinity vs femininity,Large vs

small power of distanc&trong vaveak uncertainty avoidan¢elofstede, 1985).

B. The effect of time in Tourism

The availability of time acts as a major inhibiting factor for tralidle desire and financial

ability to travel are insufficient factorsf one doesnoét have the ti me
be present for travel and tourism to take place. Our time might be sent three ways, which are
maintenance activitieghese activities involve in a certain degree ofigdilon and that are
necessary to sustain and maintain life. These includes activities like eating, sleeping,
maintaining the house caring for the lawn. Time also spembg, this involves a high degree

of obligation than maintenance activities. Wher#waes third isLeisure (visiting)time it is a

time left over maintenamcand work time.
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C. Socioeconomiavariables and their effect on Tourism,

Age - The relationship between tourism and ages have two components: the amount of leisure
time available relativéo age and the type and extent of activities undertaken at various age
levels. It is safe to conclude that the rates of participation in the majority of leisure activities
decline with ag€Robert & Morrison, 2002)

Income’i Income is obviously an importafactor in shaping the demand for travel. Not only
does travel itself entail certain cost but the traveler must pay for services rendered at the
destination as well as have money to engage in various activities during the trip. So the
personal disposabiacome (the amount of income left after paying taxes) will determine the
pattern of travel in every aspect. So as the level of personal disposable income increase the

amount ofdiscretionaryincome for visiting will increase.

Sex over all participation ofates in luxury activities do not differ between men and women
although many women engaged in and women has different preferred activities than men that is
they are more evolved in cultural activities than outdoor recreational playing and watch sport .
This happened since the traditional responsibilities of females related with domestic work and
child care have led them viewing luxury activitighich aretask oriented than time oriented ,

social than physical , relational than selierestedRobert & Morrison, 2002)

Education - There is strongcorrelation between education and income, the amount of
education obtained will most likely determindyy the nature of work and luxury time
activities. Researchers have found that participation in outdoor riecréahds to increase.
There is also some evidence to suggest that the more edusetgdeprefer those activities

that require the development of expressive skill , such as attending plays , concerts , art

museums, playing tennis and golf reading boakending adult education classes ,
D. Psychographic background

Personality of an individual can be described as the summation of the characteristics that make
the person what he or she is distinguishing from other individuals. And this personality
determire by personal traits. Oftetime a person is described as having certain type of
personality. Personality types consists of characteristics that taken together form a certain kind
of person it could be seen &stroverted or extroverted.Introverted tendto be shy and
reserved. Extroverted are othmented looking outside the self and tending to be objective

rather than subjective. Outdoor recreational activities in gengnadfer by extrovert people
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(Plog, 1991) Stanley ploghasdeveloped a model in ¢h1970s that is designed to explain the
type of destinations chosen by people based upon their psychographic characteristics.
According to this model, traveler can describe based upon their place on an allocentric/
psychographic continuum. Allocentrics feetraveling independently on destinations that have
few tourists while psycho centric prefer to vacation with tour groups and travel to well
developed tourist regions. Allocentrics tend to be slightly wealthier, more adventures,

extroverted, self confid#, travel more time away from home as a child
2.8.2 Suppliers (destinations)

The tourism supplies consists of the principal assets that the country has to offer to tourists
combined with the tourist demand from the time that the tourist decidewéb tivathe visiting
destination until his/hereturn backo home.As we have see the man factors of Tourist Demand,
we should also see the potential success factors of the Tourist DestinBliemaost common
types of tourism supplies are consistlog following items (Dawid, 2002)

- sun, sea and sand for resort tourism

- Wildlife for safari tourism,

- Mountains , lakes , rivers, forests and valleys for nature, scenic and adventure tourism,

- Cultural assets in the form of the built environment that is umants , old cities, a

living heritage expressed in a distinctive local customs and songs, dance, art ,
handicrafts, and museums that reflect the local cultural heritage .

The tourism supply is broader than what the country can offer to the visitorsitsinckeides
transport to and from the country and final destination, hotels and other accommodations,
restaurants and other types of foods services, tours services. Therefore, the competitiveness of
the tourism depends on the quality and accessibilithebuilt assets. Tourists should have got
access to banking, telecommunication and medical services. Along with the infrastructural
facilities, physical securities are the vital and essential elements for tourism product. But it
doesndt me anissied ad the torilyedeteantinant factors for the success of tourism in
developing countries; rather there are plenty fundamental factors. Among these, the most power
full influential factor isthe demand of the tourist at home. If the supplies of touasmnot
suited in accordance with the preferences of the targeted customers, the tourism supply will not
have any power to attract any. Thus, it should be clear that both demand of Customers and offers
of the supplier have to come up in the same pointtla@d we can say there is a succéssof
the Author specul ati on, l' ittl e Swedish touri

following reasons; these are,
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Immature International advertizing engagement

Lack of Sea port,

Lack of security conflence on the mind of international community.

Lack of experience share with others neighbor African countries,

Poor collaboration with international Tour operators which are working in Stockholm,

Due to Ethiopian national Language uniqueness as it is letehp different from
Spanish, French, English, and Arabic.

2.8.3Intermediaries

At the third level to create a good bridge between the customer asdppker,intermediaries

are needd to be involved. For anyfourism industry thefowling sectors are een to be

intermediaries both in the side of customers and Suppliers;

1.

Accommodation, food service and retailing services. Restaurants and food services of
various types, hotels, resorts, gust houses, bed, breakfasts, farm houses, apartments,
villas, condoniniums, conference center resorts, shops of various types including duty
free.

Association setor; International, Regional, dfional and stated trade and travel
association

Attractions and Event sectors; museums, national parks, wildlife parks, gardens,

heritage sites, festivals and events.

4. Convention and Exhibition sectors; Gamtion and Exhibition centers, e.t.c

Destination marketing sector; National, state, provincial and territorial, regional travel
or tourism organizations, convention and visitorselbus, local tourist authorities and
tourism associationg.hese have a great role for the success accomplishment process in
welcoming tourist from outside of the visited place.

Miscellaneous sector; recreational facility operators , providers of trasieeks and
insurance, tourism educator, travel writers, publishers of travel guides and books and
others business that serve travelers needs.

Regulator and coordinating sector. Government agencies and nongovernmental
organization organizations that regeland coordinate different aspects of tourism. Eg

World Tourism organization andternational civil Aviation organization.
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8. Transportation carrier sector; Airlines, shipping lines, ferry services, railways, bus and

motor coach operators, car rental oparst

9. Travel trade intermediary sector; Tour operators and wholesalers, rental travel agents,

convention (meeting planners), corporate travel departments, incentive travel planners

and consolidators. These entities have also great role in pursuing thelieetv ¢

(Tourist) to arrive at destination.

The above illustrations are the general observation on the factors which attribute for the success

result of a particular Tourism market regardless to the place where to visit and the tourist origin

.But here afte the author tried to stick on the Swedish Tourist and Ethiopian Tourist

destination. In doing so the author has tried to see the interaction between the Customer, the

Intermediaries and the Suppli&ee the Diagram below,

Promotion
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Tourismindustrymodel as per the idea Bfobert Christie and Morrison Alastair M,divides
the industry actors in three divisions which atstomer demand)supplier ¢(lestination) and
intermediariestfavel and marketing) andeldeveloped th®emand, Travel, Destination, and
Marketing tourism industryprocess. This model can exactapply on the Swedisfiourist

demand exploration with respect to the Ethiopian Tolresttination

1. Demand (Customers or Swedish tourists) it is the great factor which influences the
market share on the targeted customers malee the consumer behavior approach is used
to describe the travel decision making procés® Swedishduristsmainly decide toTravelto
Ethiopia for visiting if;

they have learned that tralief to Ethiopia destination could satighyeir needs,

they perceive that future travel trips will satisfy needs

they are able to travel based on their external constraints (including money, time and
other family and work commitent3

Needs, motivation and perceptjdransportation mode¢he maketing by tourism organization

have tremendous effects on thetcomes othe Touriss Demand andheir Decision. As it is
shown in chapter three the major influence andicision of Swedish tourist comes from the
intermediaries which are the Tour and travel coordinatmmpanies. These companies have
been seen taking big role in selecting tourist Destination and Transportation model .Apart from
that they have great camign on advertising over Swedish Tourists and this led the tourists to
visit places whiclareincorporated in the domain list of tsvedishtour and travel companies.

