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Aty the centre orUgan» 
a's argument is a be- 

lief that the country 
"e@mains one of Africa’s 
Most underdeveloped 
hospitality markets 
relative to its tourism 
Potential. 

BYTREVORLUTALO 
hen the Puture Hospitality Sum- 
mit (FI1S) Africa convenes in © 
Kampala in February next year, 
Upanda will not simply be host. © 

ing another tourism conference. The 
country will be pitchingtselfas Est Af: 
rica next major hospitalty imvestment 
frontier, 
For years, Uganda has: 

through wildife and the*Pearl of Africa™ 
Drand But government officials and pri- 
Vate sector players now want to push the 
tomversation beyond tourism potential ¢ 
{0 investment infrastructure and global | 
hotel development 
Thearrival of FHS Africain Upanda for 

st time reflects that shift Thesum : 
of Africas leading hospitality in- 

:l?unv:m Platforms,brings together ho- 

m stakeholders looking for oppor- 
\unites acroesthe continent. 

ities such as Nairobi (Kenyn) and Cape 
Town (South Africa), destinations al- 
Teady deeply integrated into Africa hos 
Pitality investment marke. 
“This is about opening Uganda to the | 

World;* said Uganda Tourism Board 
(UTB) Chief Executive Officer Juliana : 
Kagwa during the summit announce- 
‘mentin Kampala. 
“Weare not justlooking to increasear- 

rivals; we want o grow foreign direct 
Vestment across the entire tourism val- 
ue chain. We need accommodation, we 

the centre of Uganda's argument is 
abelief that the country remains oneof 
Africas most hospitali 
1Y markets relative o ts tourism poten 
tial While neighbouring Kenya and Tan- 
2ania spent years attracting global ho- 
tel chains such as Marriott, Hilton and 
Radison Blu Uganda sl asrelatively 
internationally branded hotels com- 

pamdmmgunalmmpumhdmy 
Players see thatas an opportunity. 
“When you compare the number of 
brand-name hotels in Nairobi and Tan- 

Ingsising to between $1.6 billion (Shs6 
trllion) and $1.7 billion (Shs6 3 rillin). 
At the same time, the government has 
positioned tourism as one of the pillars 
of its economic transformation agenda 

‘ment, Science, Technology,and Innovar 
tion (ATMS) strategy Under that frame- 
‘work,officials say tourismis expectedto 

“The government has hedged its bets 
on four primary sectors. And in those 

arketed itself : 

Left to right: Doputy Director for Invostment Promotion at the Uganda Investment Authority Rita Mugalu, Businass 
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Development Director for FHS Africa Roy Bannister, and Uganda Tourism Board CEO Jullana Kagwa during a prass 
announcement event in Kampala recer ntly. PHOTO/TREVOR LUTALO 

ABOUT TOURISM SECTOR 

GoU goals for the tourism sec- 
tor 
1) Increasing tourist inflows five- 
fold under the current spend-per- 
touristand length-of-stay. 
2) Doublingaverage spend-por- 
tourist and average stay-per-tou- 
rist. 

‘GoU's accelerator actions 
Toboost confidenco amongst tou- 
ristsand travelers, [the] Govorn- 
‘mont will enewits commitment 
toimploment existing rogulations. 
without resarvation. Attention will 
specifically focus on: 
i) Tighteningthe enforcemant of 
rogulations govorningroad safety, 
trado order, healthand sanitation, 
building control and environmen- 
talprotection. Supporting laws. 
forthisincludo the Traffic and 
Road Safety Act (2023); the Pu- 
biic Health Act (2022); the Natio- 
nal Environment Act (019);and 
the Food and DrugAct (1964) 
i) Reversing the trend of the ho- 
micide crime rate. Police reported 
that 4,366 people were murdered | 

ATMS, tourism s pegged to grow two 
and ahalftimes ahead of any other sec 
tor'Ms Kagwasaid. 
For investors, that signals political 

backing and long term state support. 
Ugandan officials frequently point to 
countries such as Thailand, Peru and 
‘Tanzania as examples of destinations 
that transformed themselves through 
tourismiedinvestment. 
Ms Kagwa believes Uganda is entering 
similar phase. 
“We see ourselves competing with the 

best destinations in the world. We're 
looking at Thailand as a benchmark. 
We're looking at Peru and Ecuador. Al 
these destinations started with invest- 
‘mentshesaid. 
Longingforbreakthroughs 
The umlns ‘may also be significant. 

a; 

inUgandain 2023, anaverage of 
12 victims aday, a five-percentago 

crease compared to 2022. 
Expanding cortification of tou- 
m products and facilitios. 

) Coordinating public and pri- 
vateinvestmentin the facelift of 
Greator Kampala Metropolitan 
Area (GKMA) as tho gatoway into 
Uganda. 

