ANALYZING THE OPPORTUNITIES OF COFFEE TOURISM IN THE DEVELOPMENT OF
UGANDAN TOURISM INDUSTRY: A CASE STUDY OF MUKONO DISTRICT

JOYCE KOBUSINGE
M21B63/012

A DISSERTATION SUBMITTED TO THE SCHOOL OF BUSINESS, IN PARTIAL
FULFILLMENT OF THE REQUIREMENTS FOR THE AWARD OF A DEGREE OF BACHELOR
OF TOURISM AND HOSPITALITY MANAGEMENT OF UGANDA CHRISTIAN UNIVERSITY

May, 2024

UGANDA CHRISTIAN
, UNIVERSITY

A Centre of Excellence in the Heart of Africa




DECLARATION

| KOBUSINGE JOYCE hereby declare that this is my original work, is not plagiarized
and has not been submitted any other institution for any award.

SIGNATUIE ecvererrecreereerecrresreesteeseesseesaessaessessaessessnensane DAte ..o .



APPROVAL

This is to certify that KOBUSINGE JOYCE has done her research report, titled
‘ANALYZING THE OPPORTUNITIES OF COFFEE TOURISM IN THE DEVELOPMENT OF

UGANDAN TOURISM INDUSTRY ’under my supervisor and is now ready for submission
with my approval.

SIGNATUIE: ..ottt ccne s essssessensesenns Date: ..ot

[UNIVERSITY SUPERVISOR]



ACKNOWLEDGEMENT

To the Almighty God, the giver of wisdom and sustainer of life for His endless
protection, knowledge and provision. He is great

Special thanks to my sisters, mother and brother for their love and support throughout
my academic journey. May the Almighty of God richly bless you?

My appreciation also goes to my research supervisor MR. DANIEL KARIBWIJE for the
adequate time and support that has enabled me complete my research.



LIST OF FIGURES

4.1.4 Pie chart showing the number of respondents........cccceeeeeeevecrneecersensenrersecnenns .



LIST OF APPENDICES

6.3. 1 QUESTIONNAITES. ..ueeeeerrerenreerrrrerrrrresrreesssesssssesssssesssesesssesssssessssssssssssssssesssssesssesssssesessassssses o .
6.3.2 INTEIVIEW GUIAC....uceieceeceeeeeeneececneseeseseesaeseesaessessessessessessessessasssssasssssssnessessassassasasssassasses

6.3.3 INErOAUCLOIY LOELEN . ittt st cesaeseesaesaesaeeessessessesasssnsnesnnsnesnessessessesasssassasses

Vi



GDP
uTB
UCDA
UWA

NARO

LIST OF ACRONYMS

Gross Domestic Product

Uganda Tourism Board

Uganda Coffee Development Authority
Uganda Wildlife Authority

National Agricultural Research Organization

vii



ABSTRACT

The study investigated the opportunities of coffee tourism in the development of the
tourism industry in Uganda but specifically Mukono district. Emphasis was put on
analyzing these opportunities for the growth and development the tourism sector,
engaging both the tourists, coffee farmers, baristas and government bodies
responsible for tourism in Mukono district. The study used a case study research
design where quantitative approach of data collection and analysis was adopted. Data
was collected from tourists, farmers, baristas and some few government officials in
Mukono district who were selected using random and purposive sampling techniques
and data was collected using a closed-ended questionnaire. The study found out that
coffee tourism in Mukono is yet just to be discovered as many farmers have not
delved into it with much seriousness hence there is need for the UTB to organize
training programs so as to brand coffee tourism as a tourism product which can fetch
more than enough tourists. More so Mukono as a district need to adopt social media
marketing as a tool to communicate and brand itself for example using Facebook,
Twitter, Whatsapp and YouTube as the main social media platforms to market their
products & services. It was concluded that Mukono has a lot of potential for the
operation and exercise of coffee tourism. The study recommends that the government
and UTB should collaborate with coffee farmers in Mukono to promote and develop
coffee tourism in the region.
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CHAPTER ONE

1.0 Introduction:

The study intend to identify market trends and opportunities in the coffee tourism
sector and also to investigate what attracts individuals to coffee tourism, their
expectations and factors influencing their decision making during the travel experience
Mukono district. This section discussed background of the study, problem statement,
research objectives, scope of the study, significance of the study and research
questions.

1.1 Background of the study.

Coffee is one of the most globally traded commodities and is deeply ingrained in the social
and cultural practices of various regions around the world. Besides being a popular beverage,
coffee has emerged as an important cultural, economic phenomenon hence attracting a
growing number of tourists seeking immersive experiences within the coffee production
process. And over the past years, there has been a notable increase in the popularity of
coffee tourism not only in Uganda but also other renowned coffee producing countries such as
Ethiopia, Costa Rica and Colombia wherein travelers express a serious interest in visiting
coffee-producing regions to learn more about the cultivation, processing and cultural aspects
of coffee. Coffee tourism in Uganda is not only good for us tourism scholars or professional
but also good for Uganda as a country and tourist destination. It has a positive impact on
Uganda’s coffee sector and rural development such as income generation that is to say it
helps in increasing the income of the coffee farmers and cooperatives who participate in it.
Through offering coffee tours to tourists, they can generate additional revenue from their
service such as selling coffee beans, roasted coffee, brewed coffee and souvenir. They can
also charge a fee for hosting and guiding the tourists on their farms and facilities hence
helping them improve on their living standards or invest in their other businesses. More so
coffee tourism in Uganda helps improve the quality of the coffee produced by farmers and
cooperatives who participate in it for example by engaging the tourists, these farmers can get
feedback and reviews or suggestions on their products and practices such as to how to grow ,
harvest , process and roast their coffee . furthermore this can be an opportunity to learn from
experts and trainers who might have accompanied the tourists or maybe one of the tourists is
a coffee expert who might have travelled to learn more about coffee which might help in
coffee grading, tasting hence helping to enhance the farmer’s skills and knowledge and
produce better quality coffee. Coffee in Uganda helps to promote sustainability of the coffee
sector and the environment in the country. That is to by educating tourists can raise
awareness and appreciation for the challenges and opportunities facing the coffee industry
and the natural resources in the country such as climate change, pests, diseases,
deforestation, water scarcity and biodiversity loss. For effective results, the tourists can also
be involved so as to participate in various initiatives and projects that aim at improving the
social, economic and environmental conditions of the coffee sector.



According to a report by the International Trade Centre (ITC, 2020), the economic
potential of coffee tourism is substantial, with the ability to stimulate local
economies, create jobs, and enhance the overall tourism sector.