2. Travel (intermediaries) - it is a description and analysis of major travel segmérasgel

flows, and modes of transportatiofs of the tourism models system description Tmavel

stage is recognizeghen a decision has been made to book a travel trip,jsvpoing to travel

with, where, when and how to get to the destinat@nthis stagetravel market segments are
identified, flows of traveler among destinations are described and modes of transportation are
discussedWhen the demand and travel preferences of the tearstcoincide each otheéhey

are going to produce another e which is Travel purchaselt is comes out om the

harmonious interaction betwedemandf the Touristandtravelmode

The above two entities interaction could happen in the Swedish tourists and Ethiopian tourism
Authority. For instancenew Tourig segments in th&weden markemay emergeup on the

special interest of group¥heymay be grouped to visit the historical and cultural heritages of
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Ethiopian Tourism offe(Demand)While they are travelingvith Roadmodeof Transportation
(Buses, Ethiopian ministry of Transportatiomtroduced rail way or airplane transptoteach
regional visitingsites(fasterthan Bus transportation modewhich inspires theouriststo visit
othersnew places (Travel). Generally speakingthe idea of travel purchads tend to express
the introduction of new advanced transportation facility will positively atfezidemand of the
tourist to booknew travel(Trip) with the time saved from new transport introduction. On the
same manner if the tourist is interestedvigit new areas, the tourist host institution will be
enforced to arrange contingent type of Transport modes. For instance Siivéushtourists
arrive atAddis Ababao seeEthiopian nationamuseum but after they finish their visiting they
might be inerested to look for the overall landscape of the city being oskhdDemand)

Then this service provider should arrasiig fire mode(Travel).

3. Destination (Supplier) - It incorporates planning, developing and controlling Tourisrs It

a planning, developing and controlling Tourism. During this time, there is anfickian of

the procedures whiatlestination areas follow to set polices, plan, control, develop and provide
to tourism with an emphasis on sustainable tourism deve&opmEvery destination areas to
encourage tourismtheymust be prepared to handle the inflaaval outflowsof visitors and to

deal with the challenge that tourism has the potential of generating both negative and positive
impacts. Destingion (Ethiopia) should have to be takehe following four measuresn to
considerationestablishing

x A destination mixshould be assembled consisting of attractions sites, events,
facilities, infrastructures, transportation, and hospitality resources,

x  Tourism policiesand plansshould be developed. The involvement of many
different tourism organizations on the policy and plan drafting and ratifying
process, may enable them to serve as many tourists as possible.

x A legislative and regulatorframework is required to ensa that the tourism
policy and plan are implemented properly, and that impacts are controlled,

x Analyses of individual tourism projectevelopment opportunities are explained
here with.

When Travel and destinaticare coinciding at same time, they willstdt with the shape of
Travel It is a combination of who is traveling (travel market segments), where, when and how
they are travelling. The change in travel or Destination may cause each adwers-or
example, if the Ethiopian airlines decide to idwoe super jet with 500 plus passenger
capacities (Travelt, our i st s Gounresike Ethigpiamay have to reconfigure their
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airports and ground handling arrangements (Destination). Again if the destination decides to
build a modern cruise shigrminal (Destination), this may attract a new flowSwedish
visitors using ship transportatiothe cruisemarket segment (Travel) thoudtthiopiais as

being deprived of this opportunity as both two sea ports are taken by Eretria

4. Marketing (Intermediaries)- it is the tourism processes stage where theydeseribe the
process of market segmentation, positioning and the application of product life cycle.
Marketing succesdepends to a large extent on effective communications through promotion
with the selection of the right distribution channels (Travel trade intermedi8ueb as tour

and travel coordinator companies in Swédeaiong with different destination marketing
organizations and trade intermediaries are involvechamketing. Itis a stratgyy, planning,
promotion, and Distributiorprocess by which destination areas and tourism Business market
services and facilities to potential customers with an emphasis on the effective use of
promotion and distribution channe/hen harmonies interactiois happened between the
destinations and marketing, it wikksult withTourism productAgain the change in destination
may cause the change in marketing. Example the staging of a imegantin Ethiopia
(Destination) may result in a major shift in timarketing of he destination area (Marketingj

one of the travel trade intermediaries such as a tour operator begins to sengtdapyef
Swedish tourist to EthiopigMarketing) this may require the change in the size of
accommodations, others fatidis andservices (Product)n the last process of tourism Industry
model ofMorrison Alastair when the marketing strategy the tourism sector exactly address

the demand of the potential tousiitie promotion of TraveWwill takes places

A change inmarketing approacmay cause a change in the Demadraol. exampleif the air
line of Ethiopiaintroducea free local visiting flighppromotion for the first timgassengeref
Swedish tourist§Marketing),it may convince mor&wedish touristo reserve tér first flight
with Ethiopian airlinescompany.On the other handvhen thesetourists preferredto take
shorter vacations (Demand), the tourism destinat{soppliery should began to offer short
break and weekend getaway packages (Markefirig)s, ager the tourismndustrymodel of
Morrison Alastair this type of interactioms said to be the creation of promotion of travel. As it
is clearly prescribed in the above fastagesof tourismindustry model are intercingeably
affected each other. The hat believed thatMorrisonmodel evaluation should be used to see
the practical imfgmentation process of Ethiopiatourism sector towards the targeted

customes segment (Swedish Tourists Demand).
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3. CHAPTER THREE

3.1 Survey feedbacks from Swedish Tourists

The online survey is conducted on pre experienced Swedish tourists who have been travelling
to Africa along with the Tours and guide comparséshe Bnk caravan Aventyrsresor AB,
Kenzan Tours ABUnfortunately, @spite the fact that the survey is senaboutOne Hundred

Fifty Swedishtourists, the feedback is collectednly from twentyfive participants andts

analysisgresult is described below as follows;

507 % No
| A)18-30 32% 8
401 B)31-40 8% 2
! C)41i 60 48% 12
%30: D) above 60 12% 3
20 Total 100% 25
101
04— ' : :
A B c D

Figure-4,Age range of ouhss. respondentsd T

As it is clearly shown on the abovigure -4, the most inteested clients to visit African

Tourist Destinations areome from41-60 age rangend fdlowed by 1830.This implies that

the Swedish tourists who are interested in African tourism supply are comebéritnmot

Youngsters and adul{sbut not too old)itizens Apart from this, of all the total number of
feedbacks obtained, fifteeieedbacks(60%) come from females and the resh teedbacks

(40%)are being epl i ed by male tourists. Accordingly,
touristsnumberwho travel to Africa are femaleghe survey is strong enough to show that

how these destations are potential to attract the females tourist as it is shown here with in

figure 5.
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60T % No
Male 40% 10
Female 60% 15
Total 100% 25

401

20T

Male Female

Figure -5, Gender

After the Gender and Age briefing, the author hatsgme critical questioas exactly statedin

the quotatomwhat i s your first ranked favorite tolt
and Safaris took first rank scoring Ten preferences (40) each among the whole Twenty Five
Tourists. But History & culre only got two preferences (8%) and Luxury and others trips

holds one preference each (4%) whereas Beach accounts nothifggiBed);

40 % No
il A) Adventure 40% 10
304 B) Beach 0% O
C) Culture and History 8% 2
% o0 D) Safari 40% 10
E) Luxury 4% 1
F) Another (Please writ4% 1
107 your fav...
1 G)? 4% 1
| U S | S| N | N N G, 99 100% 25

A B C D E F 7
Figure- 6 , Amongall stated below which one is your first ranked favorite tour trips?

Figure six could show that stilhére is a question on Swedish Tourist Beach preferences from
African destinations as it hold zero outcomes of Hundred percent feedbacks but what is clear
here is both Adventure and Safire are more prominent demands of Swedish Tourists.
Concerning the Nate of travel of each Tourist, Eight participants (32%) are interested in
group trip, three participants (12%) are interested in individual trip but from all feedback
fourteen participants (56%@re used both individual and group trips interchangeably (see

Figure 7).
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80T Y% No
A) Group Trip 32% 8
B) Individual Trip 12% 3
401 C) I used both 56% 14
w | conditionally
Total 100% 25

20t

0

A B C
Figure- 7, what is the nature of trips which you mostly prefer to join in any kind visiaog?

