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key FIndIngs
The United Republic of Tanzania has vast untapped natural resources, including an abundance of wildlife, 
unexploited mineral reserves and arable land, which offer a wide range of development opportunities.

Tourism and agriculture are important contributors to the development of the local economy. Many developing 
nations that are now experiencing rapid tourism growth have agrarian societies and tourism is the first or 
second source of export earnings. For example, 20 out of the world’s 48 least developed countries (LDCs) rely 
on tourism and agriculture as the basis for the livelihoods of most of their inhabitants. It is imperative, therefore, 
that these sectors receive close attention, especially concerning the economic opportunity relationships that 
arise from tourism and sustainable agriculture. The main objective of this report is to enhance the understanding 
of linkages between these two sectors, as well as propose suggestions for how they could be strengthened 
with the aim of promoting bottom-up sustainable development in the United Republic of Tanzania.

Our report has close linkages with the joint initiative issued by the United Nations Inter-Agency Cluster on Trade 
and Productive Capacity, Ministry of Industry and Trade of the United Republic of Tanzania and the Swiss State 
Secretariat for Economic Affairs (SECO). The report lays the foundation for a more long-term strategy involving 
policy recommendations and guidelines for a national action plan. Our results are based on pro-poor tourism, 
which is an approach that aims at generating net benefits for the poor, including unlocking opportunities by 
building a more supportive policy and planning framework. The goal is to promote participation and bring 
the private sector into pro-poor partnerships through not only providing jobs to local people but also through 
purchasing local products.

The first stage in producing this report was to understand tourism development in the United Republic of 
Tanzania and identify its source markets. The average international tourist to the country is someone from 
Africa or Europe travelling with a spouse. They use a tourist agency to make travel arrangements and usually 
arrive by air. They stay in a hotel for around 10 days, eat out at local restaurants and enjoy the country’s wildlife 
and beautiful beaches. On average, they spend US$ 1 690 per person.

With tourism growing rapidly in the United Republic of Tanzania, there is an opportunity to integrate pro-
poor strategies into the international tourism agenda. Consumption of local food is broadly recognized as an 
essential part of the tourist experience and the majority of the country’s poor inhabitants live in rural areas. In 
this context, linking pro-poor tourism initiatives with small-scale producers can have a pivotal role in fostering 
local rural development since agriculture is a prominent source of livelihoods. Also, agriculture is the sector 
that has the greatest potential linkages with tourism. Our report indicates food and beverages is an important 
sector, since this category has direct linkages with local agriculture. For example, the food and beverages 
sector is responsible for about 22 per cent of international tourism earnings in the country and has direct 
linkages with local agriculture.

Horticultural products like fruits, herbs and spices are important ingredients in Tanzanian restaurants and 
hotels. Despite the fact that horticultural production represents a small part of the overall agricultural production 
yield and value in the country, the sector makes a significant contribution to food security, improving nutrition, 
rural livelihoods and economic growth, since production is mainly based on small-scale farming.

Conventional thinking has been that the key issue for poverty reduction and economic growth of small-scale 
farmers and other stakeholders within agricultural supply chains – especially horticultural supply chains – is 
to gain access to more profitable niches, such as exports. This assumes that local and regional markets 
are stable and do not offer opportunities for growth. Yet, a growing body of evidence is showing that the 
local, national and regional markets are themselves experiencing large transformations driven by a variety of 
factors. For instance, domestic markets based on supplying international tourists through restaurants and 
accommodation services have more in common with export markets in terms of grades, standards, business 
practices and prices than is often perceived, as well as diversity of consumers and expectations. As a result, 
local supply should offer a minimum standard of quality and stability. Our interviews with stakeholders have 
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clearly established the importance of quality, reliability of delivery and price as determining factors.

Consequently, opportunities to purchase horticultural products locally are often not exploited by restaurants 
and hotels. Poor quality and inadequate quantity are the result of inefficiencies within local supply chains. 
For example, local farmers are not sufficiently aware of restaurant and hotel requirements, health and safety 
regulations, and tourist preferences to match the required quality. On the one hand, small-scale farmers 
often cannot access credit to invest in upgrading production to meet such requirements, unless they have 
secure contracts to present to funding agencies. On the other hand, hotel managers, restaurant owners 
and purchasing officers are used to existing channels using brokers and do not consider new local options 
despite an interest in improving their suppliers. In fact, most perceive local products as inferior and unreliable, 
preferring imported and wholesale goods because it is more convenient and they do not want to change 
existing supplier relationships. In short, small-scale farmers can supply fresh and high quality products and 
restaurants and hotels want to buy them. However, there is no operating market. There are no direct supply 
channels bridging buyers and sellers in order to share information and negotiate contracts and delivery.

Clearly, tourism and agriculture have an important contribution to make to local development in the United 
Republic of Tanzania. However, horticultural supply chains face a number of constraints that hold back growth 
and competitiveness in reaching the local tourism industry. These constraints can be divided into two main 
categories: lack of direct communication channels; and bottlenecks or inefficiencies in the supply chain.

Our report concludes that the United Republic of Tanzania has so far developed forward-thinking and effective 
legislation to promote the private sector at the national level and the tourism sector is already benefiting from 
this. This effort should be consolidated and supported at district and local levels in order to foster pro-poor 
practices through horticultural production from small-scale producers and connect their production to local 
and regional markets supplying the local hospitality industry.

In order to promote sustainable development, this report proposes a set of potential thematic strategies that 
can be used as stepping-stones for building an institutional framework able to link the tourism and agriculture 
sectors at multiple levels – country, regional, local and community. These strategies aim at generating net 
benefits for small-scale farmers and include unlocking opportunities by building a more supportive policy and 
planning framework. The thematic strategies are:
•	 Awareness and capacity building: Raising awareness and building capacity to attain a high level of con-

sciousness, understanding and ability in support of the implementation of linkages between tourism and 
agriculture are critical.

•	 Start-up drivers (Utalii na Kilimo Kwanza): Selecting regions that can serve as multipliers based on success-
ful local experiences such as the growth corridors initiative.

•	 Public-private partnerships and destination level cooperation and action: The private and public sectors and 
destination stakeholders are key components in the implementation of pro-poor tourism (PPT) practices. 
Achieving the objectives of this strategy will rely on collective commitment, strategic partnerships, effective 
institutional arrangements and facilitating processes. The theme also addresses the lack of supportive 
funding and other mechanisms as a key constraint in improving linkages.

•	 Effective promotion of pro-poor tourism and branding: This strategic theme focuses on the need for promo-
tion of PPT products, experiences and destinations in the United Republic of Tanzania through an effective 
and robust marketing plans and branding.

These four themed strategies indicate ways to empower a cooperation platform linking tourism and agriculture 
in the United Republic of Tanzania. However, they require a detailed action plan, which should be developed 
by the national government together with local stakeholders, outlining interventions for each type of strategy.
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I. IntroductIon

The United Republic of Tanzania has vast untapped 
natural resources, including an abundance of wildlife, 
unexploited mineral reserves and arable land, which 
offer a wide range of development opportunities. The 
country was established in 1964 through the union of 
two sovereign states, mainland Tanganyika and the 
Zanzibar archipelago. Today, the country is ranked 
among the most politically stable countries in sub-Sa-
haran Africa (IMF, 2014). Its leading sectors for invest-
ment include tourism, agriculture and transportation 
as well as manufacturing and real estate development.

According to the National Bureau of Statistics (NBS), 
in 2014 the United Republic of Tanzania had a total 
population of 47 million. The last population and hous-
ing census showed that 97 per cent of inhabitants live 
on the mainland with the remaining 3 per cent on the 
archipelago. Less than 30 per cent of the total popula-
tion is urban (NBS, 2015). Currently, the country has 
30 administrative units, of which 25 are located on the 
mainland and 5 on the Zanzibar archipelago. Figure 
1 shows the population distribution per administrative 
unit by urban and rural areas.

The majority of the population lives in rural areas. 
The average per capita income stands at US$ 570 

Figure 1: Population distribution by urban and rural areas

Source: Prepared by UNCTAD based on data from NBS (2015)
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– less than US$ 2 a day, placing the United Republic 
of Tanzania 176th out of 191 countries in the world. 
Even by the most optimistic poverty estimates, there 
are still approximately 12 million poor people living in 
the country, with 28 per cent of the population living 
below the poverty line. These estimates have changed 
little from those of 2001. Improving the socioeconomic 
circumstances of this large group of citizens must 
therefore remain a top priority for Tanzanian policy-
makers (World Bank, 2015a).

The performance of exports has been weak in the last 
couple of years, largely due to lower commodity prices 
on international markets. Exported volumes of cotton, 
sisal and tobacco have declined by more than 30 per 
cent. Fortunately, the decline in value of agricultural 
exports was compensated for by an increase in the 
value of re-exports, demonstrating the significance of 
the country’s role as a hub for neighbouring countries. 
At the same time, the value of revenues derived from 
tourism also increased (World Bank, 2015a).

The United Republic of Tanzania’s climate and soil give 
the country a comparative advantage in farming a va-
riety of crops, as well as in horticulture and floriculture. 
The country has 15 million hectares of arable land (out 
of which 2 million hectares are under permanent crop-
ping) and 33 million hectares of forest (World Bank, 
2014).

The country’s tourism sector has grown by an average 
annual rate of 12 per cent between 2000 and 2012 ( 
World Bank, 2015b). The growing tourism and hos-
pitality sectors offer investment prospects in accom-
modation development, conference tourism, beach 
tourism, historical sites, amusement parks, leisure 
parks, specialized cuisine restaurants, golf courses, 
air and land transport infrastructure developments, 
and wildlife tourism.

Tourism and agriculture have an important and distinct 
contribution to make to local economic development. 
Many developing nations that are now experiencing 
rapid tourism growth have agrarian societies and tour-
ism is the first or second source of export earnings. 
For example, 20 out of the world’s 48 least LDCs rely 
on tourism, and agriculture remains the source of 
livelihoods of most inhabitants (UNWTO, 2015). It is 
imperative, therefore, to pay close attention to tourism 

and agriculture relationships. Hence, this report’s ob-
jective is to inform and propose measures to enhance 
linkages between tourism and sustainable agriculture 
sectors in the United Republic of Tanzania, focusing 
on horticultural products and their local supply chains. 
In order to fulfil this objective, various research steps 
were undertaken and a number of different informa-
tion sources explored. Secondary data were collected 
from government institutions and statistical databases, 
such as FAOstats and the NBS. Academic publications 
and reports from important stakeholders were used to 
complement and validate the gathered information.

Along with secondary data collection, interviews were 
conducted with a broad spectrum of representatives 
from the tourism, catering and agricultural sectors. 
These interviews were used to clarify and gather in-
depth information about tourism development and 
local horticultural products.

Due to the fact that the initial stakeholder sample was 
limited and not representative of the complex situation 
on the ground, in order to explore fully the linkages be-
tween the tourism sector and good agricultural prac-
tices (GAP), the study conducted a non-probability 
sampling technique based on chain referral sampling, 
also known as snowball sampling. Initially 18 key lo-
cal stakeholders were selected representing strategic 
institutions ranging from governmental institutions to 
private associations and non-governmental organiza-
tions (NGOs) (one stakeholder was unavailable). Using 
the non-probability sampling approach, the number of 
stakeholders increased almost fourfold.

There are three types of snowball sampling: linear; 
exponential non-discriminative; and exponential dis-
criminative. This study applied exponential non-dis-
criminative snowball sampling, where the interviewee 
nominates another person with the same profile as 
himself or herself for interview. The researcher then in-
terviews the nominated subjects and continues in the 
same way until sufficient subjects have been obtained.

In total, 65 interviews were conducted, of which 17 
were key local stakeholders and these are listed in 
Annex 1. The remaining 48 interviews were from 
anonymous contributors representing tourism sector 
professionals, persons from the informal sector, farm-
ers and a few local consumers.
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II. tourIsm

Tourism is a powerful vehicle for economic growth and 
job creation. In 2013, the tourism sector was directly 
and indirectly responsible for 1 out of 11 of all jobs 
globally, 9.5 per cent (US$ 7 trillion global GDP), 5.5 
per cent of the world’s exports and 4.4 per cent of 
the world’s investment. The World Travel & Tourism 
Council (WTTC) estimates that 3.8 million jobs – in-
cluding 2.4 million indirect jobs – could be created by 
the tourism industry in sub-Saharan Africa over the 
next 10 years (WTTC, 2014).