1.2 Problem statement

The major problem affecting coffee tourism in Uganda is the lack of awareness and
marketing and this is the main purpose for my study or research “Ugandans might grow
and export coffee, but they don’t drink it as much as Americans do” and all this
encompasses itself on the lack or insufficiency in marketing. In 2018, the Uganda
Tourism Board [UTB] which is responsible for developing and promoting tourism
products to the local and international markets organized a coffee and tourism
exhibition in Kampala which was aimed at bringing together the different stakeholders
to share ideas that can help to shape the development of the coffee tourism in
Uganda. Coffee being the main cash crop in Uganda it would present a lot of
opportunities such as coffee farm tours, tasting experiences, coffee festivals and
events, coffee- themed accommodations etc. which would help in diversifying the
travel products hence boosting local businesses and the economy when value is
increased in some areas such as processing, manufacturing and marketing. However,
even with a number of coffee estates like Clarke farm and coffee estates Uganda,
Mukwano coffee farm, kaweri coffee plantation among others in this country, coffee
tourism is still low compared to other countries with similar product. Another fact is
that Uganda is known for other tourism products like mountain gorillas, lions, buffalos,
beautiful natural sceneries among others but not coffee tourism and though few
individuals have knowledge about coffee tourism but it is just starting to grow, so not
much tourists are expected to engage or visit for such actually for now Uganda is known
as one of the most exporters of coffee as a beverage but not as a tourist attraction and
yet it can be made a coffee tourism destination as well.

More so, Uganda’s rich cultural and natural heritage presents significant opportunities
for coffee tourism development. But, the success of such endeavors lies on the
meaningful marketing of Uganda as a coffee tourism destination

1.3 Objectives of the study:

The objective seeks to find out the overall opportunities and trends of coffee tourism
in the development of tourism industry in Mukono district.



1.3.1 General objectives:

To provide recommendations for stakeholders including local governments,
businesses, and the community to maximize the opportunities presented by coffee
tourism.

1.3.2 Specific objectives.

1. To identify the diverse opportunities presented by coffee tourism for local
communities, businesses and the tourism industry.

2. To explore the potential for cultural exchange and community engagement
within the context of coffee tourism.

3. To assess the economic effect of coffee tourism in mukono at large including
job creation for the people around, revenue generation and market
diversification for the tourism products.

1.4 Research questions:

1. What are some of the tourism experiences or products does the farm offer and
what are the challenges and benefits encountered by the local community in
hosting coffee tourists?

2. How does coffee tourism contribute to the economic development of Mukono

3. What motivates tourists to engage in coffee tourism? Is it primarily the cultural
experience, the love of coffee or a combination of both factors?

4. What are the environmental and social impacts of coffee tourism and how can
these be mitigated or enhanced?

5. How does Mukono coffee producing area market itself as a coffee tourism
destination and what strategies are most effective?

1.5.1 Scope of the study:
This study is to be carried out within the months of March and June 2024

The study ought to find out opportunities and trends of coffee tourism in the
development of tourism industry in reference to Mukono district. The study
population includes the coffee farmers, district officials from the department of
tourism, hotel owners, baristas and cafés.



1.5.2 Geographical scope:

Mukono district is bordered by Kayunga district to the north, Buikwe district to the
east, Kalangala district to the south west, Kira town and Wakiso district to the west
and Luwero district to the North West. The town of Mukono is about 21 kilometers by
road, east to Kampala the capital city of Uganda which is about 55 kilometers west of
Njeru where the Nalubaale power station is situated on the Kampala- jinja highway.
The geographical coordinates of Mukono district are Latitude 0.3534° N and Longitude
32.7553° E

1.6 Justification of the study:

The study about coffee tourism is justified for several reasons such as economic
impact, coffee tourism can significantly contribute to the economic development of
coffee producing regions in Mukono so understanding its economic impact help
policymakers, businesses and communities leverage tourism opportunities to generate
revenue, jobs and improve livelihoods. Coffee tourism can promote sustainable
practices in coffee production and tourism operations, studying its environmental,
social and economic dimensions hence enabling stakeholders to implement strategies
that conserve natural resources. More so understanding the preferences, behaviors
and motivations of coffee tourists can inform marketing strategies and product
development initiatives, researching market trends, consumer preferences and
emerging niche markets helps coffee producers, tour operators and destination
marketers attract to cater target audiences effectively.

Coffee tourism destinations need effective planning, management and marketing
strategies to ensure visitor satisfaction. Studying the best practices, success stories
and challenges in coffee tourism destination management provides insights for
destination stakeholders to enhance competitiveness and attractiveness. The
government and policymakers play a crucial role in supporting and regulating the
coffee tourism sector for example researching policy frameworks, regulations,
incentives and governance structures related to coffee tourism informs evidence
based policymaking promotes sectoral coordination which ensures sustainable growth
and development.



1.7 significance of the study:

Studying the opportunities in coffee tourism can hold significant importance on
various levels such as economic impact, sustainable development, and cultural
exchange among others. Coffee tourism can contribute significantly to local
economies, especially in regions where coffee production is a major industry in other
wards analyzing opportunities within this sector can provide insights into potential
revenue streams, job creation, and business development for local communities.
Additionally, understanding the opportunities in coffee tourism allows for the
exploration of sustainable practices within the industry which includes promoting
environmentally friendly farming methods, supporting fair trade initiatives, and
encouraging responsible tourism practices that benefit both the environment and
local communities. Coffee tourism offers a platform to promote specialty coffee
varieties and unique brewing techniques so analyzing opportunities in this aspect can
help highlight the value of specialty coffee, educate consumers about different coffee
profiles, and support small-scale coffee producers who specialize in high-quality
beans. Also for regions heavily reliant on traditional forms of tourism, such as beach
resorts or historical sites, coffee tourism presents an opportunity for diversification.
By studying the potential in this niche market, destinations can expand their tourism
offerings, attract new visitor demographics, and reduce dependency on seasonal or
fluctuating tourism trends. Another thing is that research on coffee tourism
opportunities can inform policy development at various levels, including local,
regional, and national governments. Insights gained from such studies can help
policymakers implement supportive frameworks, incentives, and regulations to foster
the growth of coffee tourism in a sustainable and equitable manner. Furthermore the
analysis of opportunities in coffee tourism can stimulate innovation within the
industry, leading to the development of new products, services, and experiences
tailored to the needs and preferences of travelers thus driving market growth, attract
investment, and enhance competitiveness in the global tourism market. In summary,
understanding the opportunities in coffee tourism can have far-reaching implications
for economic development, environmental sustainability, cultural preservation, and
community empowerment within coffee-producing regions and beyond.