The other experienceof these tourist@re they used stawt destinatiorat leastfor 1 to 4
weeks span of visiting period. But the number of people who are interesséalytor more

than one month is insignificarBut, thefrequencyof tripsis more than one tima ayear.This

may justified thaSweden is a potential tourists market for Africa if the tourist destinations are
well prepared to advertise theglves The reason for such claim is theikteenrespondents
have confirmed that theyakie visitedto tourist destinatiosfor the last five Years morthan

Five times This implicitly could justify thatthat they tavelled more than once in each year
(SeeFigure 8 below)

807 % NO
! A) Once 0% O
804 B) Twice 0% O
C) Three times 12% 3

% 401 D) Four times 16% 4
E) Five times 8% 2

F) More than five time 64% 16

27 Total 100% 25

A B i D E F

Figure- 8 , within the last five years, how frequently you have made holiday trips outside of
Sweden?

Fromt he survey, the aut hor ha stakenintecdnsidemtioh i nd o
whenSwedish touristglecide to travel to African tourist destination countries, especially to the

five countries which are incorporated in the survey.

Looking on the preferences of TwerBive Swedish tourists towards five African countries

(Kenya, South Africa, Ethiopia, Egypt and Tanzania), the following feedbacks are collected;
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Kenyais chosen by seven participants (28 %) since it has the rich availalbigfaris and

two participants (8%) have chosen it for its Cultural and Historical values,

80T Y%  No
1 A) Safaris 28% 7
604 B) Beach 0% O
C) Adventure 0% O
% 401 D) History and Culture 8% 2
E) Luxury tours 0% O
F) Safey and Security 0% O
201 G) Information facilities0% 0O

1 and hos...
g D bt t— " H) Cheap cost of 0% O
A B ¢ D E F G H 7 transportation a...
) ? 64% 16
Total 100% 25
Figure 9, | prefer Kenyantourst desti nati ons because of itéds

But South Africa is selectedy three participants (12%pt because oits safaris but due to its
culture, History and Adventures offers. From the result of the above survey, it is clear that
South Africa is attracting thewg&dish Tourists through Cultuteurism than what it does using
Safire and Beach. However it is difficult to impose such conclusion on the overall interests of
Swedish Tourists who have travelled thieguently. But still it is the result of the respondents

despite the others ninetesrspondents reply dealt with no feedback (See Figurel0 below,)

807 % NO
1 A) Safaris 0% O
804 B) Beach 0% O
C) Adventure 12% 3
% 401 D) History and Culture 12% 3
E) Luxury tours 0% O
1 F) Safety and Security 0% 0
207 G) Information facilities0% 0

|_| and hos...
0l —_—— 1 — H) Cheap cost of 0% O
A B ¢ D E F & H 7 transportation a...
) ? 76% 19
Total 100% 25

Figure -10, | preferSouth Africantoun st desti nati ons because of

Coming overTanzanian Tourism supply, it is chosen by 12 Participants (40%) due to safari
and two persons (8%) by its Beaches supply. Tanzanian tourists destinations are preferred by
Swedish Tourists than the others four African countries which incorporated in the sureey. T

safaris of Tanzania even by more attractive than Kenya. Moreover, it is being preferred with
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the availability of Beach where others preferences are not recognized by the demands of the

survey respondents (see figure 11).

B0 7 _ Y% No
A) Safaris 40% 10
B) Beach 8% 2
40 C) Adventure 0% O
% | D) History and Culture0% 0
E) Luxury tours 0% O
20 F) Safety and Security0% 0
G) Information facilitie:0% O
‘ I:I and hos...
o H) Cheap cost of 0% O
A B ¢ D E F G H 7 transportation a...
) ? 52% 13
Total 100% 25

Figure -11, | preferTanzanian®uii st desti nati ons because of

The survey indicated thdtthiopia has got three preferences (12%) due to its History and
Culture and one person (4% safety and security. Accordingly, though Ethiopia has got only
one person recognition witBafety and Security, its tourist preferences scored on History and

Culture is equivalent with South African records.

1007 % No
1 ~A) Safaris 0% O
801 B) Beach 0% O
T C) Adventure 0% O
s O] D) History and 12% 3
a0l Culture
1 E) Luxury tours 0% O
204 F) Safety and 1% 1
1 Security
0 G) Information 0% O
ME S B RE & H E facilities and hos...

H) Cheap cost of 0% O
transportation a...
) ? 84% 21
Total 100% 25
Figure -12, | preferEthiopiantoun st desti nati ons because of i

Two persons (8%) have chosEgypt for its Historical and Cultural values and one person

(4%) preferred the area just simply besmof cheap cost of transportation.
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1007 % No
1 — A) Safaris 0% O
80T B) Beach 0% O
T C) Adventure 0% O
s O] D) History and Culture 8% 2
a0l E) Luxury tours 0% O
Il F) Safety and Security 0% O
20+ G) Information facilities0% O

1 and hos...
ol 1, . ==l H) Cheap cost of 4% 1
M 2 D BREF @G H X transportation a...
) ? 88% 22
Total 100% 25

Figure -13, | preferEgyptiantouin st desti nations because of i

The author has tried to explore the special demaridhe targeted groups towards Ethiopian
Tourism in particular and resulted with the following informatibnthe first instance, of all
twenty-five respondents, only Eight persons (32%) have already visited Ethiopian Tourism
sites and have practical gariences but the others responddrase knew Ethiopia with the
information which they have received from their Tour service provider companies broachers.
Secondly,the tourists used international Medias and personal internet exploration as a major
meansof Information source. From this it is understood that the role of Swedish tour operators
is significant. Though eight persons replied that they have been in Ethiopia before, it is not

happing in each year since the trips accounts their overall tripstedéntthe last five years.

80T % No
1 Yes 32% 8
&0+t No 64% 16
? 4% 1
% Total 100% 25
401
201
0 v . [ . 1
Yes No ?

Figure 14. Have you ever been in Ethiopia for visiting?
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807 %  No

1 A) From international 8% 2
60+ media
B) From foreign 0% O
% 401 ministry of Swed...
C) From tour 16% 4
coordinators package...
207 D) From toi0% O
T recommendation w...
0 . e e E) From my own 8% 2
A B ¢ Db E F 7 personal internet ...
F) Others (Please write 4% 1
your feed...
G)? 64% 16
Total 100% 25

Figure 15 How did you get information about Ethiopian tourism attraction sites?

The surveyalso prove that majority of Tourists who have begnEthiopiafor visiting are not
impressed enough to return back for the secwipd. This may happen either due to the
occurrence of little problem as it is prescribedFigure 17or it could be due to the tour
coordinatos are not interested enough to arrangestiipEthiopia so that the toursstnightnot
beenarrived in Ethiopia aghe tour company. Such decision has been taken by tour campiness
assuming thakEthiopia is not potential for the majority demand of Swedish Tourists since their
demand inclined to Safire and Adventure, and sometimes Beach supplies. However, these

suppliesare not being recognized as it is available in Ethiopian Tourism supply.

807 Y% No
! A) Once 28% 7
804 B) Twice 0% O
C) Three times 0% O
S D) Four times 0% O
E) Five times 0% O
F) More than five time 8% 2
207 G)? 64% 16
H 0,
N | | | | |_| Total 100% 25

A B ¢ D E F 2
Figure 16, with in the last five years, how many times you have visited Ethiopian Tourism

site®

The information shown above in figure 8 could justify that though sixteen tourists(64%) have
travelled to Afica more than five times within the last five years , only seven tourist(28%)

have visited Ethiopia once and then the number of touristshahetravelled there is less
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than the number oftourists travel to others different African destinaio Ths might be
resulted fronthe problems faced by them while they are in visiting. The following figure could
show that of all number of tourists who have been there personally, almost half of them have

faced problems.

When the participants are requestednswer what kinds of Ethiopian tourism supply inspired
them, they jointly replied that they simply visit Ethiopia for culture and History tours. But after
they arrive there they have seen wiss for Ethiopian Tourism suppig they were fascinated

by Cdture and history of different tribes, Nature of the wonderful Semin Mountain and the
safaris in ( Chilad Babun, walia Ibex , Birds and others) , the Art and festival of Ethiopian
Orthodox saint lalibela Rock heawon churches , the presence of Lucyemtlyfipeople to be
there. Generally speaking, they have been there because ofyHisid Culture but not for
Safarj Adventure, Luxury and Beacfthey were also requested to say something about the
problems which they have faced during their stay. Acogigti though they appreciate
Ethiopian tourismwith the above specified merits, they have pointed out some problems which

they encountered during their visit (see figure 17).

807 % NO
Yes 20% 5
801
1 no 16% 4
% 404 2 64% 16

Total 100% 25

201

0

Yes no ?