The main comparative advantage of the tourism 
sector over other sectors is that visitor expenditures 
have a “flow through” or catalytic effect across the 
local economy in terms of production and employ-
ment creation. For example, jobs are created during 
the construction phase of tourist accommodation 
and services. Tourism also generates a demand for 
transport, telecommunications and financial services. 
Through consumption of local products in tourist ac-
commodation, restaurants and food markets, and 
through additional expenditures outside the selected 
accommodation, tourists stimulate demand for ag-
riculture, fisheries, food processing and light manu-
facturing products, such as the garment industry, 
as well as for handicrafts and goods and services 
of the informal sector. Hence, the sourcing of goods 
locally – at first – can be seen as a key beneficial im-

pact that tourism can provide to developing countries 
(World Bank, 2013; UNCTAD, 2014). If the country is 
sufficiently developed, the investment can generate 
demand locally for furniture and furnishings, and even 
for capital equipment. Tourism can therefore act as a 
catalyst for the development of small businesses in 
related production and service sectors. Notably, tour-
ism can provide an economic base for a region whose 
main development options are its cultural and natural 
resources, whether coastal, mountain, wildlife or a 
combination of these. However, tourism’s catalytic ef-
fect on an economy and its multi-sectorial nature is 
also a reason for its complexity. As a result, tourism is 
dependent on numerous stakeholders for its success 
– both domestic and international – with very differ-
ent interests. In most cases, international visitors are 
those who determine its success (World Bank, 2013).

Many national tourism development plans are drawn 
up based on the assumption that the economic 
benefits of tourism will stimulate other sectors of the 
economy, particularly the agriculture sector. However, 
rather than creating synergies between the two sec-
tors (tourism and agriculture), tourism may instead 
generate increased food imports, which both dam-
age local agriculture production and drain foreign ex-
change earnings (World Bank, 2013; UNCTAD, 2014)

A. Tourism development 
Tanzania has many tourist attractions, with more than 

Figure 2: Tourism contribution to employment between 2000 and 2014

Source: Prepared by UNCTAD based on data from WTTC (2014)
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25 per cent of its total area covered by national parks 
and game reserves. Its 15 national parks, 28 game 
reserves, 44 game-controlled areas, 1 conservation 
area and 3 marine parks define the United Republic of 
Tanzania as an important and diverse tourist destina-
tion in East Africa.

With nearly 2.4 million unemployed – 11 per cent of the 
active labour force (mostly youth) – unemployment is a 
concern. Lack of sufficient employment opportunities 
increases the importance of tourism sector growth as 
a driver for employment creation. The tourist industry 
currently supports 1 in 10 jobs in the country (NBS, 
2015). According to the WTTC (2014), the tourism 
sector generated 411 700 direct jobs in the country 
in 2014. And more than this, it indirectly generated 31 
per cent of the total positions in 2014 or about 771 400 
jobs. This means that tourism corresponded to 1 183 
100 jobs in the country in 2014 (WTTC, 2014). Figure 
2 shows the tourism contribution to employment in 
the United Republic of Tanzania in the last 14 years. 
The bars illustrate the number of positions directly or 
indirectly related to the tourism sector while the dotted 
line reflects the share of contribution to employment.

B. The demand for tourism 
Tourist demand is defined as the total number of 
persons travelling (i.e. effective demand) or wishing 
to travel (i.e. suppressed demand) to use tourist in-
frastructures and services at a place away from their 

residence and workplace (Mathieson & Wall, 1982). 
Figure 3 shows the tourism demand development in 
the United Republic of Tanzania from 2000 to 2013. 
Between 2000 and 2013 the number of tourists ar-
riving in the country increased from 501 669 to 1 095 
884.

These figures suggest that in spite of local and interna-
tional challenges, the sector has performed well and 
remains on a positive growth trend. This indicates the 
United Republic of Tanzania is a strong tourist destina-
tion with an appealing tourism product. For example, 
in 2013, SafariBookings™ (SB) – which is one of the 
largest online marketplaces for African safaris – con-
ducted an in-depth analysis of 3 061 reviews of sa-
fari tourists and travel experts, who voted the United 
Republic of Tanzania the best safari country. The study 
included two years of safari reviews from more than 1 
000 tourists representing 53 different nationalities and 
756 expert reviews from reputable guidebook authors 
working for publications such as Lonely Planet, Bradt, 
Rough Guide and Frommer’s. The overall average rat-
ing of the country was 4.8 out of 5 stars, which was 
the top score among the eight major safari destina-
tions (Morgan-Jarvies, 2014; NBS, 2011, 2012). As 
reflected in the new ranking of SB (see Table 1), the 
United Republic of Tanzania is still the leading safari 
destination (SafariBookings™, 2015).

The United Republic of Tanzania is endowed with 
many natural and cultural tourist attractions ranging 

Figure 3: The demand for tourism between 2000 and 2013

Source: Prepared by UNCTAD based on data from MNRT (2014)
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Source: Prepared by UNCTAD based on data from SB (2015)

Table 1: Top-rated safari countries

Source: Prepared by UNCTAD based on data from 
MNRT (2014)

from spectacular scenery and topography to un-
matched wildlife, fascinating heritage and friendly and 
welcoming people that form the basis of successful 
tourism product.

The country has impressive lakes and one of the lon-
gest coastlines in Africa, with pristine sandy beaches, 
coral reefs and marine parks ideal for snorkelling and 
diving. It also has archaeological sites offering dino-
saur bones to early hominid remains such as rock 

art, sacred sites and historic ruins. In total the country 
contains seven UNESCO World Heritage Sites.

The Ministry of Natural Resources and Tourism 
(MNRT) estimated that 80 per cent of international vis-
itors in 2013 came for holidays, leisure and recreation. 
Interestingly, this figure varies little when compared 
with previous years. The chart in Figure 4 shows pur-
pose of visit statistics for 2013. The category “other 
purpose” includes people travelling for educational 
activities, medical treatment and athletes attending 
sports events, among others (MNRT, 2014).

Wildlife tourism is the main tourism product of the 
country. As a result, the high season for tourism over-
laps with the dry season, since that is when visibility 
is increased by the lack of grass and foliage and the 
animals and birds are forced to flock around limited 
water sources. Figure 5 illustrates the number of in-
ternational tourists arriving per month between 2010 
and 2013 and the relationship with seasonal change.

In 2012, NBS (2014) conducted a tourism sector 
survey and identified that 77 per cent of respon-
dents were first-time visitors. About 50 per cent of 
the respondents heard about the United Republic of 
Tanzania’s tourist attractions through travel agents 
and tour operators and about 28 per cent through 
friends and family members. As a result, 59 per cent of 
international visitors selected travel package arrange-
ments. Figure 6 illustrates the travel party composition 
of the international visitors.

Figure 4: Purpose of visit 
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Figure 5: Monthly international arrivals between 2010 and 2013

Source: Prepared by UNCTAD based on data from MNRT (2014)

Source: Prepared by UNCTAD based on data from NBS (2014)

Figure 6: Travel party composition 
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The survey also indicated that there is gender balance 
– practically 50:50 – when it comes to the number of 
overall international tourist arrivals. The latest figures, 
which have changed little over the last years, indicated 
that 50.1 per cent were male and 49.9 per cent were 
female. However, looking only at the business and 
professional category, men were the dominant gender 
in accounting for about 70 per cent. The average the 
length of stay is 10 nights and the annual occupancy 
rate ranges between 31–35 per cent (NBS, 2014).

The majority of those surveyed were 25–44 years 
old and accounted for 33 per cent of arrivals. Senior 
visitors – 65 years and above – accounted for a mere 
6 per cent of the total due to a lack of infrastructure 
adapted to their needs. Visitors aged 45–64 years 
represented 26 per cent, while those 18–24 years old 
made up 14 per cent of total visitors. The remaining 
21 per cent were below 18 years of age (NBS, 2014). 
In summary, the survey revealed that the average in-
ternational tourist to the United Republic of Tanzania 
is someone aged 25–44, travelling with a spouse and 
without children.

i. Source markets and mode of transport
Due to the increased number of international flights 
to the United Republic of Tanzania in the last couple 
of years, the number of international tourists has also 

increased from all regions worldwide. In terms of num-
ber of visitors, Africa is still the leading region feeding 
the country’s tourism sector. Figure 7 shows the inter-
national tourist numbers by region from 2005 to 2013 
(MNRT, 2014).

In 2013, the 193 000 tourists from Kenya represented 
37 per cent of the United Republic of Tanzania’s 
African source market and almost 18 per cent of 
the global source market. From Europe, the United 
Kingdom, Italy and Germany are the frontrunners. 
Combined they accounted for 50 per cent of the 
European source market and about 17 per cent of 
the global source market. From the Asia and Pacific 
region, India was the main country of origin with a 
29 per cent share of the regional source market. The 
United States of America is the main source market in 
the Americas with 71 per cent of total tourist arrivals 
from that region. Table 2 presents the top 10 source 
markets for the United Republic of Tanzania in 2013 
(MNRT, 2014).

Air travel is the main mode of transport for interna-
tional visitors. Figure 8 shows the figures between 
2005 and 2013.

The data also show that road travel is an important 
mode of transport, especially for tourists arriving from 

Figure 7: International tourist arrivals by region between 2005 and 2013

Source: Prepared by UNCTAD based on data from MNRT (2014)
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Source: Prepared by UNCTAD based on data from MNRT (2014)

Table 2: Top 10 source markets in 2013

Source: Prepared by UNCTAD based on data from MNRT (2014)

Figure 8: Mode of transport data between 2005 and 2013

port among visitors interested in leisure and business 

travel whilst road travel is the main mode of transport 

for the other categories of purpose of visit, especially 

for visitors visiting relatives and friends (MNRT, 2014; 

NBS, 2014).

African countries. In 2013, about 85 per cent of African 

visitors used roads, 11 per cent water, 3 per cent air, 

and 1 per cent rail (MNRT, 2014). Figure 9 illustrates 

data correlating mode of transport and purpose of 

visit. It shows that air travel is the main mode of trans-
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C. Tourism earnings
Travel and tourism are expected to have generated 
US$ 4.83 billion in 2014, which corresponds to about 
12 per cent of the country’s GDP. This amount in-
cludes direct and indirect contributions. The indirect 
input is estimated at US$ 3.12 billion approximately or 
65 per cent of the total contribution of travel and tour-
ism to the GDP (WTTC, 2014). Figure 10 shows the 
percentage of the contribution of tourism to GDP from 
2000 to 2013. The dotted line presents the total value 
of all goods and services revenue related to tourism 
and includes estimates for 2014.

Foreign exchange earnings or tourist exports rose 
from US$ 739 million in 2000 to US$ 1.85 billion in 
2013 (MNRT, 2014). Figure 11 shows tourist arrivals 
and spending in the country 2000–2013.

i. Tourism expenditure 
In 2013, the average international tourist expenditure 
was US$ 1 691 per person (NBS, 2015). Table 3 
shows the earnings by type of expenditure, differen-
tiating between tourists on travel packages and those 
travelling independently.

Table 3 also shows that independent visitors spent 

Figure 9: Mode of transport by purpose of visit in 2013

Source: Prepared by UNCTAD based on data from MNRT (2014) and NBS (2014)

Source: Prepared by UNCTAD based on data from WTTC (2014)

Figure 10: Tourism sector direct and indirect contribution to the United Republic of Tanzania’s GDP
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about 28 per cent of their travel budget on accom-
modation and 19 per cent on food and beverages. 
However, visitors on travel packages spent around 32 
per cent of their budget on shopping and 24 per cent 
on food and beverages (MNRT, 2014; NBS, 2014).

Overall, food and beverages – which has a strong link 

with local agricultural development – corresponded to 

around 22 per cent of the total earnings, just short of 

shopping which accounted for 25 per cent.

Figure 11: Tourist arrivals and spending between 2000 and 2013

Source: Prepared by UNCTAD based on data from MNRT (2014)

Table 3: Earnings by type of expenditure in 2013

Source: Prepared by UNCTAD based on data from MNRT (2014) and NBS (2014)
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D.  Ongoing government efforts to foster 
tourism

During the last couple of years, the Government of the 
United Republic of Tanzania has conducted surveys 
and studies to increase tourism earnings and to help 
tourism promotion and macroeconomic policy formu-
lation (NBS, 2010–14). Table 4 presents the key rec-
ommendations from these studies. They are divided 
into two main blocks. The top block (in light green) 
clusters policy recommendations related to diversi-
fication of source markets and tourism product de-
velopment. The bottom block (in light purple) groups 
policy recommendations connected to infrastructure 
developments, such as the improvement or increase 
in quality of services.