1.8 Theoretical framework

The thesis for this study is mainly derived from the successful relationship between
coffee and tourism as a tool for restructuring and development of the tourism
industry in Uganda. We can gain a comprehensive understanding of the complexities
of coffee tourism, its impacts on the host communities and environments. The idea of
development is derived from the discussion of tourism wherein demand discussions
from the concept of heritage, food and beverages tourism in different parts of Uganda
are also included. Finally | present different opportunities in coffee tourism that may
attract a pool of tourists to Uganda as a destination. Drawing from tourism theories
such as destination management, tourist behavior and tourism impacts, researchers
can analyze the dynamics of coffee tourism destinations, visitor motivations and the
social economic impacts of coffee tourism on the host communities. But also
understanding from experience the economy perspective, researchers can analyze the
creation and consumption of memorable experiences in coffee tourism. This
framework highlights the importance of authenticity and immersive experiences in
enhancing visitor satisfaction. A question to ask ourselves is how coffee tourism
contributes to the development of rural economies and agricultural sustainability.



CHAPTER TWO

LITERATURE REVIEW

2.0 Introduction.

This section deals with the various publications related to the topic of study, written
and explained by different scholars, experts, experienced and knowledgeable authors
both at local and international level concerning the analysis of opportunities in coffee
tourism in the development of the tourism industry by drawing examples from other
countries. Although many researchers have studied the value of coffee tourism, there
is still a gap to investigate on the development prospects of coffee tourism and its
micro niche markets. For this reason, this paper aims to illustrate the potential
opportunities of coffee tourism in the development of the tourism industry through a
series of literature, case studies and industry reports.

2.1. An overview on coffee tourism.

Coffee tourism involves the development and promotion of tourism activities centered
on the country's coffee industry. This niche tourism concept allows visitors to
experience various aspects of coffee cultivation, processing, and cultural significance.
The aim is to create an immersive and educational experience for tourists, combining
elements of agro tourism, cultural tourism, and gastronomic tourism.

The coffee tours in Uganda were established in 2022 by Uganda Tourism Board which
means coffee tourism is yet another opportunity or product for Uganda to dive in and
exploit, their main focus is on tours which are a vibrant tourist product in Uganda and
some other neighboring countries. Taye et al 2011, mentions that coffee is one of the
most important commodities in the international agriculture trade, representing a
significant source of income to several countries of Africa, Uganda inclusive, Asia and
Latin America. Coffee tourism not only promotes the rich coffee heritage of a country
but also supports local economies by creating additional revenue streams for coffee
farmers and related businesses. It's a sustainable and educational way for tourists to
engage with the local culture while enjoying the world-renowned and best Ugandan
coffee. Coffee tourism refers to travel experiences centered on the cultivation,
processing and consumption of coffee which involves visiting coffee plantations,
roasteries, cafes and other related attractions. It offers the opportunity to engage
with the entire coffee production process from the cultivation of coffee beans to the
final cup of coffee, while providing them with a deeper understanding and
appreciation of the cultural and economic significance of coffee (Simmons, 2019).
According to Weaver &Benson, 2010 coffee destinations attract tourists interested in
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experiencing the unique flavors, aromas and cultural traditions associated with coffee
producing. These destinations often offer tours of coffee farms, tasting of locally
grown varieties and opportunities to interact with coffee farmers and artisans.

2.2 Development of Coffee Tourism

The development of coffee tourism should be planned and information about coffeeto
urism should be improved. This will include infrastructure development, marketingca

mpaigns and community engagement programs to realize coffee’s potential as a touris
t sattraction. These projects focus on capitalizing on the unprecedented growth and |

ongterm tourism of coffee, thereby creating economic growth, job creation and custo
ms exchange opportunities in coffee producing areas. (Sharpley & Stone, 2018),

the development of coffee tourism in Uganda offers apromising opportunity to capitali
ze on the country's rich coffee heritage and natural beauty. Uganda is known for prod

ucing quality Arabica and Robusta coffee beans, making it a perfect destination forcof
fee lovers looking for a great experience in the coffee process. Coffee tourism is an a

gricultural method that aims to attract more people to coffee plantations to gain mor
e knowledge, experience and understanding about coffee.

According to Jonathan Gold, this research is seen in three waves of coffee culture
that is to say

people like to understand how coffee beans are grown and processed. The first wave
of sites dedicated to the most popular coffee brands for example, Folgers in theUnite
d States. The second wave is marked by many cafes where quality and famous coffees
from around the world are served in the atmosphere of the city. Third wave coffee c
ulture is about sharing knowledge and experiences about growing, roasting and tasting
coffee in the field. There is more interest in local coffee and itsproduction process, s
erving coffee as wine, vineyards and production. Therefore, it has become popular to
go to the coffee field, do farming, roasting and enjoy a cup of coffee in the field.
Some ideas for developing coffee tourism in Uganda include:

2.2.1 Promoting tours to cafes and roasteries

In major cities such as Kampala and Entebbe,
where tourists can learn about different coffee brewing methods and taste different
types of coffee growing and see varieties of coffee.

2.2.2 Visit coffee farms.



One of the primary attractions in coffee tourism is the opportunity to visit coffee
growing regions. In Uganda, coffee tours are offered in areas such as Bugisu, Rwenzori
and Mount Elgon thus allowing visitors to see coffee growing, interact with local
farmers and perhaps participate in coffee selection during the harvest season. When
developing a coffee business, it is important to incorporate cultural elements into the
coffee tourism experience by offering traditional Ugandan dance, music and rich
dishes. In so doing, visitors can immerse themselves in local culture while sipping
freshly brewed Ugandan coffee.

2.2.3 Hold meetings and discussions about coffee

Discussions about coffee cultivation, production processes and sustainable practices
to educate visitors about the importance of the coffee industry to economy and
environment

2.2.4 Coffee tasting events and competitions

Design and carryout coffee tasting events and competitions

to promote Ugandan coffee brands and showcase the diversity of flavors and aromas o
f different coffee varieties grown in the countryln addition, there are also plans to col
laborate with local tour operators to offer far.ming packages that combine coffee far
ming with other activities such as wildlife safari, gorilla trekking and adventure sports
to attract tourists.

2.2.5 Respect and honor local communities

Through training and employment in the tourism industry, involving local communities
in the development of coffee tourism, supporting community projects, and reinvestin
g a portion of revenue from coffee tourism into community development projects. Ma
rketing is a continuous process, so Uganda needs to make marketing plans to increase
awareness of coffee products through digital platforms, social media influencers, trav
el advertising, international trade and participation in coffee festivals.

2.2.6 Coffee festivals and events.

Specialty coffee festivals and events are held worldwide, attracting enthusiasts and
industry professionals. These events feature workshops, competition and exhibitions
thus providing both entertainment and education on coffee- related topics.

2.2.7 Volunteering and working holidays.



Some coffee farms offer volunteering opportunities or working holidays where tourists
or travelers can work on farm in exchange for accommodation and meals. This allows
for a more in- depth experience of coffee production process and local life.