Figure 17, have you faced any problem while you are in Ethiopia for visiting

The problems which are described by tourists mainly focused on the lack of standard road
facilities where they cannot access the regional tourist sites .edsilge tourists have
commented that the road is not enjoyable rather it create discomfort. Apart from this, two
tourists provide their comments on the accessibility of tourist Supplies while they are in a
journey and one tourist commented on the behasfiaghe Children following tour cars from

the back and it is seen as dangerous when the car accidents is taken in to Consideration. In spite
of these problem almost three persons (more than 50%) of the actual tourist who visited

Ethiopia ranked Ethiopian Toism supply with Very Good position (see figure 18).

Teshale Biazen, Master Thesis, BTH 2010 Page 39



807 %N #
1 A) Very poor 0% O
604 B) poor 4% 1
C) Fair 4% 1
% 401 D) Good 8% 2
E) very good 12% 3

F)? 72% 18

o | Total 100% 25

ol o e I

A B C D E ?
Figure 18 How do ya rank Ethiopian Tourism sites comparing with other African countries

Tourism sites?

The author has requested the whole tourigtetherthey are planning to visit Ethiopia or not,

from this question, of all twentfjve tourists eighteen replied that theye going not visit
Ethiopia, but five tourists which is less than the number who has visited Ethiopia before (Eight
person) confirmed that they will visit Ethiopia in the near future. From this feedback, someone
can realize thategardless witthe newv si t or s 6 deci si on but al so
not motivated to be back for the second tour. This might be attributed by different reasons
which are written above in Figure 17,

807 %  No
! Yes 20% 5
804 No 72% 18
? 8% 2

% 401 Total 100% 25

201

Yés N'o ?
Figure 19, Do you have a plan to visit Ethiopia?

The author also tried to compile the feedbacks of these tourists concerning two critical
guestions for those tourists who have never been in Ethiopia before. The firsorouessi
0Though you are not there personally as a to
sites which you may get it from books, magazines newspapers, Medias and others information

source80 and the direct feedbacksese touristare shown bel@ in the table;
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No

Question

Feedbacks

Though you are not there personally a
tourist, What do you know abo
Ethiopian tourism sites which you mg
get it from

books, = magazing

newspapers, Medias and oth

information sources

13 have answered thigiestion

0 The National museum where Lucy is to be
seen, The rockewn churches in Lalibela, Blug
Nile, Gondar and The Simian mountain

d I'm sorry to say that I'm almost
unknowing about Ethiopian tourism. | know
Ethiopia have a lot of good sportsmen. been
travelling with Ethiopian airlines and have beg
visiting the airport in Addis Ababa.

0 Nothing actually. The only things | have
heard about Ethiopian are Ethiopian Airlines
and the capital, Addis Ababa.

Not so much

Nothing

Very little

Nothing

o Ox Ox Ox Ox

Source of the Nile, mountains in Lalibela,
Lucy

0 | use books mainly

0 | knew nothing.

0 | don't know anything about Ethiopian
tourism

0 Nothing

0 | don’t know much about Ethiopia at all.

Table 4, The direct feedbacks of thirteen respondents aboujuéstion stated in number one.

The feedbacks which are illustrated in table 4 can be taken as a base to argue that many of the
Swedish Tourists are unaware of Ethiopian Tourism supply. This means they are not treated

with the right marketing campaidgrom the supply sideOff course it was not the last question

to be presented with them but also the author has put oneoeeinguestion which igiwWhat

ar e

the reasons

is se&n the table below;

whi ch
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No | Question Feedbacks

1 | What are the reasons which restraiff 11 have answered this question

your trip to vi si |0 Bettersafarisimanzania

d Don't know enoughabout the country

0 Have never came up

d Planning others trips mostly domestics and
European

0 Interesting culture

0 It's a big country and we just had one wee
0 | have been in Ethiopia 1 week! | liked it
very much!

d My experience from my first visit.

0 | have not heard a lot of Ethiopian todris
site, but more about the domestic problems ir
Ethiopia.

0 No reasons. The trip | did with pink carava
started in Kenya and continued down south.
Maybe | visit Ethiopia when I'm back in Africa
Nothing restrains me from visit Ethiopia but |
haven't heard much about the countryand
maybe that is why | don't plan to visit Ethiopig
But hopefully | will travel there someday!

0 The trip that | takevith pink caravan

d o e sncld@de Ethiopia.

Table 5, The direct feedbacks of thirteen respondents about #iqo stated in number one.

Looking on table 5, it could be easy to see majority of the tourists travel to Africa are not aware
of Ethiopian Tourism Destinations. This lack of information is seemed to be seen on the side of
tourist tour operators or theleliberately jump Ethiopia from their tour round package so that

the tourist many not get ampportunity. The author become confused with such ltdorow

reply and strive to interviewee Swedish tour and travel companies so as to check whether such

information gap is seen with them or not.
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3.2 Demand of Swedish Tour and guide companies
The other data collectiomethodwhich is used by the Author wasonducting comprehensive

interview with international tour and travel coordinators companies whichsiéed in
Stockholm. The interview includeBema ResqrJamboTour, Ticket Private ResoAB, JK

Safaris, Pink Caravan, Aventyrsresor ABnd Kenzan Tours AB. These eight companies are
specialized in safariddventure,culture, history, luxury resort and théave big coverage on
African tourism. Apart from their world wide trig they haveample experiencesn eastern
African tourist destination countries. Thus, to enable us see the real factors which attributes to
their tourist destination countrigseferemes it is betterto see thdollowing interviews which

are conducted with the marketiegpertsof eachtour and Guidesompanies.

3.2.1 Tema Resor
Before the author start the for mal i ntervi ew

is obtainel from the broacher provided by the interveavas follows; sincel971, Tema has
been engageith arranging trips o€ultures and natures around the world. Today it sffawels

to more than fortyfive countries. It is B0 the popular tourguide which is specializedin
culture andHistory. Its culture and History specialization had let them to be popelar in

the regionof African Tourist destinations (especially eastern Africaountries. Thelomains

of African countries which are included by Tema Botswana, Egypt, Kenya, Morocco,
Madagascar, South Africa, Tanzania, Tunisia, and Namibia. However, Even though Tema has
been working forabout thirty nine years in Africa tourismarket it had never been Ethiopia.
During this interview, the marketingral production manager has sditht the companys
specialized ononly Culture, History and nature Tourism trip. Obviously, based on their
marketing survey, they always send their clients towards their African tourist destination

countries anget Ethiopiais not among their preference.

After theresearcher has complettak informal diussion with the interviewee and comes out

with the following feedbacks, The first question forwarded h e e x pwhattare yoars i
companyrequirementdo selet your tourist destinations? a nrdpliedteatii i f we saw t
there are ample resources of tourism in related with History, Natures, cultures, and the presence
of standard hotel, transportation, communication and security facilities, we usually ttecide
send our ¢ Thie secohds questiore wa#, @ h ipartly is expectedto initiate the
relationship talkdbetween your company and thestination country tourism authority?nda

he replied thatfiMost of the time we see the tourism resources akcke countries during
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intemational and regional Bazaarfaifs), so that we will start our professional survey
whenever we feel that the country has some sort of attradtians our t ouri st's
The third question wasfi f r o m y o U reaizedptleae youh havesufficient information

about Kenyan, Egyptian, Tanzanian, Namibia, Moroccan, Tunisian, South African and
Botswana tourism scenario, what do you know about Ethiopian tourigknd his reply was

fi y eve have been working for about elavgears on African tourismBut in spite of our
frequent visiting towards otheesasternAfrican tourist destination countriesse di dn ot Vi
Ethiopiabut personally | have little information about Ethiopian Tourism supplyTfough
guestionreleased ¥y the interviewer was thisfido you believe that Ethiopia has tourist
resources® And he said fAl guess Et hi opTlhalasimmithea good
fifth question wadiwhat is your imaginary picture about Ethiopia in general and itgstaur
sector in particula® And hesaidt h at h ehavel geeusa iBfarmation about Ethiopian
Tourismsitesbut he mentioned littleaxformation as=thiopiais a place where there are ancient
Christianity practices, festivals, and cultural dances #meke wasinsecuritydue to the war of
Ethiopia against Eretria, Somalia.