Table 4 shows that despite government commitment, 
diversification of source markets and tourism product 
development are lagging behind the desired goals. 
The tourism sector continues to rely on traditional 
source markets and its most important product is still 
nature-based tourism. When it comes to infrastructure 
developments, the outcome is no different. The coun-
try presents limited airport infrastructure and lacks 
human capacity and standards to serve the tourism 
sector.

E. Tourism system structure 
Figure 12 illustrates the tourism system structure in 
the United Republic of Tanzania and highlights the 
eight key components based on data from 2013. 
These components are:
•	 Source markets: Share of international tourist ar-

rivals by geographic region. It shows that Africa is 
the main source market.

•	 International tourists: Main characteristics defin-
ing the international tourist, such as whether they 
are a first-time visitor, travelling alone or in a group.

•	 Booking: Breakdown between package and inde-
pendent travel arrangements.

•	 Transport mode: Mode of transport to arrive in the 
country. 

•	 Purpose of visit: Reason for selecting the United 
Republic of Tanzania as a destination.

•	 Accommodation: Categories of accommodation. 
•	 Tourism activities: Main types of activity. 
•	 Food: Type of local infrastructure used for purchas-

ing food.

The tourism system structure also helps to character-
ize the average international tourist visiting the coun-

try. As previously reflected, this international visitor is 
usually someone from Africa or Europe, travelling with 
a spouse, used a tourism agency to make travel ar-
rangements and arrived by air. These visitors will most 
likely stay in a hotel for around 10 days, eat out at 
local restaurants and enjoy the country’s wildlife and 
beautiful beaches.

F. Tourism value chain map
Basing the average international tourist expenditure of 
US$ 1 691 per person (data from 2013), Figure 13 
provides a breakdown of the tourism sector value 
chain in the country.

Evident over the years is the lack of policy recom-
mendations related to intersectoral relations, which is 
pivotal for tourism development. International tourism 
is a growing and increasingly profitable sector in the 
country. Linking tourism and poverty alleviation is an 
important strategy for local development. Pro-poor 
tourism is an approach that aims at generating net 
benefits for the poor, by unlocking opportunities and 
building a more supportive policy and planning frame-
work. The goal is to promote participation and bring 
the private sector into pro-poor partnerships (Michael, 
2011). Consumption of local food is broadly recog-
nized as an essential part of tourism and the majority 
of poor inhabitants live in rural areas. As a result, tour-
ism and agriculture have an important contribution to 
make to local development.

With tourism rapidly increasing, there is an oppor-
tunity for integrating pro-poor strategies into the 
international tourism agenda. Local initiatives such 
as Responsible Tourism Tanzania (RTTZ), which is 
a non-profit organization encouraging and promot-
ing a more sustainable tourism industry within the 
United Republic of Tanzania, can assist in unlocking 
PPT opportunities and building a more supportive 
policy and planning framework.  This can result in 
contributions to the local economy not only provid-
ing jobs for local people but also through purchasing 
local products (RTTZ, 2015). Figure 13 and Table 3 
indicate food and beverages as an important entry 
point since this category is responsible for around 24 
per cent of international tourism earnings and has a 
direct impact on local agriculture. This is especially 
true for horticultural products such as fruits, herbs 
and spices – for restaurants and accommodation 
services (Vock, 2014; Sykes, 2014). Despite this, 
horticultural production represents a small part of the 
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Figure 12: Tourism system structure 

Source: Prepared by UNCTAD based on data from WTTC (2014), MPRINT (2014), NBS (2014), and SAFICO (2013).
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Figure 13: Tourism value chain map

Source: Prepared by UNCTAD based on data from WTTC (2014), MPRINT (2014), NBS (2014), and UNWTO (2011).
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Darajani Market in Stone Town, Zanzibar

overall agricultural production yield and value in the 
United Republic of Tanzania. The sector also makes 
significant contributions to food security, improving 

nutrition and economic growth since production is 
mainly based on small-scale farmers (Mashindano, 
2014; MAFSC, 2015).
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III.  AgrIculturAl 
development

Agriculture is the mainstay of the majority of the coun-
try’s population. Therefore, the relationship between 
its performance and that of the key economic indica-
tors such as GDP and employment cannot be over-
emphasized. Currently, the sector contributes around 
25 per cent of GDP, 30 per cent of export earnings, 
and is the main source of employment and livelihoods 
in the country. By contrast, the rate of growth of the 
labour-intensive agricultural sector, which accounts 
for around 75 per cent of the labour market, has been 
lower than that of the overall economy, explaining the 
relatively slow decline in poverty in rural areas and the 
accelerated pace of migration from rural to urban ar-
eas (Tanzania, 2013; World Bank, 2015a).

The main food crops grown in the country are maize, 
sorghum, millet, cassava, sweet potato, banana, 
pulses (beans, lentils, etc.), rice paddy and wheat. 
Food crops account for 65 per cent of agricultural 
GDP, from which maize is the most important food 
crop accounting for 20 per cent of agricultural GDP. 
Cash crops include coffee, cashew nuts, tea, cotton, 
tobacco and sisal. On average this crop subsector 
contributes around 10 per cent of agricultural GDP 
(Tanzania, 2013; MAFSC, 2015). Agriculture is the 
most important source of revenue for rural popula-
tions, accounting around 70 per cent of income 
(Tanzania, 2013).

The country has a dual agricultural economy based 
on small-scale farmers and large commercial produc-

ers. Small-scale farmers are estimated to comprise 31 
million smallholdings, which are responsible for most 
of the food produced in the country. They cultivate a 
variety of rain-fed crops mainly for subsistence, with 
the surplus being sold as a source of income (MAFSC, 
2015). As a result, agriculture is a sector in which sig-
nificant achievements can be made, even with small 
initiatives. Growth in this sector reduces poverty more 
than growth in any other sector of the economy due to 
the high intersectoral linkages. It is imperative, there-
fore, to pay close attention to interactions between 
tourism and agriculture.

A. Kilimo Kwanza (Agriculture First)
In 2009, the Government of the United Republic of 
Tanzania launched the Kilimo Kwanza (Agriculture 
First) resolution aimed at transforming the country’s 
agriculture into a modern and commercial sec-
tor mainly through enhanced productivity. In 2010, 
the Kilimo Kwanza Growth Corridors Initiative was 
launched. Since then many ongoing initiatives ensure 
that agricultural inputs reach local farmers. Two of 
these initiatives are the Southern Agricultural Growth 
Corridor of Tanzania (SAGCOT) and the Agriculture 
and Food Investment Plan (AFIP), which are facilitat-
ing the implementation of the Comprehensive Africa 
Agriculture Development Programme (CAADP) in the 
country. The CAADP is a policy framework (launched 
by the African Union in 2003 as an integral part of the 
New Partnership for Africa’s Development – NEPAD) 
for agricultural transformation, wealth creation, food 
security and nutrition, economic growth, and prosper-
ity for all. 

Figure 14: Top 10 agricultural commodities by production quantity 

Source: Prepared by UNCTAD based on data from FAO (2015)
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SAGCOT aims to help establish linkages between 
small-scale farmers and large commercial farms so 
as to promote productivity improvements through the 
use of modern irrigation systems, seeds and fertiliz-
ers (Kyaruzi, 2014). The next stage will establish two 
new growth corridors, which will cover the regions of 
Dodoma and Singida (in the centre of the country) The 

aim is to keep on broadening the initiatives until they 
encompass the whole country (Ki Ayo, 2014; MAFSC, 
2015).

The United Republic of Tanzania has a land area of 44 
million hectares, of which 16 per cent is arable agricul-
tural land (World Bank, 2014). The top 10 agricultural 
commodities based on production quantity are cas-

Source: Prepared by UNCTAD based on data from FAO (2015)

0 

100 

200 

300 

400 

500 

600 

700 

800 

900 

Meat Bananas Pulses Maize Fresh milk Cassava Rice paddy Groundnuts 
with shell 

Horticulture Sunflower seed 

US
$ 

M
illi

on
s 

Source: Prepared by UNCTAD based on data from FAO (2015)

Figure 15: Top 10 agricultural commodities by production value

Table 5: Key agricultural commodities by production yield and value

Source: Prepared by UNCTAD based on data from FAO (2015)



20 Enhancing LinkagEs BEtwEEn tourism and thE sustainaBLE agricuLturE sEctors in

sava, maize, sweet potato, sugarcane, banana, fresh 
milk, rice paddy, horticultural products, potato and 
pulses (FAO, 2015). Figure 14 shows the top 10 com-
modities and their production quantities in millions of 
metric tons based on 2012 harvest volumes.

By production value, the top 10 agricultural commodi-
ties are meat, banana, pulses, maize, fresh milk, cas-
sava, rice paddy, groundnuts with shell (i.e. peanuts), 
horticulture and sunflower seeds (FAO, 2015). Figure 
15 shows the top 10 commodities and their produc-
tion values based on 2012 harvest volumes.

Seven out of the top 10 agricultural commodities by 
production value are also commodities with high pro-
duction yields. They account for 74 per cent of the 
overall top 10 production values and 73 per cent of 
production quantities (FAO, 2015). Table 5 presents 
details of these agricultural commodities.

Table 5 shows that horticultural production represents 
a small part of the overall agricultural production yield 
and value. However, it has grown significantly in the 
last decade. In fact, horticulture makes a significant 
contribution to food security, improvements in nutri-
tion and economic growth since its production is 
mainly based on small-scale farmers (MAFSC, 2015).

Looking exclusively at horticulture, the subsector 
accounted for around US$ 331 million in revenue in 
2012, from which only 2 per cent reached small-scale 
farmers (FAO, 2015). Figure 16 illustrates the general 
horticulture value chain, which does not account for 
seasonal variation.

Conventional thinking has it that the key issue for pov-
erty reduction and economic growth of small-scale 
farmers and other stakeholders within agricultural 
supply chains – especially horticulture – is to gain ac-
cess to more profitable niches through exports. This 
assume that local and regional markets are stable 
and do not offer opportunities for growth. Yet a grow-
ing body of evidence shows that local, national and 
regional markets are themselves experiencing large 
transformations driven by a variety of factors. For 
instance, domestic markets based on supplying in-
ternational tourists through restaurants and accom-
modation services have more in common with export 
markets in terms of grades, standards, business 
practice and prices than is usually perceived, as well 
as diversity of consumers and, therefore, expectations 
(Mafuru, Babu and Matutu, 2007). As a result, local 
supply should offer a minimum standard of quality and 
stability. Our interviews have clearly established the 

Figure 16: General horticulture value chain

Source: Prepared by UNCTAD based on data from 
Leijdens (2008) and FAO (2015)

Note: Values are given in US$ millions based on 2012 
harvest.
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importance of quality, reliability of delivery and price as 
determining factors (Sykes, 2014; Vock, 2014). In this 
context and since agriculture is a prominent source 
of livelihoods; linking PPT initiatives with small-scale 
producers can have a pivotal role in fostering local 
development in rural areas. Moreover, agriculture is 
possibly the sector in which potential linkages are the 
greatest (Michael, 2011), especially local agricultural 
linkages, because around 22 per cent of international 
tourist expenditures are on food and beverages (see 
Figure 13 and Table 3).

B. The role of organic farming
There are about 1.2 million hectares of certified organ-
ic agricultural land in Africa, which constitutes 3 per 
cent of the total organic agricultural land in the world. 
Uganda is the frontrunner in the region with the largest 
organic area (231 157 ha) and the largest number of 
organic producers (189 610). The United Republic of 
Tanzania is the second with 186 537 ha of organic 
agricultural land and 148 610 organic producers and 
28 exporters. There is a growing recognition among 
policymakers that organic agriculture has a significant 
role to play in addressing food security issues, land 
degradation impacts, poverty alleviation and climate 
change in Africa (FiBL and IFOAM, 2015).

Organic agriculture is one of the fastest growing sub-
sectors in the United Republic of Tanzania among all 

the five countries of the East African Community (EAC 
– Burundi, Kenya, Rwanda, Uganda and the United 
Republic of Tanzania). Figure 17 shows the develop-
ment of organic agricultural land in the region from 
2008 to 2013 (FiBL and IFOAM, 2013; 2014; 2015).