2.3 Coffee Industry and Tourism.

The relationship between the coffee industry and the tourism industry has an impacto
n the production, marketing and nutrition of coffee through play and knowledge. The
relationship between the two is symbiotic; each department offers unique opportuniti
es to support and develop the other. In general, coffee is closely associated with daily
life; it is observed that coffee drinkers drink coffee for fun, habit or ritual, but

they do not use coffee as a meeting place. Travelers can use the coffee culture of diff
erent countries to socialize, relax or study (Jolliffe, 2010). In other words, food patter
ns lead to tourists visiting, so drinking coffee can become an extension of one's daily li
fe (Richards, 2001). Additionally, purchases related to coffee production, such as bags
or specialty coffees from a particular region, can increase the value of travel experie
nces (Westwood, 2006) Since it is a part of their daily life in their country,tourists oft
en visit local restaurants, coffee farms or coffee growing areas to get an idea about th
e places they live or visit. Local cafes are popping up to enhance cooking and showcas
e the local coffee culture that influences people’s culture. This unique experience is t
he intersection of food and travel as a result of knowledge of different cultures and h
ospitality (Long, 2004; Germann Molz, (2007). Therefore, we agree with Jolliffe (2010
) that

tourism is cultural. Different coffee traditions contribute to food tourism, and places
with unique coffee history and heritage can use this as a marketing avenue. Coffee is
an experience gained through travel and in addition to collecting coffee experiences,
travelers can purchase coffee products as souvenirs or purchase coffee beans
assouvenirs (Jolliffe, 2010, p. 5).

2.3.1 Varieties of coffee in Uganda

Uganda is known for producing several varieties of coffee, each with its own unique
flavor profile and characteristics. Some of the prominent coffee varieties grown in
Uganda include: Arabica Coffee and Robusta coffee.

Arabica coffee is cultivated in various regions of Uganda, particularly in the highlands
with altitudes ranging from 1,200 to 2,000 meters above sea level. Ugandan Arabica
beans are prized for their mild acidity, fruity notes, and smooth, well-balanced flavors.
It is grown in areas such as Bugisu on the slopes of Mount Elgon in the Eastern region,
Rwenzori which is named after the Rwenzori Mountains in Western Uganda and Sipi
whereby Sipi coffee is cultivated in the foothills of Mount Elgon near the town of
Kapchorwa. It is prized for its full-bodied richness, sweet caramel flavors and hints of
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stone fruit. Meanwhile Robusta Coffee is predominantly grown in the lowland regions
of Uganda, particularly in the central and western parts of the country. Ugandan
Robusta beans are known for their strong, bold flavors, higher caffeine content and
resistance to pests and diseases.

2.4 Coffee tourism opportunities in tourism development in Uganda.

According to the Aramberri & Pomares 2018 report, the diversity of coffee products pr
ovides many opportunities for businesses, tourism operators and local stakeholders to
create unique experiences and memories that will delight many people, from coffee |
overs to adventure enthusiasts.

2.4.1 Economic development.

Coffee tourism has many opportunities for economic development, such as food and ¢
ulture, seeking authentic and unique knowledge of coffee production. Coffee tourism
contributes to the local economy by generating income in the field of coffee producti
on through tourism activities such as culture, service, food, transportation travel and
souvenir sales, thereby stimulating economic growth, creating jobs and supporting sm
all businesses for example Clark Farms, kyagalanyi company and different Cafés
where most of the employees are local villagers involved in coffee selection, producti
on, crafting and other travel-related activities.

2.4.2 Destination differentiation

Coffee producing regions can differentiate themselves in the market by promoting
coffee plantations and their unique coffee, flavor and cultural heritage influences
which can help attract tourists seeking special trips and put the destination ahead of
its competitors. Coffee tours can broaden the tourists’ experiences in the region as
tourists participate in a variety of coffee events such as farm tours, tasting,
workshops and guiding culture that is to say longer stays leads to more spending on
the venue and more business is done.

2.4.3 Diversification of tourism offerings

Coffee tourism can help reduce the seasonality of the business by offering activities indif
ferent coffee production areas that coincide with the coffee harvest season, which often
occurs at different times of the year, allowing the locations tobe used throughout the ye
ar.
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2.4.4 Sustainable tourism

Coffee tourism promotes social practices that promote environmental protection, support local co
mmunities and preserve culture through participation in tourism activities, which enhances venue
s, environmental preferences and travel experience.

2.4.5 Collaboration with stakeholders.

Additionally, coffee tourism promotes collaboration between various stakeholders in the
tourism and coffee industry, including farmers, travel agencies, hoteliers and governme
nt agencies. Collaboration can facilitate the development of hew products, marketing c
ampaigns and infrastructure development.

2.4.6 Marketing and promotion.

It provides advertising agencies and tourism agencies with the opportunity to promote
the brand's coffeerelated interests and experiences through marketing campaigns, dig
ital platforms and participation in coffeerelated events and festivals. Coffeetourism c
ontributes to the growth of tourism by enhancing the beauty of the region, stimulatin
g economic growth, promoting sustainable development and encouraging cultural exc
hange and cooperation in the field of coffee production.

2.5 Basic elements of coffee tourism:

Various methods of coffee tourism are explained below;

2.5.1 Firsthand information.

This allows visitors to gain a deeper understanding of the unique flavor and characteri
stics of Uganda Arabica and Robusta coffee.

2.5.2 Community Involvement:

Coffee tours demonstrate community involvement and sustainable practices, and visit
ors also have the opportunity to support the project locally, purchasing coffee directl
y from farmers and contributing to community development projects.

2.5.3 Accommodation

For example, some coffee farms offer accommodation that allows guests to stay on th
e plantation and immerse themselves in the coffee culture.
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2.5.4 Cultural Experience:

Coffee tours often include cultural experiences such as interacting with local farmers,
learning about growing, harvesting and processing coffee, and learning about coffee
culture in Ugandan society for example coffee bean is used as a symbol of

hospitality among Baganda and banyoro .

According to Hickey et al., 2019, Uganda is a multiethnic country with diverse landsca
pes. It is also home to the largest population of endangered mountain gorillas, Great a
pes, chimpanzees and more than 1000 species of birds which

are one of Uganda's main tourist attractions (Muresherwa et al., 2020). The contributi
on of Uganda's tourism industry to its economy is significant; that is to

say in 2018, 1.5 million international tourists, including increasing numbers of
domestic tourists, accounted for 7.75% of GDP and 6.7% of total national employment
(CBI, 2020).

According to Major. Tom Butime, Uganda's Minister of Tourism, Wildlife and
Antiquities, said the 2022/2023 financial year was a year of recovery for the tourism s
ectorwhich was severely affected by the COVID19 pandemic. Though the pandemic
had a significant impact on Uganda’s tourism industry, which fell by 55% from March
to June 2020, while the rest of the economy experienced only a decline (UBOS, 2020).
Uganda’s economy continues its positive trend, generating $729 million in revenue at
the end of 2022/2023 financial year, accounting for 4.7% of the country’s GDP.