At the endof the interview hedescribedhat many Africartourist destinatiortountrieshave

knew Temaas it isa specialized giant culture and nattesor companyorkingin Africa and

others regionand what usually happen there is, countries which are outside of their domain are
expeded to provide theitourismofferstowardsTemaoffice but Ethiopian Embassyirlines,
Tourism authorityarenot doing these commitmerttsgetherwith their offices, and he believed

that this migh be one caswhich restraired Tema resor t&know about Ethiopian supply in

order to decide in the incorporationEthiopia aoption(Mats Bigard ,2009)

3.2.2JAMBO TOURS
The main distinct featusaf Jambo tours is, they usually exgged in long distance tour trip and

has cover almost about forty five international tourist destinations, of these eleven countries
are included from African countries these aresouth Africa, Tanzania, Kenya, Mauritius,
Seychelles, Botswana, Reunion, Egypt, Rwaraaa MadagascarDuring this interview, the

author has presented the same kind of interview questialesribo tours méeting manager

also .But suddenly the interview feedback obtained from the intervienadlg»same. Even
thoughhe hasbeen working in Tourism related professionsdbout 25 yearand Jambo tours
hasbeen working for thandfty years experience of African tourism, they do not have accurate
information about Ethiopian tourissupplies. Theonly thing that heknowsaboutEthiopiais

poverty and warBesides this, he providdts wittiness claimingthah e c o u |l dactivé s e e
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participation of Ethiopian tourism representatiiesdifferent internationalyegional bazaars
and fairsunlike ahersAfrican countries didLundblandh, 2009)

3.2.3 Ticket privateresor AB
Alike Tema resor and Jambo tours, Ticket privateresor AB has great reputation in the African,

Asian, Northern American, South American and Caribbean, Australian, New Zealand and south
pacific tours. From Africa, Egypt, Morocco, Kenya, South Africa, Tanzania, Seychelles,
Zanzibar and Botswana are the main destination of Ticket resor trips. However, although the
Ticket resor marketing and production manager is aware of the above eighiestourism
resources, he doesndét know about Ethiopian t
he doesndt have ahopianicutiurephistorg, Safamational [arks) beacket

and luxury recreational sites henteh e y  claded Ethiopianas their potentiélfrican

tourist Destination.

At the end of our informalinterview, the authohave asked himthat why dondt you
explore information as you didn your others African tourist destination countrieis@ replied

tha nyes, you are right ptheistaurs campamie§tema nespr ands , t h
Jambd which are more specializedn African tours than us. We believe that they have

genuine and updated information about each Africamigbdestinations pr#cally, thus, by

the information whichwe received from these companies, we usually set our trip schedule.
Therefore, we dondt need to be market penetr
proofed to be the best area of tourist recreatioh des a ([Batos,r2@9)This led them to be

passive to explore new destinason

3.2.4 JKSafari
Although JK Safaris is establishegcentlyin 2007, it has got good reputation in coordinating

international touristto eastern African destination. The uniquetdee of this company is that

it is only specialized on Libya from Mbern African Countriegnd othersAfrican countries

which are located below stfaharan countries but no to others places. From the above reality,
someone could guess thidte company may havemore experience on theverall tourism
scenarioof below Sub Saharan African countries. Its destinai@omain includes only
fourteen African countries such as, Libya, Uganda, Kenya, Rwanda, Tanzania, Seychellerna,
Mauritius, Reunion, Zimbabwe, 8th Africa, Botswana, Namibia, Zambia and Gabon. While

the researcher gadoing his interview with JK safamsarketing manager, resked him about

their compawg specialization ad he replied that they are doing all kinds of trips but they are

more Pecialzed on nature and safasihere Eatern African countries might have preferred
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supply for Swedish inmost case. Unlike the above tours marketeedhasbetterknowledge
about Ethiopian Tourismites. He and his colloquies kndhat Ethiopian tourism prodts are
rich in history andCulture but not much in safactbmparing with Tanzaniakenyaand others.
But he believedhat since many Scandinaviaosuntries (includingsweden in their first trip,
they preferred to travdbr nature and safaris (wildlifedppreciationwhere he believed that
Ethiopia has little assets on nature and wildlife. As he stated repeatediypurists usually
looking for Cultural and historical trgan their secondround African Journeg but Ethiopian
Embassy and Airline didittle effort in dealing with their office and updatinghformation
aboutevery situatios supplies, safety and securityhe reason why he thought this is the main
reason for Ethiopian failuris that, it is due tahey have regular discussion with atleastern
African countries Embassies, Airlines and local tours Agewdin, 2009).

3.2.5 Pink Caravan
The Pink caravan Tours Compaisyestablishedn 1969. It initially work on Adventure tour

but nawv a days it also serve its clients in all kinds of towsalmost more thasixty-nine
differentdestinatios acrossheworld. This company has fourteen TdBusessited in African
TouristsDestinations operatingn Safarji Adventure and Beach tours in east and South Africa.
Their most uniqueneritis they arevery cheap in the market and even become popular outside
of SwedishTouristsas they usehis busas full service otransportatiorandaccommodation

The tourists are supposéal sleepwith in the availablebuses The reason why, thauthoris
mentioningthis companiesoperationis, it is to show how they arstablein African Tourism

and have all such facilities in each potential African Tourd¢stinations They mostly take

their clientsto Tanzania (includingZzanzibar) Kenyaand South Africasince hey beleve that
these countries haveambined tourist offe(Safire and Beach)and occasionally they visit
others destinations such as Uganda and Rutmdgafire Theyrarelysend very little tourists

to Ethiopia in about four or five years Intervallhe main reasons taisit Ethiopia is the
Historical and Cultural activities and Arts of Ethiopian Orthodox Churches, Semen Mountains,
Gonder Fasileds and others events. The main point to be andveeegslthat if this company
knew that there is cultal and historical tourism values in Ethiopia, why they are not include
Ethiopia as their regular African tour destination as they did in Kenya, Tanzania, South Africa,

Uganda ad Ruanda.

The reasotior not including Ethiopias,f i r st o f @aliede Ethidpia §s destmationt b
of Safariandbeachesand if at all they realized that it hasstorical andCultural assetsthey
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are not confident enough to market théacause cultural and historical arts are not prioritized

by Swedish tourists demdrand they usually combine Ethiopia with Kenya and Tanzania as a

round trip. So that the tourists might be scheduled to visit those countries Safire & Beach for
about four to five weeks and used come over to Ethiopian tourist sites for only one week but it

is not practical now. The reason for not including Ethiopia currently, there is no demand from
tourist as they are not advertizikgt hi opi an Touri sm unli ke other
get any reaction from Ethiopian Tourism authority to workadrertizing jointly. Even, these
companiesare using Ethiopian Airline aa transitf o r money African f1li gl
engagedn sailing andadvertizingthe overall Ethiopian Tourism sites andhlue The director

and manager of thisompanyhavestrondy criticized both EthiopianAirlines and Ethiopian

Embassyin Sweden for not takingtapesin sailing and advertizingall sites together with

popularinternational Swedish TowperatorsEriksson, 2010)

3.2.6 KenzanTours AB

It has been established in 200peaating on twenty eight destinations across Africa, Indian
Ocean and South America. The major African destinations to be visited bgothganyare
Tanzania, Kenya, and South Africaht.is specializedn Adventure (including) SafarisThe

Co mp anyt hdve arg isuficient genuine information about Ethiopian Tourism supply.

Due to this reason except arranging flightor those touris who demanded to be there
personal l vy, they dondét engaged in exploring
they are doing for others Africaestinationcountries. Off course they usually send about 15

to 20 tourists yearly to Ethiopiaut this is not initiated by their company rather it come from
Touriststhemselvesnitiative . The Big issuevhich was marked Y the expert was, as any tour
operators, the companies usually serve their customer demand when they aredeéquest
arrange traveb ut si de of t he company 6 sButdhe snain reasani on s
why t h eggagadifuldytwith EthiopianTour i sm i s; they dondét ha
Ethiopian Tourism supply.

These problens haverestrained them from going to Ethiopia. The same criticism is sent to
Ethiopian Authority, airlines and Ethiopian EmbassySweden.Kenazan Tours ABelieve

that the Ethiopian Airline Popularity is by much sufficient to advertize and work marketing to
gather with such tour companies but unf ortun
confirmed by Depute manger of Ethiopian Airlines offices in Stockholmpér the interview

conducted with the office official, they have reason out that they have no mission in advertizing
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and sailing Ethiopian Tourism than travelling. It was taken as the meaisonfor many
Swedishtourists coordinators thoughthey use Etiopian Airlines asa transit they are very
rarelyto stay littlein Ethiopia afteror beforetheir main visiting Tours. But Kenazan Tours AB
believe that it was possible to let the travelled Swedish tourist visit Ethiopia if it exhaustively
advertized tothem by Ethiopian Tourism Authority along with Ethiopian Airlines and the
Ethiopian Embassy sited in Stockholm as the total averag®uwifst Transportationcostis
almost similar with what the tourists have paid for the total Jouasethey must arrivéen
Ethiopia as TransitAki, 2010).