These five countries alone make up 35 per cent of the 
African organic agricultural land or 428 843 ha of farm-
ing land, which does not include wild collection areas. 
Wild collection is important in Africa with more than 10 
million ha certified as organic (FiBL and IFOAM, 2015). 
Figure 18 shows the contribution of organic agricul-
tural land by EAC member country in 2013.

This growth in the United Republic of Tanzania has 
been attributed to a number of factors:
•	 Increasing global demand for organic products and 

associated price premiums, which contribute to in-
creased access to markets for small-scale farmers, 
resulting into improved household incomes in rural 
communities.

•	 Suitability and compatibility of organic agricultural 
practices with small-scale farming systems. Due to 
the fact that organic agriculture utilizes mostly tradi-
tional farming practices and its adoption is relatively 
low risk, given production and resource constraints 
among small-scale farmers.

•	 Organic agricultural goods present low market 
entry barriers to small-scale producers, compared 
with conventional fruits and vegetables where all 
producers are required to test and monitor pesti-

Figure 17: Development of organic agricultural land in EAC from 2008 to 2013

Source: Prepared by UNCTAD based on data from FiBL and IFOAM (2013, 2014, 2015)

2008 2009 2010 2011 2012 2013 

Burundi 350      350      350      550      550      550      

Kenya 5 159      4 227      4 842      4 969      4 894      4 894      

Rwanda 3 508      3 697      3 600      3 705      3 705      3 705      

Tanzania 72 188      72 188      72 665      115 022      186 537      186 537      

Uganda 212 304      226 954      228 419      228 166      231 157      231 157      
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Source: Prepared by UNCTAD based on data from FiBL and IFOAM (2013, 2014, 2015)



22 Enhancing LinkagEs BEtwEEn tourism and thE sustainaBLE agricuLturE sEctors in

cide residues in their products as due diligence for 
selling to international markets. Such processes 
are very expensive and, in many cases, unafford-
able for the majority of small-scale producers. As 
a consequence, these small-scale producers that 
cannot afford to produce organically to export are 
being pushed out of markets.

•	 The global market for organic products has been 
rising from almost nothing 30 years ago to over US$ 
72 billion in 2013. The sales in 2013 represent an 
impressive growth of 12.5 per cent over the previ-
ous year (US$ 64 billion for 2012) (FiBL and IFOAM, 
2015). By region, the United States of America 
remains the largest single market, representing 43 
per cent of global retail sales of organic products, 
followed by the European Union at 40 per cent.

In the United Republic of Tanzania, organic farming 
is mostly associated with traditional farming, in which 
no inputs are used and therefore on this basis one 
can say that many small-scale farms are organic by 
default. However, they cannot benefit from the price 
premiums associated with certified organic products 
(Biovision, 2015).

When it comes to organic certification, there are only 
a few large-scale farms that are certified as organic 
producers, mostly producing coffee, cocoa, cereals, 
oilseeds, pulses, wild collection and crops such as 
onions, carrots, spices and fruits (Biovision, 2015; 
FiBL and IFOAM, 2015). Figure 19 presents the com-

position of certified crops on organic agricultural land 
within the EAC in 2013 (FiBL and IFOAM, 2015).

Certification costs are an important limiting factor for 
many small-scale African farmers, which hinder them 
from accessing the growing organic market. In the 
United Republic of Tanzania, annual certification costs 
range from US$ 4 000 to US$ 13 000 for groups/
associations/cooperatives for small-scale farmers or 
projects engaged in exporting to international markets 
such as the European Union and the United States 
of America (Gama, 2014). These costs only represent 
the fees paid to the certification companies. They do 
not include the organizational and logistical costs in-
curred during the mobilization of farmers into groups, 
building their business skills and establishing internal 
quality management (IQM) systems – all of which need 
to be in place before inviting the certification auditors 
for the final assessment prior to being granted the cer-
tification. These costs normally amount to double or 
even triple the fees paid to certification bodies (Gama, 
2014).

In an effort to reduce the cost of international certifi-
cation and allow the access of more small-scale pro-
ducers to the lucrative export market, stakeholders in 
the United Republic of Tanzania established a local 
certification body – the Tanzania Organic Certification 
Association (TanCert) – to offer affordable certifica-
tion services. Unfortunately, the certification provided 
by TanCert is not accepted in all major international 

Figure 18: Contribution of organic agricultural land within EAC countries in 2013

Source: Prepared by UNCTAD based on data from FiBL and IFOAM (2015)
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Figure 19: Composition of certified crops on organic agricultural land within the EAC in 2013

Source: Prepared by UNCTAD based on data from FiBL and IFOAM (2015)

organic markets because it has not yet received in-
ternational accreditation and, therefore, local organic 
production still requires international certification, 
which remains quite expensive and largely carried out 
by international bodies that fly in their inspectors from 
outside the country. In order to improve local condi-
tions, TanCert requires financial support not only to 
attain but also to maintain international accreditation 
and build a team of local experts to provide affordable 
inspection services across the whole country (Gama, 
2014).

i. Organic production – export market 
Most of the country’s organic products are sold outside 
the country. There are currently 29 producers running 
organic projects in the United Republic of Tanzania 
exporting to international markets (see Annex 3). Their 
production includes coffee, cocoa, tea, spices, horti-
cultural produce such as fruits and vegetables, cotton, 
maize, sesame, banana and cassava (Gama, 2014).

Approximately 10 operators are certified through lo-
cal participatory guarantee systems (PGS) or follow 
local organic standards such as Tanzania Bureau 
of Standards (TBS) and TanCert. The remaining op-
erators are certified through international certifica-
tion bodies operating in the country – the Institute 

for Marketecology (IMO), EcoCert, Control Union, 
Bio Inspecta AG and Certification of Environmental 
Standards (CERES). Despite the fact that the 
Rainforest Alliance Certification and UTZ do not certify 
organic products they still play an important role as 
international certification bodies for sustainable agri-
culture produces. TanCert is the only local certification 
body serving local and export markets, but in part-
nership with CERES as it is not accepted in all major 
international organic markets (Gama, 2014). Table 6 
summarizes the certified organic produce exported 
between 2010 and 2014.

ii. Organic production – home market
The organic market within the country is not regulated. 
On the one hand, there is no official policy on organic 
farming in the country. On the other hand, organic 
farming is mentioned in two important policies – the 
2006 Livestock Policy and the 2013 Agriculture Policy 
– as a form of agriculture that offers an opportunity to 
export high-value agricultural produce to international 
markets. Also, organic farming relies on techniques 
such as crop rotation, green manure, composting and 
biological pest control that promote and enhance bio-
diversity, biological cycles and safe food production 
for consumers.
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Table 6: Organic produce exported between 2010 and 2014

Source: Prepared by UNCTAD based on data from Gama (2015)

The regional market for organic products is small but 
has been growing, especially after the launch of the 
East African Organic Products Standard (EAOPS) in 
2007 as the official standard for organic production 
and trade across EAC. Compliance with EAOPS re-
mains voluntary. However, the Ministry of Agriculture, 
Food Security and Cooperatives (MAFSC) has been 
very supportive and works closely with the Tanzania 
Organic Agriculture Movement (TOAM) and other 
stakeholders to promote organic farming in the coun-
try (Gama, 2014; Ki Ayo, 2014).

According to a consumer survey commissioned by 
the International Federation of Organic Agriculture 
Movements (IFOAM) in 2013, awareness of organic 
food products and farming in East Africa increased 

from 62 to 67 per cent between 2006 and 2013. The 
United Republic of Tanzania ranked third among the 
EAC states with 63 per cent, after Uganda with 83 
per cent and Burundi with 75 per cent. Despite a high 
awareness about the benefits of organic products, 
this is not fully translated into actual purchases. The 
survey also identified that international tourists and 
urban consumers caused the growing interest for 
organic products (IFOAM, 2013). In fact, the tourism 
sector has been instrumental in creating awareness 
and interest in organic products since the majority 
of customers demanding organic products in Dar es 
Salaam and Mombasa were international tourists, 
who perceive organic foods as being healthy and 
nutritious, and free from chemical residues (IFOAM, 
2013).
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Darajani Market in Stone Town, Zanzibar
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Iv.  lInkAges between 
tourIsm And 
hortIculturAl products

Consumption of local food is broadly recognized as 
an essential part of tourism. Locally distinctive food 
shapes the tourist experience and can be an attrac-
tion in itself (Mgonja, Backman and Backman, 2014). 
In the United Republic of Tanzania, food consump-
tion corresponded to about 22 per cent of the total 
earnings from tourism activities in the country in 2013 
or US$ 409 million (MNRT, 2014; NBS, 2014). As a 
result, local food experiences can become strong link-
ages between tourism and local horticultural produc-
tion since local communities have a unique culture in 
terms of food, which could be incorporated into the 
touristic experience of international visitors (Manwa 
and Manwa, 2014). They also have the potential to 
contribute considerably to sustainable development, 
help maintain regional identities and support agricul-
tural diversification in the country.

Most food that makes up Tanzanian cuisine is typical 
of the East African region in general. Locally distinctive 
food can be important both as a tourism attraction in 
itself and in helping to shape the image of a destina-
tion (Mgonja, Backman and Backman, 2014).

The Tanzanian diet is largely based on starches such 
as cassava, millet, sorghum, beans and cornmeal. 
Ugali, which is made of those starches, could be con-
sidered the country’s national dish. It is typically served 
with a sauce containing meat, fish, beans or cooked 
vegetables and eaten out of a large bowl that is shared 
by everyone at the table. Wali (rice) and various types 
of samaki (fish) cooked in coconut is the preferred dish 
for those living in coastal communities (FIEC, 2015). 
The introduction of various spices by the Arabs is 
highly evident in a popular coastal dish named pilau, 
a dish of rice cooked in a seasoned broth. The dish 
consists of rice spiced with curry, cinnamon, cumin, 
hot peppers and cloves. Matunda (fruits) and mboga 
(vegetables) such as plantains, similar to the banana, 
ndizi (bananas), pawpaw (papaya), biringani (egg-
plant), nyana (tomatoes), beans, muhogo (cassava), 
spinach and other greens, and maize are frequently 
eaten by locals, many of which are grown in backyard 
gardens. Ndizi kaanga (fried bananas or plantains) is 
a local dish that is very popular with Tanzanians and 
tourists alike (FIEC, 2015).

A. Existing linkages
There is high recognition by the local government that 
tourism can be an important player in poverty allevia-
tion and local development. However, there is not yet 
a holistic strategy nor are there indicators for measur-
ing tourism development and poverty reduction (SNV, 
2007; Michael, 2011; UNWTO, 2015).

At the country level, there are various business and 
trade associations, but none focused on linking the ag-
riculture and tourism sectors: the Tanzania Chamber of 
Commerce Industry and Agriculture (TCCIA), Tanzania 
National Business Council (TNBC), Confederation of 
Tanzania Industries (CTI) and the Tanzania Investment 
Centre (TIC). These organizations do provide informa-
tion and limited promotion, especially in commerce, 
manufacturing and agriculture but there is no organi-
zation linking the hospitality industry and local farm-
ers directly. There are other tourism business related 
groups like the Tanzania Association of Tour Operators 
(TATO) and the Hotel Association of Tanzania (HAT). 
These associations mainly deal with advocacy and 
lobbying but hardly with cross-sectorial business 
linkages. Likewise, the Tanzania Tourism Board (TTB) 
deals mainly with marketing strategies.

At the local level, food supply is needed by the tour-
ism sector but linkages are done on personal busi-
ness terms through individual brokers – middlemen 
– or via street markets. There are currently no formal 
agricultural programmes that assist local farmers in 
meeting the requirements of hotels and restaurants 
or tap into their markets (Vock, 2014; Kyaruzi, 2014; 
Mashindano, 2014).

As a result, the food supply chain in the country is very 
complex and disorganized. Most agricultural goods 
(i.e. horticultural products) are traded through middle-
men to wholesale markets. Kariakoo in Dar es Salaam 
is the most important hub for the vegetable trade. In 
fact, more than 50 per cent of horticultural products 
are traded through this large market. Most small-scale 
farmers depend on rain-fed agriculture meaning in the 
main harvest season there is enormous overproduc-
tion and much of the crop that cannot be sold is lost 
(Ki Ayo, 2014).