The number of international tourists increased from 512,945 in 2021 to 814,508 in 20
22, an increase of 58.8%

2.6  Effects of coffee tourism in the development of Uganda’s economy.

According to Weissman (2008, the birth of the American coffee connoisseur culture
began with the behavior of the new generation of gourmands to find and discover new
flavors of coffee. Although there is no specific day or date regarding the origin of
coffee tourism, coffee culture has had a great impact on the development of modern
life and can contribute to the country’s economy in many ways.

According to Anbalagan and Lovelock (2014), diversification of income by encouraging
cultural exchange between tourists and local people, can help a

country generate income from tourism activities such as visits to coffee farms, tasting
The development of coffee tourism has had a great impact on society locally, so muc

h so that it made room for a lot of work. In addition, coffee tourism has had a positive
impact on local partners;

it has helped reduce unemployment and improve the overall financial health of peopl

e by introducing diversity management and general education. Coffee tourism can als
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o0 increase access to trade as it provides the opportunity to offer Ugandan coffee to to
urists, who often help reach the market.

2.7 The importance of the potential development of coffee tourism.

When we develop coffee tourism, it is necessary to promote sustainable work and a fri
endly environment in coffee tourism destinations; this not only saves the world money
, but also increases the longterm success of the coffee industry. Coffee farms are
often located in biodiverse ecosystems; therefore, coffee tourism can help preserve b
iodiversity by introducing cultural practices such as territorial management,protecting
people and animals, and encouraging the cultivation of crops that improve the econo
my. Additionally, by integrating agricultural ecotourism principles into coffee tourism,
which emphasizes the importance of maintaining the balance between agriculture and
the natural environment, visitors can learn about the culture, including planting tech
niques, cultivation and the use of pest control techniques. Use watersaving methods t
o reduce the environmental impact of growing coffee. This includes water efficiency,
rainwater harvesting and water use in workplaces. Visitors can learn about the import
ance of saving water in coffee production. Also effective waste management, includin
g the use of organic waste, recycling and reducing singleuse plastics. Visitors can rece
ive training on waste reduction during their visit and are encouraged to participate in
waste prevention efforts.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.0 Introduction

This chapter covers the various methods to be used in selecting the sample, collection
of data, processing data and analyzing the data collected. It also encompasses the
research design, data collection methods, data analysis techniques and ethical
considerations employed in the study and the proposed area of the study.
Methodology is a systematic approach used to conduct research, solve problems or
accomplish a specific task.

3.1 Research design.

This research was conducted using a case study research design with a quantitative
approach. This design focuses on in depth examination of a single individual, group or
phenomenon which provides detailed, context rich insights into specific cases. A case
study provides an opportunity to delve deeply into a specific phenomenon, context or
situation and by focusing on a single case; it helps to thoroughly investigate the
complexities and unique characteristics of the subject under study.

A case study allows a researcher to examine the subject within its real world context,
considering the socio-cultural, economic, political and environmental factors that
influence it which enhances the relevance and applicability of the findings, providing
insights that may not be captured through other research designs.

3.2 Study population

According to Amin (2005), a population is the aggregate or total of the individuals
having one or more characteristics in a common that are of interest to the researcher
and where inferences are to be made. The target population comprises the coffee
farm owners and organizations, farmers, barristers, tour operators and tourists who
have knowledge on the topic totaling to a population size of 30.

3.3 Sampling technique

According to Katamba and Nsubuga (2014), a sampling is the process of selecting
individuals who are to participate in the research study. The study used both
purposive Sampling and random Sampling. Purposive sampling method was applied in
selecting the diverse coffee tourism destination and identifying the key stakeholders
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such as the, government, coffee farmers, local communities, tourists and tour
operators.

Random sampling was used to select to select time periods for data collection or
analysis. For example, by randomly selecting specific months or seasons within a year
to observe tourist activities at coffee farms or to analyze trends in online discussions
about coffee tourism. Random sampling can also be applied to select coffee tourism
locations or venues for data collection such as coffee farms, coffee shops, or cultural
sites within coffee-producing regions as case study sites for in-depth observation or
interviews.

3.4 sample size.

The sample size consisted of 15 respondents identified from the target population
whereby a population of 25 people gave a sample of 25 surveys. The respondents
were both coffee farmers, tourists, tour operators and the officials from UTB.

3.5 Data collection methods.

In research about coffee tourism, a variety of data collection methods can be used to
gather rich, comprehensive insights into the phenomenon.

3.5.1 Surveys and Questionnaire method

Primary data was gathered from respondents of Mukono using the questioning
method. This method was chosen because it allowed the researcher to collect a large
amount of data in a relatively short period of time. Furthermore, it was less
expensive than some other data collection methods. And also Surveys were
administered to tourists, coffee farmers, tour operators, local residents and other
stakeholders involved in coffee tourism. Surveys can capture quantitative data on
demographics, preferences, satisfaction levels, travel behaviors, spending patterns,
and perceptions of coffee tourism experiences.

3.5.2 Interviews.

In-depth interviews were conducted with key informants, such as coffee farmers,
tour guides, coffee shop owners and tourism officials, to explore their perspectives,
experiences, motivations, challenges and aspirations related to coffee tourism.
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3.5.3 Observation and document analysis.

Engaging in participant observation by immersing in coffee tourism activities, such as
coffee farm tours, coffee tastings and cultural events so as to observe behaviors,
interactions, and dynamics firsthand. Documents such as promotional materials,
brochures, websites, social media posts, online reviews, policy documents, and
academic literature can be analyzed to understand the marketing strategies,
representations, discourses, regulations and scholarly debates surrounding coffee
tourism. Document analysis provides insights into the discursive construction and
representation of coffee tourism in various contexts.

3.7 Data collection procedure

After the proposal, the researcher obtained an introductory letter from Uganda
Christian University, allowing the researcher to proceed with data collection and
report preparation. This necessitated the researcher to present this letter to the
management in tourist firms in Mukono District, where the study was conducted, to
seek permission. The researcher hand-delivered reliable and validated questionnaires
to the respondents and the completed questionnaires were collected by the
researcher after an agreed-upon period of time.

3.8 Data analysis tools

Data was obtained from closed-ended questions which were analyzed using the
descriptive option of the computer package, which simplified data analysis. This data
analysis was performed by categorizing responses into frequency counts, and
percentages were presented using graphs, pie charts, and tables (Amin, 2005).
Pearson correlation was used to establish whether there was a linear relationship
between the independent and dependent variables.