3.2.7 Aventyrsresor AB
It is established in1983 operatingon ecotourism across the whole continerftkey have

thirteen African destinations where Aventyrsresor usually send huge number of Swedish
Tourists. But Ehiopian isnot included withthis range. Inthe interview , the expert has
advocatedhat Aventyrsresor has knelittle information about Ethiopian Tourism supplies
and he has mentioned femammentsas Ethiopian tourism sector v@ry week in Safri and
Beachandeven the historical and cultural sites of Ethiopiatesabled to be seen by Tourists
dueto Securityproblem(War) . However thisexpert has never been there personally except
arriving in AddisAbabafor Transit. That is why despite his claims about &tlan Tourism;

they failed to know about the real information. This company has tremendous contribution in
sending Swedish Tourists to Africa but Ethiopia is worthy full from such operation. At the end,
the expert has proposed some suggestions for Ethiopiarism sector as the Ethiopian
Tourism Authority should advertise it tourism sites to Swedish Tourists by inviting all Tours
operators sited in Stockholm using different international Medipart fromthis the Ethiopian
Airlines could have greatontibution to the tourism sector if thegre committed tovork

jointly with Ethiopian Tourism authority and Tour Operators whichstteein Sweden (Peter,
2010).

3.3 Interview Feedbacksfrom five African Embassies
As it is shown in the above interviewstoomes almost all exert from seven Tour companies

has criticized the collaboration of both Ethiopian Embassy and Airline authorities sited in
Stockholm. Thughe authothascontacted survey on fivembassies to gétheir cooperation in
welcomingthe shortinterview focusingon their roles in exploring Swedish tourisgemand in
tourismmarket inSweden TheEmbassiesvhich have beemncluded in the intervievare South
African, Kenyan, EthiopianTanzanianand Egyptian.The overall roles illustration of tke

Embassies to their home land is described in the following paragraphs;
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3.3.1 South African
South African has a well established diplomatic relationship with the Scandinavian countries

opening its embassies in SwedBenmark, Finlad and Norway. Apart frorthese embassies

are alsaassigned to look for tourist market where they do not have independent embassies at a
momentsuch adceland, Lutania, Latvia and Estonia. South African Embassy was established
in Swedernin 1994. It isvery recent sincé establi®iedits office in Swederthan others African
Embassy namely Tanzania, Egypt, Kenya and Ethiopia. But its strong econetdtiahship

with Sweden and Scandinaviacountries has inspired huge number of &l and
Scandinavians tvest in different Solit African investment sectors including Tourism. This
development provides reputation for South Africa and gets trusts by international community to
be seen as a best African tourist destination incorporating all types of Tosuigphes
Moreover, South Arican Embassies have created strong allies with international Tour and
travel agents who set their office in Sweden they have regular discussion witrbgeVeur
companies in StockholmApart from this, South Africa is a member oftérnational tourism
Associaton having apermanent seat fomiernationalfairs. These and others reasons have
leaded South Africa to be the prominel@we di s h destnatiori(T8etmars N.Furter,
2009)

3.3.2 Ethiopian
Ethiopia is among the first African countries, whichabdished its diplomatic relationship with

Sweden since 1963. Due to this historical linkage, currently there is-$tleiden community
association inSweden;however even though Ethiopia is the first country éstablish its
embassy in Swederhd Ethiopan embassy has no any directulag discussion witlanytour

and travel companies whichare working with others African countries and horizontal
experience share with others successful Afrdastinationii Of f  ouo Embassy ifrying

to solvesuch poblemsthroughdisseminatinghe broachersn bazaardut the patient tpursue
persistentadvertizingc a mpai gn i s | acked by the embassy
delegated team from Ethiopian dresm Authority to work on it unlikeother East African
dest i na(engesha, 2@08)0

3.3.3 Tanzanian,
Tanzanian Embassy is established in 1964, and it is one of the largest Countries in Africa lying

in east coast of Africa. Alike Ethiopia, even though it is established earlier than others, its
embassy gxansion is confined in Sweden alone. Howetlegy areworking in tourism jointly

with the Kenyan, South African and others sub Saharan countries Embassies officials, it creates

Teshale Biazen, Master Thesis, BTH 2010 Page 49



good opportunity to Tanzania to welcome many Scandinavians tourists frorouthe trip
tourist journey of Kenya, South Africa and othekdoreover Tanzania uses international
Medias to advocate about their TouriSmpplyas it is done properly in South Africa, morocco,
Kenya, and EgyptP.Msekwa, 2009)

3.3.4 Kenyan
Kenyan embassy isstablished in Sweden by 1970. Even though Kenya has only one Embassy

in Scandinavian countries, it is the most preferred Swedish tourist destinations than others
eastern African countrie®Why? Because Kenyia well known in attending everfair which
areexecuted Sweden and oth&sandinavian countrieshey are jointly working with Eht
Stockholm international tours and travel coordinators companies, they are working jointly with
South Africa Embassy from southern African countries and Ruanda, Tanzbiganda,
Burundi from eastern African countries. These all opportunities have provided good stand for
Kenyan tourism sector sharing experiences and tourists comésdanXor long period of trip
(Andambi, 2009)

3.3.5 Egyptian
Egyptian Embassy is establishen Swederby1937.Based orthe interview conducted with

Egyptian embass@onsulay Egypthasopened its embassies in Finland, Norway, Denmark and
Sweden. The embassy is mabrking in tourism maket exploration since there is an Egyptian
tourism ministrydelegated office which is responsible to take care of the oveggibtian

tourism setor in Sweden The presence of this office has played a great role in advertieng

tourism products of Egypi#it the end of the interview, the author hasked one astion,
Awhich type of tourism inspired theandShwedi s h
replied thatthe most wanted tourism supply ®Byvedish is the beach sinteereis opposite

weather condition between Egypt and Sweden; while it is gely (winter) in Swedenthe

tourist preferred to enjoy the Egyptian red sea beaamhesecondly the presence of many Golf

game compoundd.he historical anccultural visitinghowever ardaken as a second preference

in the eyes of Swedish tourists in partaruhnd Scandinavian tourists in general (Nabil, 2009).
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4. CHAPTER FOUR

4.1 Conclusion
As of the scenario of this thesis investigation, it is quite sufficientigolosethe conclusion

and answeof the questiorstated in theesearch proposal. It is wise teesthe last outcomes of
this study through the Tourism model applicationRafbert, Christie and Morrison, Alastair
idea. Due tothe operation of tourism market will not be outside of the Demand, Travel,
destination and marketing factors and the authedtto look the Ethiopian Tourism market
share on Swedish tourism demand as it shown below as follbves;Demand of Swedish
Tourist towards Ethiopian Tourism Supplies; in this regards as it is clearly prescrities in
abovesurvey figurs the majority of Swedish demand is inclined to Adventure, Safire and
Beaches. Accordingly, both the Tour operator and tourist are well aware of Kenya, Tanzania
and Suth Africa are popular to serve such facilities. On the other arydfewtour operators
and touriss know that Ethiopia also is potential counfigr History and cultural tripsbut they

are not interested to be there as they thought that this place is being deprived of &edches
Safari Swedish tourist needthe adventure trgpcombined with Beachesnd dhers Many of

the Swedishtourists (almostmore than eightypercent)involved in the survey and tour

coordinators are unaware of what Ethiopespossessenh tourism sector.

Accordingly generalizd that Ethiopia has only Historical and Cultural toorisffers and this

not been seen as the demand of the majority of Swedish Tourists. Even when there are few old
well educated Swedish tourists who are fascinated to get there for history and twiggire
either they are discouraged by tour operator siheg are not ready to arrange group tdors
Ethiopiaor by wrong information clamning that thereare no beaches excitement in Ethiopia.
Thus crossing all these barriers only few (very insignificant) tourists are interested to visit
Ethiopia. Thus from the overall investigation both the Swedish Tours coordinators and
Tourists have no accurate information about Ethiopian TouoBers so that they could 6 t
haveany demand for Ethiopia destinationsThis implies that Ethiopia do not have demand
from Swedi$ tourist as the real preferences of these people is different from what they thought
Ethiopian can offer to them. This end up on curtaining the flows number of Swedish Tourists to
visit Ethiopian tourism offers.