With regard to organic agriculture, there are large 
numbers of organic farmers for whom formal certifi-
cation does not have any advantages, since all their 
organic produce is sold unlabelled and mixed up 
with conventional produce by brokers. This is true 
for farmers who practise subsistence farming for the 
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food security of their families or their community and 
the majority of organic producers who sell in local 
markets. Unfortunately, there are no official statistics 
to quote on this type of informal uncertified organic 
production. The majority of certified organic produce 
from the United Republic of Tanzania is destined for 
export markets, particularly in Europe. However, con-
sumer interest for organic products is picking up in 
Dar es Salaam and other tourist towns such as Arusha 
(Gama, 2014).

i. Supply and demand
Producers and traders or their associations are the 
stakeholders linking agriculture to tourism. Producers 
of horticultural products are mainly small-scale farm-
ers either growing a single crop or a wider variety of 
horticultural products. These small-scale farmers tend 
not to be organized when it comes to supplying lo-
cal or regional markets, and their smallholdings have 
an average size of about 2.5 ha (Salami, Kamara and 
Brixiova, 2010). There are a few larger properties 
but none above 4 ha (Ki Ayo, 2014; Kyaruzi, 2014; 
Manege, 2014; Mashindano, 2014). In this context, 
the supply of organic products can be categorized into 
two distinctive channels: the supply to formal export 
markets and the supply to local or regional markets.

Supply to formal export markets

This channel tends to be coordinated by international 
requirements and is characterized by the need to com-
ply with importing countries’ regulations and/or stan-
dards on organic products. Tanzanian organic export 
products are largely destined for Europe, the United 
States of America and Japan. Therefore, compliance 
with European regulation on organic agriculture (EC 
834/2007), the United States Department of Agriculture 
(USDA) National Organic Program (NOP) and the 
Japan Agricultural Standard (JAS) is mandatory for 
all stakeholders along the supply chain. In order to 
meet these requirements, small-scale farmers are 
organized in groups along specific commodity chains 
destined mainly for export. This context is also a reality 
for horticultural products grown under GAP schemes, 
mainly destined to export, such as Serengeti Fresh 
Ltd in Arusha, which is a member of the Partners in 
Protection (PiP) program. PiP is a European coop-
eration programme managed by the Europe-Africa-
Caribbean-Pacific Liaison Committee (COLEACP). Its 
goal is to facilitate the flow of trade between Africa, 
Caribbean and Pacific (ACP) countries and the EU 
by, for example, promoting GAP, strengthening com-

petition, and lobbying and advocating on behalf of 
the industry. In the United Republic of Tanzania, nine 
export companies working directly with small-scale 
horticultural producers have been supported by PiP 
since 2001. This includes 4 145 small-scale farmers 
and 816 employees (PiP, 2015). As the agricultural de-
velopments take shape, most farmer groups involved 
in the production and marketing of products form as-
sociations to develop linkages with markets and the 
private sector (Nyang, Webo and Roothaert, 2010).

Through such channels, small-scale farmers tend to 
be largely organized and contracted by export trad-
ing companies, who are interested in a specific com-
modity for export (i.e. organic goods). To facilitate the 
certification process, IQM is introduced within the 
groups. In fact, exporting companies largely invest in 
farmer mobilization, IQM development, certification 
and logistics. They also provide support services on 
organic practices and GAP. Besides support, small-
scale farmers that are organized into groups – some-
times these groups establish themselves into coop-
eratives or associations – are rewarded by exporting 
companies for their loyalty and organic quality with a 
premium price.

The main products exported under such arrangements 
include coffee, cotton, tea, cashew nuts, honey, fruits 
(such as pineapple) and spices. These products are 
largely exported as raw materials with limited value-
added benefit to local suppliers.

Supply to local or regional markets

Unlike the export chain, where formal processes exist 
and farmers are organized as a requirement for export 
market certification and compliance, the domestic 
market supply system is highly diversified and infor-
mally organized. Within this supply chain structure 
there are dalali (local brokers) who negotiate deals be-
tween farmers and buyers. There are also two types of 
buyers. The first, wanunuzi (first-tier), usually buy large 
quantities from many local brokers which they later 
sell in wholesale markets. These buyers hire transport 
through dalali wa magari (transport brokers) to carry 
the goods to wholesale markets such as the main 
markets in Kariakoo or Arusha. At the markets, there 
are market brokers (also known as dalali) who receive 
the load of products, commonly on credit, and sell it 
on to retail traders or second-tier buyers, including 
retail market traders, shops, hotels and restaurants. 
These market brokers know each other and work 
closely together, forming a cartel and making it difficult 



28 Enhancing LinkagEs BEtwEEn tourism and thE sustainaBLE agricuLturE sEctors in

Figure 20: General supply chain for conventional and organic horticulture products

Source: Prepared by UNCTAD based on data from Leijdens (2008), Gama (2014), Ki Ayo (2014), and Mashindano 
(2014)
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for newcomers to enter the market (Leijdens, 2008; 
Gama, 2014; Ki Ayo, 2014; Mashindano, 2014).

Since farmers are not well organized and are mostly 
small-scale producers, their bargaining power is lim-
ited and usually they have to accept the low prices 
brokers offer. Hence, there is little transparency in the 
trade, putting farmers in a disadvantaged position 
(Mashindano, 2014; Vock, 2014). Moreover, the low 
prices offered to farmers by brokers together with the 
high price they present to second-tier buyers such as 
hotels and restaurants has not been helpful in moti-
vating producers and consumers to develop organic 
market chains in the local market. 

Despite the interest in organic horticultural products 
by some hotels, restaurants and in wealthy districts, 
there is a lack of suppliers, and demand has not been 
met. For example, the White Sands Hotel in Dar es 
Salaam wanted to brand all their vegetable as organic 
but could not get the supplies (Leijdens, 2008). In 
another case, diplomatic staff in embassies located 
in Dar es Salaam attempted to reach out to organic 
products in the Rushoto area and requested TOAM 
to verify that producers follow organic practices and 
standards. However, farmers were not organized and 
could not sustain the volumes and delivery require-
ments. Eventually, the supply and trade relationship 
collapsed (Gama, 2014; Sykes, 2014).

Figure 20 shows the horticulture supply chain for 
conventional and organic products and highlights 
the key components. Focusing on local and regional 
supply, we can identify two sub-channels based at 
farm-level transactions. In one of these sub-channels, 
horticultural products require a broker for transactions 
between farmers and buyers. Buyers usually transmit 
orders by phone to the local brokers who negotiate 
with farmers to fulfil the order. Farmers receive pay-
ment directly from brokers. The brokers’ profit is the 
difference between what was paid to the farmer and 
the payment received from the buyer after deducting 
costs for packing materials and loading the goods 
for transport. The buyer hires a truck but the hiring is 
arranged through a local transport broker, who coor-
dinates the transport. Several buyers will usually be in 
charge of filling a truck together. On arrival at the re-
gional wholesale market, the load is passed on credit 
to market brokers, who sell it in smaller quantities to 
retail traders or directly to restaurants and accommo-
dation services. In the second sub-channel, farmers 
organize their own sales and take their crops directly 
to regional wholesale markets. A few large farmers 

might also buy from their neighbouring farmers to fill 
a truck. Alternatively, there are buyers who buy at the 
farm gate and take the crop directly to the wholesale 
or retail markets, where they sell the products them-
selves. An example of this channel is found in Oldonyo 
Sambu in the Ngorongoro District of Arusha Region 
(a mainly carrot producing area). Local farmers buy 
from neighbouring farms and deliver directly to Arusha 
(Leijdens, 2008). In the case of organic products, farm-
ers are organized into groups or associations. These 
organized farmers are contracted and certified to sup-
ply directly to an export company that then delivers on 
to international buyers. However, the export company 
sometimes sells the organic products locally, deliver-
ing them to local urban markets (Gama, 2014). Since 
this is not a regular practice, this particular channel is 
not present in Figure 20.

ii. Horticulture value chain
Figures 21 and 22 illustrate the horticulture value 
chain, conventional and organic products respectively, 
of local and regional markets supplying the tourism 
sector in the United Republic of Tanzania. It shows the 
value chains of the surplus and shortage seasons tak-
ing into consideration the same parameter – for every 
US$ 100 spent by international tourists in Tanzania, 
US$ 22 were spent in food and beverages (see Figure 
13).

In local organic products value chains, brokers are 
normally left out of the supply chain due to traceability 
requirements. In order to sell their products as organic 
and get a premium, farmers must guarantee that their 
products can be traced along the entire chain as 
organic. Hence, producers either sell directly to first- 
and second-tier buyers or to consumers.

The reason for omitting local brokers from the supply 
chain is that they are informally organized and com-
monly mix products from different producers to im-
prove profitability. Therefore, the only way brokers can 
remain in the organic supply chain is to get formalized 
and put in place a traceability system that can comply 
with the requirements for produce segregation and 
traceability along the entire value chain. That would 
be the ideal situation. In practice, what happens is 
that when organic farmers fail to sell directly to buy-
ers, they have no option but to sell through brokers, 
who can no longer claim the organic label. Therefore, 
most organic products are sold at conventional prices. 
Currently in the country, most certified organic pro-
duction is exported.
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It is important to mention that the supply and demand 
analysis is an estimate since data gathered are not 
consistent. This is no surprise because local supply 
is largely informal and neither the government nor pri-
vate institutions are capturing data from these local 
informal transaction channels (Gama, 2014; Ki Ayo, 
2014; Mashindano, 2014; Manege, 2014). However, it 
is an important exercise since figures 21 and 22 show 
that there is large variation in price and profit margins 
throughout the value chain. Looking only at farmers, 
we recognize a large variation between the shortage 
and surplus seasons and conventional versus organic 
products.

The low prices during the surplus season can be at-
tributed to a number of factors but two of them are 
decisive in defining selling prices:
•	 Small-scale farmers correspond to 75 per cent of 

the rural population, whose farming practices are 
largely rain fed. As a result, farmers mainly produce 
at the same time during the rainy season generat-
ing an oversupply that cannot be absorbed by local 
markets. Due to limited market linkages with stake-
holders at regional markets, small-scale producers 
have to accept low prices.

•	 Substantial pre- and post-harvest losses occur as a 
result of inefficiencies of the agricultural value chain. 
It is estimated that about 30 to 40 per cent of the 
overall crop production is lost annually because of 
the limited processing or value-adding infrastructure 
accessible to small-scale farmers. At times, farmers 
can lose their entire harvest (Tanzania, 2013).

In this context, brokers are definitely the key stake-
holders within the local horticulture trade. However, 
they often are considered as hindering agents. They 
manipulate weights and measures, mislead farm-
ers and withhold market information (Vock, 2014; 
Mashindano, 2014; Gama, 2014). Although their 
practices are sometimes questionable, they also take 
huge risks and perform important functions such as:
•	 Linking buyers to farmers and their products since 

buyers would not deal with farmers individually due 
to their large numbers and distance from market 
hubs.

•	 Delivering payments in cash to farmers or using 
balance transfers through mobiles.

•	 Bulking and transporting goods to urban centres 
and assuming the risk when there is a breakdown 
or quality loss, especially given the fact that the road 
transport infrastructure is still very poor in the rural 
areas where farmers are located. Moreover, the 

transport arrangements used to move horticultural 
products from production sites to local or regional 
markets are based on ordinary non-refrigerated or 
open trucks. The lack of a cold chain and packag-
ing standards often hasten the deterioration of the 
products before reaching the market.

Currently, there are a few initiatives attempting to 
directly link producers and consumers without the 
need for brokers. One of these initiatives is the farm-
ers’ market concept, which is supported by TOAM. 
On a specific day, consumers can appreciate and buy 
organic products directly from farmers. This approach 
has been successfully used in Uganda and Kenya for 
not only stimulating awareness of organic products 
but also their local consumption. The farmers’ market 
concept provides a direct link between farmers and 
buyers. It enables information exchange on product 
quality, volumes and other characteristics. The intro-
duction of farmers’ markets can facilitate diversity and 
innovation and increase marketing of organic products 
to the tourist industry.

In addition, through the MAFSC, the Tanzanian 
Government is developing a policy on contract farm-
ing aimed at regulating and guiding contract farming 
(Mwasha, 2014). However, it is important to emphasize 
that the contract farming policy in the offing needs to 
focus more on strategies that will motivate the private 
sector to engage and invest in smallholder contract 
farming rather than just highlighting rules that have to 
be followed in contract farming.

