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Lunch With the DM

Ibrahim Kayondo, Direc-
tor of Trip Addict, tells
Trevor Lutalo over
lunch about how the
domestic tourism expe-
rience has to be tailored
to caterto the interests
of aconstituency aged
between 18 and 35.

y the time the food arrives at
Chaote Boutigue Hotel and
Restaurant in Kampala, Thrahim
tayondo has already mapped
out half'a dazen ideas on how Ugandas
domestic tounsm could work better
He speaks quite fast. Not out of
nervousness, but urgency His words
tumble into each other, animated,
onfident. sometimes unfinished, the
ark of someone whose mind is always
w steps ahead of the conversation.
ressed simply in a white polo
hirt, k. 's head of hair neatly kept,
wyondo looks less like a traditional
arism executive and more like the
nd of person you would expect to
tind leading a road trip to Jinja. Which,
In many ways, is exactly what he does.
Kayondo is the Director of Trip Addict,
one of the companies that has helped
reframe how young Ugandans think
2bout travel within their own country.

Anewkind of traveller

OwrsJunch, he is less interested in
selling destinations than explaining
behaviour, why Ugandans travel the
way they do, why they hesitate, and
why the tourism industry still struggles
to understand its biggest potential
market: Ugandans themselves.

*The Ugandan domestic tourist
mq:ry is not just someone going to see
animals or waterfalls” Kayondo says,
barely pausing. “People are travelling
for business, for entertainment, for
long stays, for daycations Travel now
has many meanings”

From his experience, the typical
domestic traveller is young between
18 and 35, urban-based, and curious.
Over the last five years he has watched
young people enter the tourism space
not only as travellers, but as operators,
service providers, photographers,

, driversand

“That is a very good sipn,” he says“It
means the future of this industry is
being shaped by people who actually
useit”

This shift matters because Uganda's
tourism sector was, for a long time,
de< ~i:2d almost entirely for foreigners.
Lu. ry lodges, dollar pricing, long
itineraries and rigid packages defined
the experience. Ugandans were not
the target market. They were an
afterthought, but Covid-19 changed
that

“When barders closed, people realised
something,” Kayondo says.*Ugandans
are important to the business cycle.

£

Suddenly, domestic travellers were no
longer optional. They were necessary
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‘Our domestic tourism mustn’t
treat vouth like an afterthought’

remain incredibly popular with young
people. 1t is not just the Nile or the
activitics 1t is a bus ride with music,
laughter, games and comversation. It is
the feeling of excape long before arrival.

“In many cases, the road trip is the
holiday™he says.

This understanding has shaped how
Trip Addicts desins its packages. Short
trips. Group travel. Experiences that
feel achievable. Affordable fares that
still offer valoe.

“Young people carn less, but they
want to travel."he says.*So affordability
is key. And added value. It is also
why places like the Uganda Wildlife
Conservation Education Centre
(formerly Entebbe Zoo) and the
Uganda Museum continue to attract
hundreds of thousands of Ugandan
visitors each year. They are accessible,
fammliar. and affordable.”

Limits of time, money

Yet Kayondo is quick to point
out that interest alone
does not translate
into movement.
Uganda's
economic
structure

AfFordahitity,
“Young people parn
less, but they want to
travel. So affordabi-
lity is key. And added
value, Itis also why
places like the Ugan-
da Wildlife Conserva-
tion Education Centro
(formerly Entabbe Zoo)

and the Uganda Museum continue
to attract hundreds of thousands
of Ugandan visitors each year.
They are accessible, familiar, and
affordable,” 1 Kaye
Director of Trip Addict, at
travel compan
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places real limits on domestic tourism.
*Most Ugandans don't have time,”
he says.*Unless it's a public holiday,

it’s very hard. People work long hours. |

Leave days are few. Disposable
income is limited.

Travel becomes something squeezed
into long weekends or national
holidays,”he explains.

This reality, he argues, should guide
how tourism products are designed.
Expecting people to take week-long
safaris is unrealistic. Short trips, three
days or less are far more practical.

*We are still in an awareness creation
stage,"Kayondo say=“It's not about high
earnings yet.It's about helping people
start.”

Daycations, weekend getaways and
flexible payment options have played
abig role in getting more Ugandans to
travel,especially the youth.

Yet he is convinced, now more than
ever, that the tourism experience in
Uganda is built for foreigners, adjusted
for locals

For decades, about 90 percent of
tourism businesses in Uganda targeted
foreigners. Domestic tourism existed,
buton themargins.

The pandemic forced a rethink.
Lodges began offering subsidised rates
for Ugandans during low seasons.
Uganda Wildlife Authority (UWA)
maintained relatively fair entry fees for
citizens. Numbers slowly began to rise.

. But Kayondo believes the shift is still

incomplete.
“We still have an awareness
problem,” he says.“Take schools,
for example, we have over seven
million learners, but many
schools visit the same places
year after year. There are so
many lesser-known gems, but
they are not being explored.”
He also points to a lack
of differentiation in how
operators are treated.
“Someone dealing with
domestic tourists is not
‘the same as someone
dealing with inbound
international tourists,”
he says.“But policy does
notrecognise that.”

Frustrations on
the ground

For first-
time domestic

travellers, the
_ frustrations are
predictable. High
costs. Confusing
pricing. Poor
communication.
Services that do
not match what was
promised. Kayondo
_traces many of these
problems back to structural
Baps.

“There are few seminars
focused on domestic tourism
operators. Limited funding is
invested in this segment.
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is lacking. Domestic tourism has np,
really been on the government laddey-
hesays. '
“Hotelsand lodges, too have been sl
to adapt.Somestillinsist on charging iy,
foreign currency. Others offer servica.
priced far beyond what most Ugandap,.
can afford. Luckily, town motels haw..
stepped in. They have filled a very bi,
gap headds. ’
'l:he_re is something else that i
bridging a big gap—the Power of sacia)
media. Indeed. if there is one force th,
has truly changed domestic tourism in
Uganda, Kayondo believes it is digita
storytelling. )
“lam a beneficiary of this myself-j,.
says with a smile.*Trip Addicts re}e.
heavily on platforms like X [former:.,
Twitter] and WhatsApp to market +
The reach is wide. The cost is lo~
impactis immediate* )
More importantly,social media oy ..
travel feel possible. '
“When people see others like they,
travelling, it builds confidence,"he s~
“They start to believe, 1 can alsq 4,
this.™
In a country where tourism was ¢
presented as something for wea
foreigners, that shift in perception ;;
powerful '

Smallchanges, bigimpact

Beyond pricing, Kayondo be
simple changes could unlock gr
Awareness campaigns that acty
reach ordinary Ugandans. Insun
policies that protect both travelle
operators. Sector funding to equip |
players with better tools. He also caj)-
for collaboration.

“Imagine if large companies
required to sponsor two in
for their staff every year” he s
alone would move numbers.”

Existing campaigns like Tular
and Kii Uganda Kinyurna he argu:
well-intentioned but often short
and poorly targeted.

*They need to reach the ‘common
man, he says.“The common Uzandan
Kayondo is clear about the ro]
companies, such as Trip Addicts pl
It is not just about selling trips. <V
educate people,”he says."We tell th
what to expect, how to budget, how

travel”

Group travel,he explains, helps reduce
costs significantly. It allows peo
to experience places they might
afford alone. Over time, travellers ¢
confidence to plan trips on their

“Our goal is not to trap people”he
“It's toempower them.”

As our lunch meeting comes to ar
end, the conversation turns to the lon
term.

“Countries like the United Stare:
China and India rely heavily o
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