3.9 Ethical considerations to the study

A letter of introduction was obtained and hand-delivered to the management of
tourist firms in Mukono district to secure permission to conduct the research. After
receiving clearance to proceed with the study, the nature and purpose of the study
were explained clearly to the respondents. On this basis, informed consent of the
respondents was sought prior to the application of the questionnaire. During the
introduction process, respondents were informed of their voluntary participation and
freedom to withdraw from the study at any point in time as they saw fit. The names
of the respondents were withheld to ensure anonymity and confidentiality in terms of
any future prospects.
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CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF FINDINGS

4.0 Introduction

The study looked at coffee tourism opportunities and revenue generations in Mukono
district. The findings from the study were presented and analyzed in an orderly based
on the formulated study objectives. This was made possible with help of computer
packages MS word and SPSS whereby tables, graphs, and pie-charts were generated.

4.1 Methodology

Surveys and interviews were conducted to gather data on various aspects of coffee
tourism, including the demographic profiles of the respondents.

4.1.1 Response rate

The researcher distributed (30) questionnaires and was able to collect information
from 15 which were fully answered and returned giving a response rate of 68.7%. This
was because they were self-administered questionnaires and some respondents
claimed to have forgotten where they placed them.

4.1.2 Background information of the respondents

The study identified the gender, age, level of education, and period with the tourist
firm. The responses obtained are presented.

4.1.3 Gender of respondents

4.1.3Table Gender of respondents

Frequency Percent Valid percent ~ Cumulative
percent
Male 8 53.3 53.3 53.3
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Female 7 46.6 46.6 100
Total 15 100 100

4.1.4 A pie chart showing the number of respondents

gender of respondents

B male

m female

4.1.5 Age and the professions or career of the respondents

4.1.5 Table showing the age and the professions or career of the respondents

Age group Frequency Valid percent Cumulative percent
20-30yrs 1 8.3 8.3

31-40yrs 6 40.0 40.0

41-50yrs 5 33.3 33.3

51yrs and above 3 20.0 20.0

Total 15 100 100
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Category/ Frequency Valid percent Cumulative percent

Tourists 2 13.3 13.3
Baristas 5 33.3 33.3
Farmers 6 40.0 40.0
UTB officials 2 13.3 13.3
Total 15 100 100

Table 4.1.5 above, 1(8.3%) were in the age bracket of 20-30years, 6(40.0%) were in
31-40years, 5(33.3%) were between 41-50years and 3(20.0%) were 51years and above.
The concentration of respondents in the 31-40 age groups aligns with the global
trends indicating a growing interest in experiential and sustainable tourism among
millennial and young professionals which presents an opportunity for targeted
marketing and product development initiatives.

Understanding the demographic profile of the respondents is crucial for leveraging the
fully potential of coffee tourism in Uganda and by tailoring our offerings to appeal to
the preferences and interests of the younger, educated demographic, we can enhance
visitor experiences and drive sustainable growth in the tourism industry.

4.2 impacts of coffee tourism in Mukono district

Economic growth: Coffee farming is a significant source of income for many residents
in Mukono and tourism has enhanced the revenue stream by attracting visitors
interested in coffee production and processing.

Job creation: Coffee tourism has generated employment opportunities to the local
community from farm tours and coffee processing demonstrations to hospitality
services.

Cultural exchange: 70% of travelers prioritize local experiences and cultural
immersion and by allowing visitors to learn about the culture and traditions
surrounding coffee production help to promote cross- cultural understanding and
appreciation.
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Agricultural development: through the activities of coffee tourism, there has an
adoption of the best practices in coffee production thus contributing to the overall
development of agriculture in the region.

4.2.1 Table showing tourist Arrivals (in millions)

Year Arrivals (in millions)
2019 1.5
2020 0.8
2021 1.0

4.2.2 Table showing revenue earned from tourism (in billion USD)

Year Revenue
2019 1.6
2020 0.8
2021 1.0

4.2.3 Survey on Interest in Coffee Tourism (Sample size: 10 tourists).

Interest in coffee- related activities 70%
Willingness to pay for coffee tours 60%
Importance of coffee culture in travel 55%

The survey above indicates a promising market for coffee tourism. The high level of
interest suggests strong potential for developing coffee-themed tours and
experiences. And a significant portion of tourists are willing to pay for these
experiences, indicating potential for revenue generation.
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4.3 Stakeholder Insights.
Farmers

These see coffee tourism as a means to diversify income and promote their products.
Coffee tourism can provide additional income streams for farmers and local
communities.

Tour operators

They believe coffee tours can attract new visitor demographics and differentiate
Uganda’s tourism offerings.

Tourists

Positive feedback on pilot projects, emphasizing educational and immersive
experiences. The integration of coffee culture into tourism offers a unique and
authentic experience for visitors.

4.4 Opportunities in coffee Tourism.

Coffee tourism has presented numerous opportunities for economic development,
cultural exchange and sustainable practices in coffee growing regions

Economic Diversification: Coffee tourism has provided additional income for farmers
and local communities through job creation, boosting local businesses among others.

Cultural Promotion: Showcasing Uganda’s coffee heritage can enhance cultural
tourist thus fostering cultural exchange and promotion.

Sustainable Tourism: coffee tourism has led to Promotion of sustainable practices by
encouraging organic farming and eco-friendly tourism.

4.5 Strategic Development

Infrastructure Development: Improve roads, accommodations, and facilities in coffee-
growing regions.

Marketing and Promotion: Create targeted campaigns to highlight Uganda’s coffee
tourism potential.

Training and Capacity Building: Equip farmers and tour operators with the skills
needed to provide high-quality coffee tourism experiences.
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International partnerships: Collaborating with international coffee brands and tourism
operators to market Uganda’s coffee tourism globally.

Coffee festivals and events: Organizing coffee festivals, competitions and cultural
events that draw attention to Uganda’s coffee industry and attract international
visitors.

4.6 Challenges affecting the growth and development of coffee Tourism

Infrastructure Gaps: Poor infrastructure such as roads and transportation which limits
accessibility to coffee farms and related attractions.

Inadequate marketing and awareness: there is limited marketing and promotion of
coffee tourism in Mukono. Potential tourists both local and international are not
aware of the coffee tourism activities and opportunities available.

Cultural sensitivity: Balancing tourism development with the preservation of local
culture and traditions is very important. Yet uncontrolled tourism can disrupt local
communities and their way of life.

Training and capacity building: There is a need to train local farmers and guides in
hospitality, customer care and tourism management to ensure high quality
experiences for visitors.

Limited investment: Insufficient investment in coffee tourism facilities and services
such as visitor centers, accommodation and guided tours which hampers the
development of a robust coffee tourism sector.