B. Main challenges
Ensuring a reliable supply of fresh and high quality 
horticultural products (including organic produce) to 
restaurants and accommodation services is one of 
the main obstacles to overcome in linking small-scale 
farmers to the tourism sector. As the horticulture sup-
ply chains faces a number of constraints growth and 
competitiveness are held back. These constraints can 
be divided into two main groups: lack of direct com-
munication channels and bottlenecks or inefficiencies 
in the supply chain.

i.  Lack of direct communication 
channels

The current lack of direct communication channels 
results in the following challenges:
•	 Farmers lack sufficient technical knowledge such 

as improved production techniques, pest and dis-
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ease control, soil fertility assessment, and harvest-
ing and post-harvesting techniques. As a result, 
there are low production efficiency, crop losses and 
unsustainable production systems.

•	 Farmers lack market information, resulting in slow 
or no development in production and marketing 
practices.

•	 Farmers lack information on handling chemicals and 
on alternative ways to control pests and diseases, 
resulting in health and environmental problems.

•	 Farmers lack sufficient knowledge on integrated 
pest management (IPM) and organic production 
techniques, resulting in the continued use of expen-
sive chemicals and fertilizers, cutting profit margins 
and putting their health and the local environment 
at risk.

•	 The communication channels within the supply 
chain are not transparent and the middlemen are 
the dominant stakeholders in the chain; this re-
sults in farmers having no power in marketing their 
production.

•	 First-tier buyers benefit from farmers not being 
organized.

•	 Lack of standardization of measurements makes 
it difficult to assure quality control of products, so 
stakeholders cannot easily compare the different 
products in the market.

•	 Lack of sufficient data available at district level 
makes it difficult for policymakers and support or-
ganizations to understand the reality and take well-
evidenced decisions.

•	 Lack of a legal framework to enforce compliance 
with contracts and high informality in the sector 
result in insecurity for farmers and for companies 
entering into contract farming.

•	 Lack of effective institutions to support the sector 
and implement regulations.

ii. Bottlenecks in the supply chain
A bottleneck limits the flow of products in a supply 
chain. Such bottlenecks can be caused by inefficien-
cies or resources working at full capacity. Currently, 
there are many bottlenecks or inefficiencies in the local 
horticulture supply chain (both conventional and or-
ganic chains) linking producers to consumer markets. 
Some of these inefficiencies are related to infrastruc-
ture problems, while others are related directly to local 
brokers. This study identifies the following challenges:
•	 Lack of irrigation infrastructure causes farmers to 

be unable to produce off-season crops and im-
prove market access.

•	 Lack of irrigation causes farmers to rely on rain-fed 
production, resulting in farmers trading their pro-
duce at low prices. In short, the dependency on 
rain-fed production forces all farmers to sell at the 
same time, which increases the competition among 
them and makes joint marketing difficult.

•	 There are no sufficient quality control or manage-
ment systems able to reduce crop losses and in-
crease profit margins.

•	 Limited availability of organic pesticides and knowl-
edge to manufacture natural pesticides result in 
farmers continuing to use chemicals.

•	 The existing organic guarantee system through cer-
tification by TanCert and PGS based on the EAOPS 
has not been widely promoted and/or adopted in 
order to guarantee the quality of organic vegetables 
to buyers, even when they are grown organically, 
which hampers the development of local consump-
tion of organic products by restaurants and accom-
modation services.

•	 Quality does not seem to be a factor that influences 
price. This is a missed chance to increase the price 
paid to farmers for higher quality. This is also influ-
enced by the common practice of brokers mixing 
different product qualities from diverse producers 
to improve profitability.

•	 Spot market arrangements through brokers prevail 
over supply chain systems, which are long chan-
nels with high transaction costs that reduce farm-
ers’ profit margins.

•	 Very few farmers are organized. Hence, there is 
no joint bulking or trading practices. This limits 
trade of horticultural products that usually requires 
small-scale farmers to work together in groups to 
establish IQM as a way of ensuring traceability and 
quality integrity for organic products. In turn, this 
gives brokers the chance to assume those activities 
themselves and reduce farmers’ profit margins.

C. Facing the challenges 
Looking at the agriculture sector, particularly at hor-
ticulture, the United Republic of Tanzania needs to 
deal with the lack of direct communication channels 
and bottlenecks in the horticulture supply chain so as 
to provide a reliable supply of fresh and high quality 
products (including organic) to restaurants and ac-
commodation services. Focusing on six improvement 
themes can strengthen the linkages between small-
scale farmers and tourism:
•	 Cooperation platform: Communication and 
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knowledge sharing can also be improved by 
means of sector and supply chain specific web-
sites, training programmes and other forms of 
direct collaboration among key stakeholders, 
including associations and government bodies in 
the country. The establishment of a cooperation 
platform can provide information about the ben-
efits and availability of organic products. This could 
be achieved through partnerships among the 
Tanzania Chefs Association (TCA) HAT, MAFSC 
and TOAM. The TCA represents chefs, cooks and 
caterers at all levels with the aim of setting and 
maintaining the highest level of culinary excellence, 
food standards and professionalism. The coopera-
tion platform could use and establish partnerships 
with the media to promote EAOPS and the East 
African Organic Mark (EAOM) as a common label. 
It could also promote the farmers’ market concept 
throughout the country. The goal is to enhance 
awareness and increase the demand for organic 
products in the country.

•	 Bottom-up supply chain innovation: Strategic, 
technological and structural innovations, as well as 
supply chain performance improvements, are vital 
if the Tanzanian horticulture supply chain wishes to 
move forward successfully. The mobilization and 
organization of small-scale farmers into associa-
tions or cooperatives or through contract farming 
can enable bottom-up changes in the chain. 
Organized farmers are better equipped to handle 
and deliver larger volumes and reliably supply lo-
cal markets even when demand increases rapidly. 
Building strong groups of organized farmers can 
help in enhancing their capacity in organic good 
agricultural practices (oGAP), quality assurance, as 
well as business skills and marketing. These groups 
could be linked directly to second-tier buyers such 
as restaurants, wholesale and retail outlets, tourist 
shops and street markets. In short, a coordinated 
effort to enable small-scale organic farmers to be-
come organized is needed. This effort will require 
the work of all partners, including organic NGOs led 
by TOAM, local government, central government 
and private companies already sourcing organic 
products from farmers.

•	 Start-up financing and participatory certifica-
tion systems: Currently, most organic small-scale 
farmers are unable to meet the certification costs 
before they can sell their products as organic. 
Start-up grants can facilitate certification and build 
up a pool of local technicians/experts that would 

not only guide small-scale farmers in setting up 
IQM but also help them build local capacity so 
as to comply with EAOPS. For example, TanCert 
could offer, through financial support, affordable 
organic certification services to bring more small-
scale farmers on board and increase the supply of 
certified organic products for local markets. The 
concept of PGS also should be widely promoted, 
as this is less costly and encourages several stake-
holders, including farmers themselves, to be proac-
tive in the verification and certification process of 
products.

•	 Synchronization of information: A more effec-
tive exchange of information throughout the supply 
chain will reduce not only the time to reach markets 
but also handling expenses. It will also increase 
supply-chain efficiency. One way to achieve this 
is through mobile phones. The United Republic of 
Tanzania is already leading in mobile money ser-
vices known as m-commerce across sub-Saharan 
African markets. In fact, more farmers have access 
to mobile phones than to bank accounts, giving the 
poor the opportunity to be involved in the formal 
financial sector (TANZICT, 2014). One drawback 
is getting the mobile service companies to interact 
and work with local developers to create mobile 
money systems specific for linking farmers to first- 
and second-tier buyers.

•	 Standards and protocols: The absence of ad-
equate standards and protocols within the horticul-
ture supply chain directly affects the quality of local 
products. Certification is a pre-requisite in market-
ing organic products since it guarantees to con-
sumers the quality and integrity of the product. In 
order to increase the availability of certified organic 
products in local markets, organized farmer groups 
(associations and cooperatives) require a simplified 
certification process.

•	 Education on quality management and pack-
aging: Areas such as education, quality man-
agement and packaging require closer attention. 
Farmers, transporters and other handlers are not 
as aware as they should be of the basic require-
ments in these areas, nor how to meet them. Retail 
is another group in need of education on quality 
management since their knowledge and experience 
with organic products lags behind their increasingly 
dominant market position. Particularly at the retail 
level, product and packaging wastage figures can 
be astonishingly high – between 20 and 40 per cent 

(IFAMA, 2014).
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Nungwi Beach, Zanzibar
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v. concludIng remArks

Opportunities to purchase organic horticultural prod-
ucts locally are often not exploited by restaurants and 
accommodation services. A lack in quality and quanti-
ty is the result of inefficiencies within the supply chain. 
For example, local farmers are not sufficiently aware of 
restaurant and hotel requirements, health and safety 
regulations, and tourist preferences to match the re-
quired quality. Looking at the agricultural sector, small-
scale farmers and farmers’ associations often cannot 
access credit to invest in upgrading production for the 
tourism sector, unless they have secure contracts to 
show to funding agencies. In the tourism sector, hotel 
managers, restaurant owners and purchasing officers 
are used to existing channels using brokers and do 
not consider new local options despite an interest in 
improving their services. In fact, many perceive lo-
cal products as inferior and not reliable. They prefer 
imported and wholesale goods because it is more 
convenient and they do not want to change existing 
supplier relationships. In short, small-scale farmers 
can supply fresh and high quality products and res-
taurants and accommodation services want to buy 
them. However, there is no operating market. There 
is no direct supply channel putting them in touch with 
each other so as to share information and negotiate 
contracts and delivery.

A. Policy recommendations
The United Republic of Tanzania has so far developed 
forward-thinking, effective legislation to promote the 
private sector at the national level. An example of this 
is TIC and the tourism sector is already benefiting from 
it (HODECT, 2010; Mwandanga, 2014). This effort 
should be consolidated and mirrored at district and 
local levels so as to foster horticulture production from 
small-scale producers and connect their production to 
local and regional markets, supplying restaurants and 
accommodation services.

Good infrastructure connects farmers to their sup-
pliers and buyers, reducing the effects of distance 
between producers and market. Targeted infrastruc-
ture investments or improvements in existing ones 
are therefore needed at the district and national levels 
with a specific focus on facilitating horticultural devel-
opment (HODECT, 2010). Interestingly, the expanding 
tourism in the country will rely on the same infrastruc-
ture, strengthening the linkages between these two 

sectors. Improvements in roads are critical to ensure 
that production reaches markets on time and in good 
condition. Management services at airports and 
seaports need to be equipped with the appropriate 
systems and facilities that are suitable for horticultural 
products. The same requirements can be applied to 
tourism – with better roads, travel within the country 
with be facilitated.

Significant domestic and export market opportunities 
already exist for traditional processed fruits and veg-
etables as well as a number of new agro-processed 
horticultural products (conventional and organic). 
Stakeholders within the horticulture supply chain 
should take advantage of the national export strategy 
and use governmental agencies to research and ac-
cess the export market with high quality sustainable 
supply. At local and regional markets, coordination 
of small-scale farmers, through producer associa-
tions, development of market chains directly to res-
taurants and accommodation services, and value 
addition through food processing, packaging, brand-
ing and labelling must be enhanced and applied to 
develop opportunities and access lucrative markets 
(HODECT, 2010). In short, the increments in domestic 
and exports due to tourist sector expansion – hotels, 
international institutions, investors – can offer oppor-
tunities to small-scale farmers as well as large pro-
ducers. However, support from local government will 
be required to create organizations able to add value 
through food processing, packaging, branding and 
labelling.

There is a strong need to adhere to GAP and its cor-
responding certification procedures due to the lack of 
formal agricultural programmes that assist local farm-
ers in meeting the requirements of hotels and restau-
rants or tap into their markets (Vock, 2014; Kyaruzi, 
2014; Mashindano, 2014). Moreover, investment in 
post-harvest management and value addition to hor-
ticultural produce should also be addressed so as to 
effectively compete in and access the regional and 
international markets (HODECT, 2010).

The final potential linkage between horticulture and 
tourism that can be used as a policy instrument is 
contract farming, which is an agreement between two 
parties, a farmer or an organized group of farmers, 
and the buyer. Private sector participation can be pro-
moted through contract farming arrangements to al-
low accelerated technology transfer, capital inflow and 
assured markets for crop production. Contract farm-
ing can be used to organize commercial agricultural 
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production of both small- and large-scale farmers. 
One example of its success is the global agricultural 
value chains that are increasingly governed by con-
tractual frameworks (HODECT, 2010; MAFSC, 2015). 
Contract farming is becoming common in the United 
Republic of Tanzania and restaurants and accommo-
dation services can benefit from the same contractual 
framework and increase product quality and supply 
reliability.