Facilitating compliance with th 
National Building Codo as definod 
undortho Building Control Act 
(2013); professional standards 
and conduct; and industry stan- 
dards as dofinod by UNBS. 
Vi) Expansionand upgrades of 
hotel capacity, ratings and com- 
potitivo pricing. including hotels 
‘around the planned Kidapo Airpo- 
t, Kabalega and other industrial 
parks. 
vii) Implementation of a spec 
censingregime for hotel and tour 
operators, including public heal- 
thstandardsand certification of 
‘workers (drivers, housekeeping 
workers). 

‘Africa Cup of Nations (Afeon), a tourna- 

'Ms Byamugisha admits the hospitality 
:ycdmixunderpms\nlnamandquidr 

“Afconis coming in 2027,and they al 
ready want five star hotels in Hoim: 
alone,which we don'thave?shesaid *So, 
asacountryweare panicking:” 
‘That urgency partly explains wh 

Uganda i aggressively courtingintena- 
tional hotel brands and investors ahead 
of both Afcon and the hospitality sum 
‘mit.Officials envision not only more ho- 

telsiin Kampala,but also branded prop- 
erties in National Wildife Reserves and 
Parks. 
“We would ke you to go to Murchison 
Fallsand stay in 
W5 

You to g0 to Ridepo and stay in a 
ilton hotel,Ms Byamugisha said. 
The push for branded hotels reflects 

changing dynamics within African tour- 
mmarkets. 
International chains bring more than 
commodation capacity They oftenat- 

tract global loyalty-programme travel- 
ers, implwe investor confidence and 

service standards. 
u\d\mrydzmmdumlmemm 

shapingthedityitselt 
“We want Kampala City,the skyline of 

Kampala Gtytoevolvein the next three 
years; Ms Kagwasaid. 

“The anslormation being envisioned 
extends beyond hotels alone. Tourism 

vention facilities to airports and public 

Increasingly tourism i no longer be- 
g viewed simply as leisure travel or 

wildlife conservation. Governments 
across Africa are treating it as an eco- 
omic development strategy tied to 

Uganda appears to be embracing that 
model. 
Ms Ritah Mugula,deputy director for 

investment promotion at the Uganda In- 
vestment Authority (ULA),said the gov- 
emment s trying to ensure infrastruc- 
ture development keeps pace withtour- 
ismgrowth. 
“Asthe numbers are comingin, and we 

see tourists growing, we need to work 
ackwards and ensure that the infra- 
tructure in place s in tandem with the 
‘numbers we are attracting? she said. 

yinguptheloose ends 
Part of Uganda's investment pitch also 
sts on incentives aimed at making 

intry more. competitive for 
sanadn < 

hospitality Ime=tors. 
Acconlingto 1A, teldeselopers cant 
secees seeral taz incentives nchding 
2o import duty on hotel equipment 
and machiners, VAT exemptions for ho- 
telinsestinentsoutsidecentralurban 
easand gear ineome tax holidags for 

ors b commit at feast 
7. billion) can quali. 

1y o tax iy, il dometie e 
torcan qualify at  $300 000 Shat 1 ol 
Tion)ire=timent thr=hold. 

Officials say the overnment is also 
trying o e ey thrvnigh 3. 
onestop imestment centre desiemed 1o 
streamlinelicensine. permits and erri 
monmentalappr 
Still, Uganda‘s hospitality 

ambitions face majoe challenges 
Infrastructure gaps remain a concern, 
partienlarly outside Kampala. Road 
connectivity, airport capacity and 
service delivery standards continue 
10 lag behind more mature tourism 
markets aich as Kerrya and South Affica. 
Even within the industry, there is an 
acknowledgement that Uganda i still 
layingcatchup. 
M3 Byamueisha estimates the country 

H ufihmn,mh:flflolmhxp 
scaleinternational hospitality events. 
Hospitality training and workforce 

development have therefore become 
central to the government's tourism 

iy opertons, sutainabiit and our 

Tourism key piyers arge that - 
proving service quality will be just as im- P g e i A 
incrasingly Shaping o comeren increasingy haping obal comversa: 

Uganda's 
ture hospitality expansion must avoid 
damaging protected ecosystems and lo- 
clcommunites. 
“We are protecting the community 

and environment all the time,” Ms Kag- 

wasaid. . 
‘That balance could become increasing: 
lyimportant as investors look beyond 

sorts and nature based tourism experi- 
ences. 
Despite the challenges, optimism with- 
inUgandaStourismsectorremains high. 
Part of that optimism stems from a 

‘belief that Uganda is entering the mar- 
ket at the right moment, late enough to 
leamn from regional competitors, but ear- 
Iy enough to offer untapped growth op- 
portunities stil. 
For investors, Uganda presents a 

combination of a globally recognised 
tourism brand, relatively low market 
saturation and growing regional 
connectivity. The question now is. 
Whether that enthusiasm can translate 

Ahead of the 2027 summit, UTB 
and UIA plan to organise investment 
roadshows, business-to-business 
engagements and investment 
prospectuses aimed at attracting 
developersand hotel operators. 
M Kagwa said the goal is not simply 
conversation, but deals By the time we. 
come together for our two to three days, 
reallyweare just signing contracts 

CamScanner


