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] 1 urism en- fhusxas’_cs at Switzerlangs!. tourism €Xpowith more than 42,000 Vvisitors and Over 500 exhibitors. 

The Ministry of Foreign Affairs de- scribes Uganda’s participation as a“stra- tegic move to aggressively penetrate the Swiss tourism market, introduce its ad. 
venture, sports portfolio, and attain fa- 

'y and name 
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alongside its premium coffee; cultural _henta 8¢, enhancing her overall brand identityto the high-end travelier. Mr Stephan Amstad, the exhibition Manages. said Uganda was the second African country, after South Africa, to have a pavilion at the Zurich FESPO, a development he hailed as“historic”and “welcome”. - The Minister of State for Tourism, Mr Martin Mugarra Bahinduka, who led Uganda’s delegation, said the country’s presence in Zurich provided it with an 

Opportunity to establish first-hand the 
Swiss travellers' profile and customise 
product development and market infra- 
structure interventions accordingly 
The Uganda Tourism Boargl (UTB), 

Ms Juliana Kaggwa, said acquiring first- 
hand market insights gives thern an op- 
Dortunity to benchmark marketing ma- 
terial and improve on what they already 
have, while networking with Swiss tour 
operators selling African: destinations. 
“We realise that producing materials 

in three different languages is impor- 
tant for this market despite its seerm;lf; 
ly small population,” Ms Kaggwa ¥ 
qy\vmtedinastatementfivmtheMms‘trY 
of Foreign Affairs. 
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Usanda draws lessons from Zurich EXpo 
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ic and Commercial Diplomacy guidethe 
somtesmdoamhomwmkm, ol 
UTE on how to develop tourisin prod. 
wcts that show a;:n!mmflmg 
Swiss demnographics,'hie said. According to the Ministry of Finance, ourism earnings reached $1.7bin the * 
Financial Year 2024/25,whichwas attrib- 
uted toincreased investments. 