4.7 Conclusion

The data and analysis indicate significant opportunities for developing coffee tourism
in Mukono district. Leveraging the growing coffee industry and unique cultural
heritage, Uganda can attract a niche market of coffee enthusiasts and cultural
tourists, contributing to the diversification and growth of its tourism sector.
Addressing challenges related to infrastructure, market awareness, and stakeholder
coordination will be crucial for realizing this potential.
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CHAPTER FIVE

DISCUSSION OF FINDINGS

5.0 Introduction.

This chapter presented the discussion of findings presented in the previous chapter.
The discussion is followed by the conclusion which is also based on the findings of the
study and finally the recommendation.

The data and analysis indicate significant opportunities for developing coffee tourism
in Mukono district such as cultural and educational tours, coffee tasting experiences,
farm-to-cup initiatives, supporting local economies, integrating with other tourist
attractions among many others. Leveraging the growing coffee industry and unique
cultural heritage, Uganda can attract a niche market of coffee enthusiasts and
cultural tourists, contributing to the diversification and growth of its tourism sector.
Addressing challenges related to infrastructure, market awareness, and stakeholder
coordination will be crucial for realizing this potential. Coffee tourism in Mukono
district offers several opportunities for both local farmers and tourism industry. And
the district is well known for its Robusta coffee production which provides a unique
foundation for developing agri- tourism experiences. Moreover, Mukono’s rich cultural
heritage and natural landscapes add value to the coffee tourism experience. Tourists
can explore traditional farming practices; learn about cultural and natural attractions
such as Ssezibwa falls, which can be integrated into coffee tourism packages a
diversification that can provide a more comprehensive and attractive offering to the
tourists.

Uganda is Africa’s largest exporter of Robusta coffee and a significant producer of
Arabica coffee and the established industry provides a solid base for coffee tourism
with many operational farms and processing plants that can offer authentic
experiences to tourists. In that way, Uganda is a birthplace for Robusta coffee while
Arabica coffee originates from the highlands of Ethiopia in East Africa. Arabica coffee
is renowned for its smooth, mild flavor and lower caffeine content compared to
Robusta coffee.

More so Uganda exports more coffee than it actually drinks or consumes due to the
fact that coffee is just seen as a mere cash crop which is a major source of foreign
exchange and so many other different reasons such as export- oriented production,
global market demand which allows Uganda to tap into this lucrative global market of
coffee and as a result many Ugandans have preferred other beverages such as teas,
alcohol among others yet their consumption on coffee is increasingly reducing.
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CHAPTER SIX

CONCLUSIONS AND RECOMMENDATIONS

6.0 Introduction.

This chapter presents the conclusion, and recommendations of the findings presented
in the fourth chapter. The discussion is followed by the conclusion which is also based
on the findings of the study and finally the recommendation.

6.1 Conclusion

The coffee tourism sector in Mukono district hold a significant potential due to its rich
coffee- growing heritage, scenic landscapes and cultural diversity. Coffee tourism
presents a significant opportunity for economic development in Mukono district for
example it can provide additional revenue streams for local coffee farmers, create
jobs, and stimulate local businesses. Moreover, by promoting sustainable tourism
practices, coffee tourism can lead to positive social outcomes, such as improved
community welfare and stronger local economies. The rising global trend towards
experiential and authentic tourism experiences aligns well with the prospects of
coffee tourism. Travelers increasingly seek immersive experiences that allow them to
engage with local traditions and lifestyles, which coffee tourism in Mukono can offer.
Despite the opportunities, several challenges need to be addressed to realize the full
potential of coffee tourism in Mukono District. These include improving
infrastructure, such as roads and accommodations, enhancing marketing efforts to
raise awareness of Mukono as a coffee tourism destination, and ensuring sustainable
practices are followed to preserve the environment and local culture. Overall, the
research highlights that coffee tourism in Mukono District holds considerable promise
as a driver of economic, social, and cultural benefits and by addressing the identified
challenges and leveraging the district’s unique attributes, stakeholders can develop a
sustainable and thriving coffee tourism sector that enhances the local economy and
preserves the rich cultural heritage of the region.

6.2 Recommendations

There is need to invest in the development of visitor centers, accommodations and
amenities to provide a comfortable and enriching experience for tourists.

Also develop complementary tourism activities such as eco-tours, cultural festivals
and adventure sports so as to attract a wide range of tourists.
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Provide accessible health services and information to address any health concerns of
visitors and also those around the farm.

There is a need to partner with the local communities so as to develop tourism
products that reflect and respect their cultural heritage.

The UTB should offer training programs for local farmers, guides and service providers
in hospitality, customer service and tourism management. Also enhance skills in
storytelling, coffee brewing and cultural interpretation to enrich the tourist’s
experience.

Establish clear guidelines and standards for coffee tourism operations to ensure
consistent and high quality experiences.

There is need to launch targeted marketing campaigns to promote Mukono as a coffee
tourism destination both locally and international by utilizing social media, travel
blogs and tourism websites to showcase the unique experiences available in Mukono.

There is need to collaborate with international travel agencies and coffee enthusiast
communities to raise awareness globally and also participate in tourism fairs and
coffee expos to showcase Mukono's coffee tourism potential. By implementing these
recommendations, Mukono District can develop a sustainable and attractive coffee
tourism sector that benefits local communities, preserves cultural heritage, and
attracts visitors from around the world.
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APPENDICES

1. QUESTIONNAIRE FOR TOURISTS, COFFEE FARMERS, BARISTAS AND GOVERNMENT OFFICIALS.
Dear respondents,

My name is KOBUSINGE JOYCE, a student at Uganda Christian University, pursuing a
Bachelor of tourism and hospitality management. | am doing research on a topic,
“ANALYZING THE OPPORTUNITIES IN COFFEE TOURISM IN THE DEVELOPMENT OF THE
TOURISM INDUSTRY IN UGANDA IN MUKONO DISTRICT”. | kindly request you to respond
to my questionnaire given to you. The information will only be used for academic
purposes and therefore it will be kept confidential. Thank you.

Instructions: Please tick against your most appropriate answer and fill in the
spaces provided in each section.

Section A

In this section, we shine the spotlight on the intrepid souls who embark on the
coffee tourism adventure. Through their stories and reflections, we gain insight
into the motivations, aspirations and experiences that drive coffee enthusiasts to
traverse the globe in search of the perfect cup.

Background information
1. Age Group:
-0 18-24
-0 25-34
- 0 35-44
- 0 45-54
- 0 55-64
- 0 65+
2. Country of Origin:
- (Open-ended)
3. How did you hear about this coffee tour? (Select all that apply)

- o Social Media
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- o Travel Agency
- 0 Word of Mouth
- O Internet Search
- o Other: ___ _
4. *What is the primary purpose of your visit?