Lastly, 2013 agriculture policy establishes the local 
government commitment to putting in place an ac-
creditation systems for organic products in order to 
reduce certification costs and allow many small-scale 
farmers to benefit from the system. One option to 
reach this commitment is by supporting TanCert to at-
tain both regional and international accreditation and 
guarantee affordable certification services to small-
scale organic farmers in the country.

i. Potential strategies
Based on the policy recommendations, four potential 
strategies have been identified via stakeholder inter-
views and situational analysis as presented in sections 
II, III and IV. These themed strategies can be used as 
stepping-stones for building an institutional framework 
able not only to meet policy recommendations but also 
to link the tourism and agriculture sectors at multiple 
levels, from country to regional, local and community 
levels. These strategies rely on PPT practices since 
it is an approach that aims to generate net benefits 
for the poor, in this case small-scale farmers, and 
includes unlocking opportunities by building a more 
supportive policy and planning framework. 

Awareness and capacity building: Raising aware-
ness and building capacity to attain a high level of 
consciousness, understanding and ability in support 
of implementing linkages between tourism and agri-
culture are critical. Here the objective is to understand 
the linkages between tourism and agriculture in a 
balanced and consistent manner that reflects all core 
elements of local sustainable development.

The key actions identified for implementation of this 
strategy are:
•	 Create awareness about linkages between tour-

ism and agriculture through principles, criteria and 
application of PPT among diverse audiences (gov-
ernment tourism departments, tourism marketing 
organizations, trade associations and other asso-
ciations related to tourism and agriculture).

•	 Design a PPT visitor awareness programme, in 

which tourists are informed about their contribution 
to local sustainable development.

•	 Awareness and capacity building on PPT within all 
branches of MNRT and MAFSC.

•	 Awareness and capacity building on PPT within re-
lated/affected departments and entities and state-
owned enterprises.

•	 Awareness and capacity building on PPT within all 
spheres of government.

•	 Support training and provision of information sourc-
es to tourism businesses and communities to en-
able implementation of PPT practices at local level.

Start-up drivers (Utalii na Kilimo Kwanza): 
Selecting regions that can serve as multipliers based 
on successful local experiences such as the growth 
corridors initiative, is key. Here the objective is to create 
a shared approach between tourism (utalii) and agri-
culture (kilimo) to drive local sustainable development.

The key actions identified for implementation of this 
strategy are:
•	 Designated focal points for PPT in administrative 

units.
•	 Designated focal points for PPT at local level.
•	 Collective planning and implementation for PPT at 

national level.

Public-private partnerships and destination level 
cooperation and action: The private and public sec-
tors and destination stakeholders are key components 
in the implementation of PPT practices. Achieving the 
objective of this strategy, to establish public-private 
partnerships to foster local sustainable development, 
will rely on collective commitment, strategic partner-
ships, effective institutional arrangements and facilitat-
ing processes. This area also addresses the lack of 
supportive funding and other mechanisms as a key 
constraint in improving linkages between tourism and 
agriculture through PPT practices.

The key actions identified for implementation of this 
strategy are:
•	 Voluntary accord as a mechanism to support col-

lective action.
•	 Incentives to encourage the adoption of PPT 

practices.
•	 Collective planning and implementation for PPT at 

destination level.

Effective promotion of pro-poor tourism and 
branding: Effective and robust marketing plans and 
branding are essential for the promotion of PPT prod-
ucts, experiences and destinations. Here the objective 
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is to become the leading tourist destination with PPT 
as an overarching principle.

The key actions identified for implementation of this 
strategy are:
•	 Marketing the United Republic of Tanzania as a 

PPT destination regionally and internationally.
•	 Incorporate PPT into national tourism standards 

and awards.

These four themed strategies should empower any 

cooperation platform linking tourism and agriculture. 
However, for their objectives to be met the Government 
of the United Republic of Tanzania together with local 
stakeholders need to develop a detailed action plan. 
The action plan should outline interventions for each 
strategic objective. Annex 4 presents an example of 
such an action plan, which should assist policymakers 
to design strategies to foster sustainable development 
in the country through linkages between tourism and 
agriculture.
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Zebras in Mikumi National Park

The Rock Restaurant, Michanwi Pingwe Beach, Zanzibar
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Annex 1: key locAl stAkeholder IntervIewees

Key stakeholders
Organization Interviewee Position

African Organic Network
Jordan A Gama

President

TOAM – Tanzania Organic Agriculture 
Movement

Chief Executive Officer

Economic and Social Research Foundation Oswald Mashindano Senior Research Associate
HAT – Hotels Association of Tanzania Lathifa K Sykes Chief Executive Officer
Ministry of Agriculture, Food Security and 
Cooperatives

Lukas Ki Ayo Assistant Director
Adah Mdesa Mwasha Principal Agricultural Officer

Ministry of Natural Resources and Tourism

Dorothy F Massawe Director

Joseph Sendwa
Senior Tourism Officer and Head of 
the Hotel Section

Josephat Simeon 
Msimbano

Tourism Officer

Kanisia Mwadua Tourism Officer
Tully R Kulanga Tourism Officer

National College of Tourism
Rosada M Msona Chief Executive Officer
Francis M Makori Head of Research and Consultancy

SAGCOT – Southern Agriculture Growth 
Corridor of Tanzania

John Joel Kyaruzi Executive Director

TCA – Tanzania Chefs Association Joe Vock Executive Director
TIC – Tanzania Investment Centre Lilian Mwandanga TIC Representative
TIRDO – Tanzania Industrial Research and 
Development Organization

Ludovick C Manege Director of Industrial Research

TTB – Tanzania Tourist Board Geofrey R Meena Marketing Manager

Anonymous stakeholders
Number Description Location

1 Charter pilot Mikumi National Park
2 Safari guide Mikumi National Park i
3 International tourist #1 Mikumi National Park
4 International tourist #2 Mikumi National Park
5 International tourist #3 Mikumi National Park
6 Lodge manager Mikumi National Park
7 Lodge staff (server #1) Mikumi National Park
8 Lodge staff (server #2) Mikumi National Park
9 Lodge staff (clerk) Mikumi National Park

10 Small-scale farmer #1 Morogoro region
11 Small-scale farmer #2 Morogoro region
12 Small-scale farmer #3 Morogoro region
13 Small-scale farmer #4 Morogoro region
14 Small-scale farmer #5 Morogoro region
15 International tourist #4 Ruaha National Park
16 International tourist #5 Ruaha National Park
17 Hotel manager #1 Unguja, Zanzibar
18 Hotel staff (clerk #1) Unguja, Zanzibar
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19 Hotel staff (clerk #2) Unguja, Zanzibar
20 Hotel staff (server #1) Unguja, Zanzibar
21 Restaurant staff (server #1) Unguja, Zanzibar
22 Restaurant staff (server #2) Unguja, Zanzibar
23 Restaurant staff (server #3) Unguja, Zanzibar
24 Street vendor #1 Unguja, Zanzibar
25 Street vendor #2 Unguja, Zanzibar
26 Street vendor #3 Unguja, Zanzibar
27 Tourist guide #1 Unguja, Zanzibar
28 Taxi driver #1 Unguja, Zanzibar
29 Small-scale farmer #6 Unguja, Zanzibar
30 Small-scale farmer #7 Unguja, Zanzibar
31 Fisherman #1 Unguja, Zanzibar
32 International tourist #6 Unguja, Zanzibar
33 International tourist #7 Unguja, Zanzibar
34 Hotel manager #2 Dar es Salaam
35 Hotel staff (clerk #3) Dar es Salaam
36 Hotel staff (clerk #4) Dar es Salaam
37 Hotel staff (server #2) Dar es Salaam
38 Hotel staff (cleaning #1) Dar es Salaam
39 Taxi driver #2 Dar es Salaam
40 Taxi driver #3 Dar es Salaam
41 Taxi driver #4 Dar es Salaam
42 Organic shop staff #1 Dar es Salaam
43 Organic shop staff #2 Dar es Salaam
44 Restaurant staff (server #4) Dar es Salaam
45 Street vendor #5 Dar es Salaam
46 Street vendor #6 Dar es Salaam
47 Street vendor #7 Dar es Salaam
48 International tourist #8 Dar es Salaam
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Annex 2: technIcAl notes

Arrival

Arrival data refer to the number of international visitors, not the number of persons. A person, who makes several 
trips – entering, leaving and entering the country again – during a given period, will be counted each time as a 
new arrival.

International visitor

International visitor describes any person travelling to a country other than the one he/she resides for a period 
not exceeding 12 months and that the main purpose of the visit is for anything other than work. The international 
same-day visitor, who visits another country for less than 24 hours, is not counted in this report.

Accommodation

Accommodation refers to the number of rooms and number of bed places. Rooms indicate the total capacity of 
establishments available during the peak tourist season. Bed places indicate the total capacity available during 
the peak tourist season.

Occupancy rate

The occupancy rate is the ratio of units occupied to the total number available.

Average length of stay

The average length of stay is the total number of room nights in a hotel or a hotel market segment divided by the 
number of reservations in the hotel or segment. It is used to estimate the relative values of various segments and 
to keep track of hotel performance in attracting and retaining guests.



45the unIted republIc oF tAnzAnIA
A

n
n

ex
 3

: 
tA

n
zA

n
IA

n
 o

r
g

A
n

Ic
 p

r
o

d
u

c
e 

ex
po

r
ts

C
o

m
p

an
y

A
d

m
in

is
tr

at
iv

e 
un

it
C

er
ti

fy
in

g
 

b
o

d
y

P
ro

d
uc

e
E

xp
o

rt
s 

20
10

/2
01

1
(M

et
ri

c 
to

ns
)

E
xp

o
rt

s 
20

11
/2

01
2

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

12
/2

01
3

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

13
/2

01
4

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

14
/2

01
5

(M
et

ri
c 

to
ns

)

B
IO

LA
N

D
M

be
ya

R
ai

nf
or

es
t 

A
llia

nc
e 

C
er

tifi
ca

tio
n

C
oc

oa
55

0
46

7
44

7
49

0
47

6

B
IO

R
E

S
im

iy
u

B
io

 In
sp

ec
ta

 
A

G
C

ot
to

n
4 

20
0

5 
70

0
6 

60
0

8 
20

0
6 

55
0

B
IO

S
U

S
TA

IN
S

in
gi

da
Ta

nC
er

t
C

ot
to

n
37

7
27

4
40

0
56

7
67

5

C
on

tr
ol

 U
ni

on
S

es
am

e
50

0
23

4
37

8
48

9
36

5

B
O

FA
S

hy
ny

an
ga

Ta
nC

er
t

C
E

R
E

S
C

ot
to

n
41

36
56

77
98

C
H

A
I B

O
R

A
Iri

ng
a

E
co

C
er

t
Te

a
36

34
45

66
59

C
TC

K
ilim

an
ja

ro
IM

O
Te

a
15

0
15

7
14

5
12

3
15

6

D
O

D
O

M
A

 
Fa

rm
er

s
D

od
om

a
P

G
S

Te
a

(h
ib

is
cu

s)
5

9
21

22
24

FR
A

N
K

 
A

G
R

IC
U

LT
U

R
E

N
jo

m
be

Ta
nC

er
t

H
or

tic
ul

tu
re

(fr
ui

ts
 a

nd
 

ve
ge

ta
bl

es
)

14
13

14
20

22

H
A

I
M

be
ya

U
TZ

C
oc

oa
10

2
10

0
10

1
12

2
13

4

H
O

P
E

M
be

ya
R

ai
nf

or
es

t 
A

llia
nc

e 
C

er
tifi

ca
tio

n
C

of
fe

e
38

79
80

98
98

K
A

D
E

R
E

S
K

ag
er

a
IM

O
C

of
fe

e
12

2
15

4
16

7
17

8
17

9



46 Enhancing LinkagEs BEtwEEn tourism and thE sustainaBLE agricuLturE sEctors in

C
o

m
p

an
y

A
d

m
in

is
tr

at
iv

e 
un

it
C

er
ti

fy
in

g
 

b
o

d
y

P
ro

d
uc

e
E

xp
o

rt
s 

20
10

/2
01

1
(M

et
ri

c 
to

ns
)

E
xp

o
rt

s 
20

11
/2

01
2

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

12
/2

01
3

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

13
/2

01
4

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

14
/2

01
5

(M
et

ri
c 

to
ns

)