The above outcomes of Ethiopian Tourism aggravated by different entities; the first
responsible entity is the Ethiopian Tourism Minister for not working marketing campaign on
tourists unlike others four African countries are doing in Sweden, the second entities are both
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Ethiopian airlines and st Embassy in Sweden for not having relationships with different
international tour campinessd African Embassiesrom this point of view from the whole
tours c 0 mp a red bysthe autmot, eo vne ehad diredialog with Ethiopian
Authorities(Ethigpian Embassy in Sweden and Ethiopian Airlines in Swedenyork on
information updating and marketing campaign on Ethiopiani$iouassets.

The very surprised issue here is aMy of the Tour operatorsalmost the seven tours which
interview by the authg are the customer dthiopian air linesto get flight tickets toKenya,
Tanzania, anatherseastern and western and solfincan countries as the airlines getting
reputationf or 1 ts highly quality servitbosetrarBited t he
Swedishand others countrie®urists to get there in Ethiopia atdst for one or two weeks
thoughthe total transportation cost is indifferent whether they visit Ethiopia or not. In spite of
their own role to explore new tourist destinast, the tour operatorasually prefer not to send

the tourists to a place which they already know. These all attributes for absence of demand
from tourists as they have ngot right informationfrom nobodyto take in their mind produce

a demand for Etbpian Tourism offers. At the end but not least the past historical events of
War and famine in Ethiopia still put pressure on the image of the countries in the perception of
international community. This has been proofed when the author executadinesurvey to

the internationalchool student at BTRIniversity Gee Annex?)

4.2 Recommendations
For the firstand the most the solution for Ethiap tourism Ministry is toexecute

comprehensiveampaignon tourism market introducing what Ethiopipassessedrhis could
beimplementedn two ways that is short term solution and long tesatution In the short term
solution,the EthiopianEmbassyand airlines officenerein Sweden shoulavork together with
the SwedishTour and travelcoordinators who havgreatpower in convincingtourists about
touristdestinatios supply attractionAlong withthis, theyshouldexecutecompressiveourism
shows indifferent Swedencentral citiesMoreover, theEthiopianairlines marketingoffice in
Swedenshould workon tourism adertizing along with itdlights marketingstrategiesAfter
saying this, in the long run, the Ethiopian Tourism authority should establish its permanent
delegation which will find market and negotiate wBhvedishtour operators, tourists, and
shareothess African Embassies experiencd®esides this, Ethiopian Tourism authority should
work on exploring the actual demands of the targeted tourists and strivetteefalipply side
of Ethiopian Tourism site in related to the customer references.
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5. Annex 1, Ethiopian International Tourist Arrivals at frontiers (By nationality)

year 1995 2000 2004 2005 2006 Market share Growth rate % Average
per year
(%)
2000
2006
2000 2006 05/04 06/05
total 103,336 | 135,954 | 184,079 | 227,398 | 290,458 | 100 100 235 27.7 13.5
From Africa 30,595 48,796 65,744 85,501 89,923 35.9 31.0 30.1 5.2 107
Kenya 6893 3437 7217 9277 8690 2.5 3.0 28.5 -6.3 16.7
Sudan 5035 4723 3787 5343 6233 3.5 2.1 41.1 16.7 4.7
Djibouti 5004 14512 14627 4179 4650 10.7 1.6 -71.4 11.3 -17.3
Others African 13663 26124 40113 66702 70350 19.2 24.2 66.3 5.5 18.0
From other| 64792 68256 116934 139958 196408 50.2 67.6 19.7 40.3 19.3
Region
us 7545 11318 28112 32282 43610 8.3 15 14.8 35.1 25.2
UK 5994 7074 10627 11254 16076 52 5.5 59 42.8 14.7
Saudi Arabia 3484 1967 9778 5382 8463 1.4 29 -45 57.2 27.5
ltaly 6820 4395 7696 7983 8386 3.2 2.9 3.7 5.0 114
India 2172 3480 4641 7125 7975 2.6 2.7 53.3 11.9 14.8
Germany 4753 4665 6256 6731 7428 3.4 2.6 7.6 10.4 8.1
Canada 3306 2597 5169 8396 7349 19 25 62.4 -12.5 18.9
France 3266 5856 4501 5899 6649 4.3 2.3 311 12.7 21
Yemen 2923 3897 2975 3102 4724 2.9 1.6 4.3 52.3 3.3
Netherlands 2274 2717 3227 4387 4659 2.0 1.6 35.9 6.2 9.4
Switzerland 3245 1663 1854 1962 2646 12 0.9 5.8 34.9 8.0
Japan 2168 1193 1658 1708 2402 0.9 0.8 3.0 40.6 124
Russian 3513 385 682 654 969 0.3 0.3 -4.1 48.2 16.6
Federation
Others Americas| 2892 364 614 702 10,394 0.3 3.6 14.3 1380.6 74.8
Other  Middle | 2893 2741 7865 13678 17369 2.0 6.0 73.9 27.0 36.0
east
Other Asia 1757 5758 8167 10480 17656 4.2 6.1 28.3 68.5 20.5
Other Europe 5787 8186 13112 18233 29653 6.0 10.2 39.1 62.6 23.9
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6. Annex 2, Kenyan International Tourist Arrivals at frontiers (By nationality)

year 1995 2000 2003 2004 2-005 Market shae Growth rate % Average
2000 2005 | 04/03 | 05/04 per year
(%)
2000
2005
Total 973,600 | 1,036,628 | 1,146,099 - - 100 - - - -
From Africa | 188170 282458 311819 - - 27.2 - - - -
total
Tanzanian 116,574 | 128695 - - 11.2 - - B -
Uganda 72803 80373 - - 7.0 - - - -
Zambia 9532 10557 - - 0.9 - - - -
Others African 83519 92194 - - 8.1 - - - -
From other| 497890 754170 833933 - - 72.8 - - - -
Regions
Germany 108700 163168 180156 - - 15.7 - - - -
UK 105640 158574 177339 - - 15.3 - - - -
us 45310 68014 75086 - - 6.6 - - - -
ltaly 37060 55631 61428 - - 5.4 - - - -
France 33220 49866 55057 - - 8.8 - - - -
Switzerland 27160 40769 45013 - - 3.9 - - - -
Sweden 23890 35860 39593 - - 35 - - - -
India - 24889 27479 - - 24 - - - -
Austria 13850 20789 22954 - - 2.0 - - - -
Canada 12920 19393 21410 - - 19 - - - -
Netherlands 12,380 18583 20518 - - 1.8 - - - -
Japan 10650 15986 17651 - - 1.5 - - - -
Spain 7040 10567 11667 - - 1.0 - - - -
Denmark 6320 9486 10474 - - 0.9 - - B B
Israeli 8564 8451 - - 0.8 - - - -
Finland 4740 7114 7855 - - 0.7 - - - -
Belgium 4480 6723 7424 - - 0.6 - - - -
Australia 3160 4744 5237 - - 0.5 - - B B
New Zeeland 2600 3902 4308 - - 0.4 - - - -
Ireland - 3782 4176 - 0.4 - - - R
Norway 1360 2042 2254 - - 0.2 - - R _
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interregional

Greece - 1530 1689 0.1 -
Portugal - 584 647 0.1 -
Brazil 120 180 199 0.0 -
Mexico 40 59 64 0.0 -
Other 37250 23371 25804 2.3 -