- o Coffee tourism

- 0 General tourism

- 0 Business

- o Other: ___

5. Which aspects of the coffee tour did you find most interesting? (Select all that
apply)

- o Coffee plant cultivation
- 0 harvesting process
- 0 Processing methods
- 0 Roasting process
- o Coffee tasting and cupping
- o Barista skills
- o Cultural insights
- 0 Sustainability practices
6. Rate your overall satisfaction with the coffee tour experience:
- o Very Satisfied
- o Satisfied
- o Neutral
- o Dissatisfied

- 0 Very Dissatisfied
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7. What did you enjoy the most about the coffee tour? (Open-ended)

8. What improvements would you suggest for the coffee tour experience? (Open-
ended)

Section B

In this section, we have the privilege of hearing directly from coffee farmers
themselves. Through their insights and experiences, we gain a deeper
understanding of the challenges, triumphs, and aspirations that shape the world of
coffee farming and tourism. From the rugged landscapes of mountainous
plantations to the vibrant communities of small-scale growers, we embark on a
journey to uncover the rich tapestry of stories woven by these guardians of the
coffee bean.

1. How long have you been involved in coffee farming?
- o Less than 5 years
- 0 5-10 years
- 0 10-20 years
- 0 More than 20 years
2. What inspired you to start offering coffee tourism on your farm? (Open-ended)

3.How has coffee tourism impacted your farm's income compared to coffee sales
alone?

- o Significantly increased
- 0 Moderately increased
- o No significant change
- o0 Decreased
4. What percentage of your total income is now derived from coffee tourism?
- o0 Less than 10%
- 0 10-30%
- 0 30-50%

- o More than 50%
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5. What are the main challenges you face in running a coffee tourism business? (Open-
ended)

6. What opportunities do you see for expanding coffee tourism activities on your
farm? (Open-ended)

Section C

In the bustling world of coffee tourism, where every sip is a sensory adventure
and every bean tells a tale, the role of Baristas takes center stage. In this section,
we celebrate the skilled artisans behind the counter- the baristas- who transform
humble beans into liquid gold and elevate the coffee experience to new heights.

1. How long have you been working as a barista?
- 0 Less than 1 year
- o 1-3 years
- 0 3-5 years
- 0 More than 5 years
2. Do you receive tourists regularly in your coffee shop?
- o Yes
- o No

3. What are the most common questions tourists ask about coffee? (Open-ended)

4. How knowledgeable do you feel about the coffee you serve and its origin?
- 0 Very knowledgeable
- o Somewhat knowledgeable
- 0 Not very knowledgeable

- o Not knowledgeable at all

5. Have you received any specific training related to coffee tourism?

-oYes
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- o No

6. What additional skills or knowledge do you think would help you better engage with
tourists? (Open-ended)

Section D

In the vibrant tapestry of Uganda’s tourism landscape, the UTB stands a beacon of
innovation, stewardship and collaboration. In this section, we delve into the
pivotal role played by UTB in nurturing and promoting the burgeoning realm of
coffee tourism, forging pathways for sustainable exploration and cultural
exchange

1. How significant is coffee tourism to your region’s overall tourism industry?
- o Very significant
- o Significant
- 0 Neutral
- o0 Insignificant
- o Very insignificant

2. What role does your organization play in promoting coffee tourism? (Open-ended)

3. What initiatives has your organization undertaken to support coffee tourism? Open-
ended)

4. What are the main challenges facing coffee tourism in your region? (Open-ended)

5. What are your strategic plans for the future of coffee tourism in your region?
(Open-ended)

6. How do you plan to address the challenges and leverage the opportunities in coffee
tourism? (Open-ended)

Thank you for your time, God bless you
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1. INTERVIEW GUIDE
Introduction of the interviewer and the Study.

Explaining the purpose of the study: to gather quantitative data on coffee tourism
experiences and preferences.

Assure confidentiality and explaining how the information will be used.

2. Participant Demographics. Collect demographic information to categorize responses
for example.

- Age: ___years

- Gender: o Male o Female o Other

- Occupation:

- Education Level:

- Country of Residence:

3. Participation in Coffee Tourism

Determining the participant's experience with coffee tourism for example
Have you ever participated in coffee tourism activities or visited coffee farms?
- o Yes
- o No

4. Frequency of Participation that is to say how often do you engage in coffee tourism
activities in a year?

- 0 Never
- o rarely (1-2 times a year)
- o occasionally (3-5 times a year)

- o regularly (more than 5 times a year)
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5. Perceived Importance.

Assessment of the perceived importance of coffee tourism experiences on a scale of
1 to 5, for example how important do you consider coffee tourism experiences in your
overall travel plans?

i. 1= Not important at all,
ii. 5= Extremely important)

6. What are your preferred activities or experiences in coffee tourism.
- o Farm tours
- o Coffee tastings/cupping sessions
- 0 Barista workshops
- o Coffee-themed festivals/events

- o other (please specify):

7. What motivates you to participate in coffee tourism activities? (Select all that
apply)

- o0 Interest in coffee culture

- 0 Desire to learn about coffee production

- o Enjoyment of coffee-related experiences
- 0 seeking unique travel experiences

- o other (please specify):

8. To what extent has participating in coffee tourism activities enhanced your
understanding of coffee production and culture?

- o not at all
- o Somewhat

- 0 Moderately

33



- o Very much

9. On a scale of 1 to 10, how satisfied are you with the coffee tourism experiences
you have had?

- (1 = Not satisfied at all, 10 = extremely satisfied)

10. Have you encountered any challenges or limitations when participating in coffee
tourism activities? (Open-ended)

11. How do you think coffee tourism experiences could be improved or enhanced?
(Open-ended)

12. Closing Remarks

Thank the participant for their time and participation. Encourage any additional
comments or feedback.

Note
Recording of responses accurately and ensuring consistency in data collection.

Clarification or assistance will be offered if participants have difficulty understanding
questions.

Standardized scales and response options will be to facilitate data analysis.

Conclusion

This interview guide is designed to gather quantitative data on various aspects of
coffee tourism, including participation, preferences, perceptions, impact, challenges,
and opportunities. Adjust questions as needed based on the research objectives and
context.
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3.0 Introductory letter

UGANDA CHRISTIAN
UNIVERSITY

A Centre of Excellence in the Heart of Africa

SCHOOL OF BUSINESS
13" May, 2024
TO WHOM IT MAY CONCERN
Name: KOBUSINGE JOYCE Reg. No M21B63/012
A bachelor’s student who is seeking permission from your office to collect data for
his/her dissertation titled
" BortP Lot 2 v oy heE o Cagdiiig s S COWEEL (RS L "

We shall be grateful if you could render assistance to him/her in collecting the
necessary data for his/her dissertation

The Uganda Christian University School of Business thanks you in advance

Mukisa Simon Peter
Research coordinator L

A Complens & forAd Person
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