(WTO, 2009)
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7. Annex 3,Moroccan International Tourist Arrivals at frontiers (By nationality),

year 1995 2000 2004 2005 2006 Market share Growth rate % Average
2000 2006 | 05/04 | 06/05 per year
(%)
2000
2006
Total 2601641 | 4278120 | 5476712 | 5843360 | 6558269 | 100 100 6.7 12.2 7.4
From Africa | 66258 88689 123070 143855 165307 21 25 16.9 14.9 10.9
Algeria 13178 20251 29744 37298 43691 0.5 0.7 25.4 17.1 13.7
Tunisia 27689 26495 23904 25709 27443 0.6 0.4 7.6 6.7 0.6
Mauritania | 4326 5886 18895 20889 23902 0.1 0.4 10.6 14.4 26.3
Senegal 5355 7775 16208 20922 21122 0.2 0.3 29.1 1.0 18.1
Guinea 2755 5926 11218 10175 8954 0.1 0.1 -9.3 -12.0 7.1
Cote devoir | 1568 1969 4121 5982 7606 0 0.1 45.2 27.1 25.3
Mali 3893 6745 4679 5603 6865 0.1 0.1 19.7 225 19
Souh 1586 3072 2233 3093 4472 0.1 0.1 38.5 44.6 6.5
Africa
Gabon 1302 1203 1266 1955 2978 0 0 54.4 52.3 16.3
Niger 799 1887 1496 2161 2868 0 0 445 32.7 7.2
Congo 107 1350 1747 2288 2679 0 0 31 17.1 12.1
Other intra| 3700 6730 7559 7780 12727 0.2 0.2 2.9 63.6 11.2
regional
From others| 1455696 | 2230277 | 2577109 | 2897930 | 3377795 | 52.1 51.5 12.4 16.6 7.2
Region
France 421890 813865 1167088 | 1337204 | 1481610 | 19 22.6 14.6 10.8 10.5
Spain 199133 232245 317119 367811 467956 5.4 7.1 16.0 27.2 12.4
UK 128913 137247 150398 193565 265536 3.2 4.0 28.7 37.2 11.6
Germany 161748 211039 141210 144200 151396 4.9 2.3 2.1 5 -5.4
Belgium 44102 79918 105821 125890 149531 1.9 2.3 19.0 18.8 11.0
Italy 101212 142426 112807 120955 140923 3.3 2.1 7.2 16.5 -0.2
us 80168 12108 76889 82980 93646 2.8 14 7.9 12.9 -4.2
Netherlands | 44615 59436 73190 80090 92201 14 14 9.4 15.1 7.6
Switzerland | 25586 44556 41758 46508 45901 1.0 0.7 114 -1.3 0.5
Canada 24725 34320 31321 36825 44493 0.8 0.7 17.6 20.8 44
Portugal 16472 31320 38951 36980 43876 0.7 0.7 -5.1 18.6 5.8
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Saudi 26957 31749 31478 36406 36983 0.7 0.6 15.7 16 2.6
Arabia

Sweden 12000 29725 26723 26638 27305 0.7 0.4 -0.3 25 -1.4
Poland 5535 8628 8913 10632 20571 0.2 0.3 19.3 93.5 15.6
Ireland 6803 10943 18112 13202 18706 0.3 0.3 -27.1 41.7 9.3
Japan 17206 23643 15723 17044 18255 0.6 0.3 8.4 7.1 -4.2
Australia 4505 11636 12544 12327 17732 0.3 0.3 -1.7 43.8 7.3
Turkey 3031 4616 7900 12161 14574 0.1 0.2 53.9 19.8 211
Egypt 4290 9427 9890 11553 14246 0.2 0.2 16.8 23.3 7.1
Austria 12489 23297 13561 14634 13930 0.5 0.2 7.9 -4.8 -8.2
Libya 11369 11357 9426 9653 12128 0.3 0.2 24 25.6 11
Russia 4915 8089 11318 8670 11975 0.2 0.2 -23.4 38.1 6.8
Denmark 7669 14619 15143 12115 11559 0.3 0.2 -20.0 -4.6 -3.8
Korea 199 3247 6002 6680 10165 0.1 0.2 11.3 52.2 20.9
Norway 6258 21826 13988 10585 9552 0.5 0.1 -24.3 -9.8 -12.9
Other 83906 110053 119836 122622 163045 2.6 25 2.3 33 6.8
interregional

(WTO, 2007)
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8. Annex 4, SouthAfrican International Touris t Arrivals at frontiers (By nationality),

year 1995 2000 2004 2005 2006 Market share Growth rate % Average
2000 2006 | 05/04 | 06/05 per year
(%)
2000
2006
Total 4684046 | 6000538 | 6815202 | 7518320 | 8508806 | 100 100 10.3 13.2 6.0
From Africa 3449460 | 4300893 | 4,720,457 | 5463441 | 6320636 | 71.8 74.3 15.7 15.7 6.6
Lesotho 1097351 | 1559422 | 1479802 | 1668826 | 1919889 | 26.0 22.6 12.8 15.0 35
Swaziland 664863 742621 852636 911990 993030 124 11.7 7.0 8.9 5.0
Zimbabwe 729971 477380 558093 783100 989614 8.0 11.6 40.3 26.4 12.9
Mozambique 192987 491526 405579 648526 926496 8.2 10.2 59.9 41.9 111
Botswana 363890 563365 806820 798455 765705 9.4 9.0 -1.0 -4.1 2.2
Namibia 213063 206022 226525 220045 225020 34 2.6 -2.9 2.3 1.5
Zambia 48323 75882 122512 128390 160,984 | 1.3 19 4.8 25.4 134
Malawi 45040 70732 89743 107258 124914 1.2 1.5 195 16.5 9.9
Nigeria 4758 13451 24627 30248 36635 0.2 0.4 22.8 211 18.2
Angola 17865 28281 29058 28515 29005 0.5 0.3 -1.9 17 0.4
Kenya 12854 14646 20825 22389 24209 0.2 0.3 7.5 8.1 8.7
Congo 9575 2437 11391 16079 21421 0.0 0.3 41.2 33.2 43.7
Mauritius 8855 12042 14009 14103 14233 0.2 0.2 0.7 0.9 2.8
Tanzania 4347 7529 11399 11995 13369 0.1 0.2 5.2 115 10.0
Uganda 4430 6294 10314 10237 11208 0.1 0.1 -0.7 9.5 10.1
Ghana 4191 6193 8887 8970 10926 0.1 0.1 0.9 21.8 9.9
Other 27097 32070 48237 54315 53978 05 0.6 12.6 -0.6 9.1
Intraregional
From others| 1104675 | 1566747 | 1932554 | 1992580 | 2143265 | 26.1 25.2 3.1 7.6 54
regions
United kingdom | 252437 358072 463176 476627 494955 6.0 5.8 2.9 3.8 5.5
Germany 172502 215011 249564 253471 263225 3.6 3.1 1.6 3.8 3.4
us 108688 181632 213322 238934 259674 3.0 3.1 12.0 8.7 6.1
Netherlands 48197 93091 122271 117855 126327 1.6 15 -3.6 7.2 5.2
France 55907 92750 11636 103674 108713 15 13 -7.1 4.9 2.7
Australia 47950 57191 76712 78233 90419 1.0 1.1 2.0 15.6 7.9
ltaly 28222 38979 51059 52172 54214 0.6 0.6 2.2 3.9 5.7
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Canada 21825 28717 38214 41827 49963 0.5 0.6 9.5 19.5 9.7
India 16450 27810 36069 39906 49674 0.5 0.6 10.6 24.5 10.2
Switzerland 31018 33938 37319 39591 41853 0.6 0.5 6.1 5.7 3.6
Belgium 21976 41550 38036 39385 40959 0.7 0.5 35 4.0 -0.2
China - 19722 45934 41704 40327 0.3 0.5 -9.2 -3.3 12.7
Sweden 16849 21072 32987 36408 40106 0.4 0.5 10.4 10.2 11.3
Ireland 11616 19753 38437 36799 38692 0.3 0.5 -4.3 5.1 11.9
Japan 17293 24104 24469 28861 33500 0.4 0.4 17.9 16.1 5.6
Spain 6935 18234 23638 27587 31659 0.3 0.4 16.7 14.8 9.6
Brazil 12036 17659 21562 24090 30424 0.3 0.4 11.7 26.3 9.5
Portugal 11825 25013 29421 30277 28978 0.4 0.3 2.9 -4.3 25
Denmark 9445 15189 20684 21450 25324 0.3 0.3 3.7 18.1 8.9
Austria 17485 22137 20808 20935 22052 0.4 0.3 0.6 53 -0.1
Norway 6631 10839 18959 20636 21508 0.2 0.3 8.8 4.2 121
New eland 12585 13035 16562 18039 18547 0.2 0.2 8.9 2.8 6.1
Korea 3797 9081 13935 15391 17405 0.2 0.2 10.4 131 11.5
Israeli 13374 14161 15877 15864 15634 0.2 0.2 -0.1 -1.4 1.7
Taiwan 35142 15825 16753 13579 15591 0.3 0.2 -18.9 14.4 -0.2
Other 124490 152182 155150 159285 183542 25 2.2 2.7 15.2 3.2
interregional

(WTO, 2009)
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9. Annex 5, spatial patterns of international arrivals
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10.Annex 6, spatial patterns of international arrivals, 2005
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11.Annex 7what do you know abou Ethiopia?
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