K
C

U
K

ag
er

a
IM

O

B
an

an
a

12
 2

00
15

 1
23

17
 5

00
20

 0
00

22
 0

00

P
ul

se
s

(b
ea

ns
)

10
11

12
15

17

C
as

sa
va

6
10

9
10

8

C
of

fe
e

72
2

1 
45

0
1 

00
5

1 
60

0
1 

50
0

G
ro

un
dn

ut
s

2
5

7
5

9

H
or

tic
ul

tu
re

(p
in

ea
pp

le
)

2
2

2
3

4

S
w

ee
t p

ot
at

o
12

17
19

20
21

K
D

C
U

K
ag

er
a

IM
O

P
ul

se
s

(b
ea

ns
)

1 
30

0
2 

00
0

2 
89

6
3 

39
6

3 
79

8

C
of

fe
e

34
6

24
7

34
5

45
6

57
3

G
ro

un
dn

ut
s

56
25

97
1 

02
9

1 
46

5

C
er

ea
l

(m
ai

ze
)

89
7

1 
02

2
2 

04
5

2 
03

5
3 

45
6

P
ul

se
s

(p
ig

eo
n 

pe
as

)
23

3
16

7
38

6
39

7
45

6

H
or

tic
ul

tu
re

(p
in

ea
pp

le
)

12
2

11
0

11
2

12
3

12
3

B
an

an
a

65
78

10
5

10
3

20
0

K
IM

S
E

W
E

Ta
ng

a
P

G
S

S
pi

ce
s

(g
in

ge
r)

31
5

-
-

-
-

K
N

C
U

K
ilim

an
ja

ro
IM

O
C

of
fe

e
25

5
34

4
29

8
44

4
75

6

K
IW

AT
A

R
uv

um
a

P
G

S
S

pi
ce

s

(g
in

ge
r)

37
8

11
1

12
0

19
0

18
7

K
O

N
D

O
A

 
Fa

rm
er

s
D

od
om

a
P

G
S

Te
a

(h
ib

is
cu

s)
4

2
1

3
6



47the unIted republIc oF tAnzAnIA

C
o

m
p

an
y

A
d

m
in

is
tr

at
iv

e 
un

it
C

er
ti

fy
in

g
 

b
o

d
y

P
ro

d
uc

e
E

xp
o

rt
s 

20
10

/2
01

1
(M

et
ri

c 
to

ns
)

E
xp

o
rt

s 
20

11
/2

01
2

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

12
/2

01
3

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

13
/2

01
4

(M
et

ri
c 

to
ns

)

E
xp

o
rt

s 
20

14
/2

01
5

(M
et

ri
c 

to
ns

)

LU
P

O
N

D
E

M
be

ya

R
ai

nf
or

es
t 

A
llia

nc
e 

C
er

tifi
ca

tio
n

Ta
nC

er
t

Te
a

75
63

78
70

77

M
A

D
E

K
E

N
jo

m
be

C
E

R
E

S
H

or
tic

ul
tu

re

(fr
ui

ts
 a

nd
 

ve
ge

ta
bl

es
)

15
0

17
8

16
5

17
9

18
7

M
A

R
A

 C
O

FF
E

E
M

ar
a

Ta
nC

E
R

T
C

of
fe

e
46

89
78

89
90

M
AT

U
N

D
A

 
M

E
M

A
K

ag
er

a
IM

O
H

or
tic

ul
tu

re

(fr
ui

ts
 a

nd
 

ve
ge

ta
bl

es
)

5
5

10
8

8

M
AY

A
W

A
K

ag
er

a
C

E
R

E
S

Ta
nC

er
t

S
pi

ce
s

(v
an

illa
)

71
67

77
87

95

M
eT

L
M

be
ya

R
ai

nf
or

es
t 

A
llia

nc
e 

C
er

tifi
ca

tio
n

(P
ar

tn
er

sh
ip

 
w

ith
 B

IO
LA

N
D

)

C
oc

oa
31

5
25

6
34

5
38

5
47

8

M
O

C
O

A
M

or
og

or
o

C
E

R
E

S

Ta
nC

er
t

C
oc

oa
29

0
28

8
36

5
45

6
37

8

M
W

A
U

K
I

M
or

og
or

o
P

G
S

H
or

tic
ul

tu
re

(fr
ui

ts
 a

nd
 

ve
ge

ta
bl

es
)

25
20

56
90

98

N
AT

U
M

B
O

 
Fa

rm
er

s
R

uv
um

a
P

G
S

Te
a

(h
ib

is
cu

s)
6

8
13

15
18

O
LA

M
M

be
ya

C
on

tr
ol

 U
ni

on
C

oc
oa

46
6

34
5

30
0

29
8

20
0

TA
ZO

P
Za

nz
ib

ar
IM

O
S

pi
ce

s
30

0
28

8
25

6
34

5
52

1

U
W

A
M

W
IM

A
Za

nz
ib

ar
Ta

nC
er

t
H

or
tic

ul
tu

re

(fr
ui

ts
 a

nd
 

ve
ge

ta
bl

es
)

24
26

35
39

40

S
ou

rc
e:

 P
re

pa
re

d 
by

 U
N

C
TA

D
 b

as
ed

 o
n 

da
ta

 fr
om

 G
am

a 
(2

01
4)

.



48 Enhancing LinkagEs BEtwEEn tourism and thE sustainaBLE agricuLturE sEctors in
A

n
n

ex
 4

: 
ex

A
m

pl
e 

o
F 

A
n

 A
c
tI

o
n

 p
lA

n
 o

n
 p

o
te

n
tI

A
l 

st
r

At
eg

Ie
s

O
B

JE
C

T
IV

E
 1

: T
o

 u
nd

er
st

an
d

 t
he

 li
nk

ag
es

 b
et

w
ee

n 
to

ur
is

m
 a

nd
 a

g
ri

cu
lt

ur
e 

in
 a

 b
al

an
ce

d
 a

nd
 c

o
ns

is
te

nt
 m

an
ne

r 
th

at
 r

efl
ec

ts
 a

ll 
co

re
 e

le
-

m
en

ts
 o

f 
lo

ca
l s

us
ta

in
ab

le
 d

ev
el

o
p

m
en

t
A

ct
io

n
S

ub
-a

ct
io

n
P

er
fo

rm
an

ce
 in

d
ic

at
o

r
Im

p
le

m
en

ta
ti

o
n 

p
ar

tn
er

s
1.

1 
A

w
ar

en
es

s 
cr

ea
tio

n 
ab

ou
t l

in
ka

ge
s 

be
tw

ee
n 

to
ur

is
m

 a
nd

 a
gr

ic
ul

tu
re

 th
ro

ug
h 

pr
in

ci
pl

es
, c

rit
er

ia
 a

nd
 a

pp
lic

at
io

n 
of

 P
P

T 
am

on
g 

di
ve

rs
e 

au
di

en
ce

s 
(g

ov
er

nm
en

t 
to

ur
is

m
 d

ep
ar

tm
en

ts
, t

ou
ris

m
 m

ar
ke

tin
g 

or
ga

ni
za

tio
ns

, t
ra

de
 a

ss
oc

ia
tio

ns
, o

th
er

 a
s-

so
ci

at
io

ns
 re

la
te

d 
to

 to
ur

is
m

 a
nd

 a
gr

ic
ul

tu
re

)

1.
1.

1
R

ai
se

 a
w

ar
en

es
s 

an
d 

un
de

rs
ta

nd
in

g 
of

 
lin

ka
ge

s 
be

tw
ee

n 
to

ur
is

m
 a

nd
 a

gr
ic

ul
-

tu
re

 a
m

on
g 

di
ve

rs
e 

au
di

en
ce

s

N
um

be
r 

of
 a

w
ar

en
es

s 
w

or
ks

ho
ps

M
R

N
T,

 M
A

FS
C

, R
TT

Z,
 H

AT
, 

TC
A

, H
O

D
E

C
T,

 T
O

A
M

, T
TB

, 
N

at
io

na
l C

ol
le

ge
 o

f T
ou

ris
m

, 
Ta

nC
er

t, 
E

co
no

m
ic

 a
nd

 
S

oc
ia

l R
es

ea
rc

h 
Fo

un
da

tio
n,

 
an

d 
S

us
ta

in
ab

le
 A

gr
ic

ul
tu

re
 

Ta
nz

an
ia

 (S
AT

)

1.
2 

D
es

ig
n 

a 
P

P
T 

vi
si

to
r 

aw
ar

en
es

s 
pr

o-
gr

am
m

e,
 in

 w
hi

ch
 to

ur
is

t a
re

 in
fo

rm
ed

 
ab

ou
t t

he
ir 

co
nt

rib
ut

io
n 

to
 lo

ca
l s

us
ta

in
ab

le
 

de
ve

lo
pm

en
t

1.
2.

1
D

ev
el

op
 m

at
er

ia
ls

 fo
r 

vi
si

to
r 

aw
ar

en
es

s
M

at
er

ia
l d

is
tr

ib
ut

ed
 o

r 
m

ad
e 

av
ai

la
bl

e
M

R
N

T,
 T

TB
 a

nd
 M

A
FS

C

1.
2.

2

R
ai

se
 a

w
ar

en
es

s 
am

on
gs

t v
is

ito
r 

in
fo

r-
m

at
io

n 
st

af
f, 

fro
nt

lin
e 

ho
sp

ita
lit

y 
st

af
f 

an
d 

ot
he

r 
ta

rg
et

 a
ud

ie
nc

es
 re

ga
rd

in
g 

P
P

T

N
um

be
r 

of
 a

w
ar

en
es

s 
w

or
ks

ho
ps

M
N

R
T 

an
d 

H
AT

1.
3 

A
w

ar
en

es
s 

an
d 

ca
pa

ci
ty

 b
ui

ld
in

g 
on

 P
P

T 
w

ith
in

 a
ll 

br
an

ch
es

 o
f M

N
R

T 
an

d 
M

A
FS

C
1.

3.
1

Im
pl

em
en

t c
om

m
un

ic
at

io
n 

ch
an

-
ne

ls
 b

et
w

ee
n 

M
R

N
T 

an
d 

M
A

FS
C

 to
 

fa
ci

lit
at

e 
in

cl
us

io
n 

of
 P

P
T 

pr
ac

tic
es

A
nn

ua
l P

P
T 

pr
og

ra
m

m
e 

de
ve

lo
pe

d 
in

 c
on

ju
nc

-
tio

n 
w

ith
 g

ov
er

nm
en

t 
de

pa
rt

m
en

ts

M
R

N
T 

an
d 

M
A

FS
C

1.
4 

A
w

ar
en

es
s 

an
d 

ca
pa

ci
ty

 b
ui

ld
in

g 
on

 
P

P
T 

w
ith

in
 re

la
te

d/
af

fe
ct

ed
 d

ep
ar

tm
en

ts
 a

nd
 

en
tit

ie
s 

an
d 

st
at

e-
ow

ne
d 

en
te

rp
ris

es
1.

4.
1

Im
pl

em
en

t c
om

m
un

ic
at

io
n 

ch
an

ne
ls

 to
 

fa
ci

lit
at

e 
in

cl
us

io
n 

of
 P

P
T 

pr
ac

tic
es

 in
 

go
ve

rn
m

en
t d

ep
ar

tm
en

ts

A
nn

ua
l P

P
T 

pr
og

ra
m

m
e 

de
ve

lo
pe

d 
in

 c
on

ju
nc

-
tio

n 
w

ith
 g

ov
er

nm
en

t 
de

pa
rt

m
en

ts

M
R

N
T 

an
d 

M
A

FS
C

1.
5 

A
w

ar
en

es
s 

an
d 

ca
pa

ci
ty

 b
ui

ld
in

g 
on

 P
P

T 
w

ith
in

 a
ll 

sp
he

re
s 

of
 g

ov
er

nm
en

t

1.
5.

1
R

ai
se

 a
w

ar
en

es
s 

an
d 

un
de

rs
ta

nd
in

g 
of

 P
P

T 
w

ith
 p

ol
iti

ci
an

s 
w

ith
in

 n
at

io
na

l, 
pr

ov
in

ci
al

 a
nd

 lo
ca

l g
ov

er
nm

en
t

N
um

be
r 

of
 a

w
ar

en
es

s 
w

or
ks

ho
ps

M
N

R
T

1.
5.

2
R

ai
se

 a
w

ar
en

es
s 

an
d 

un
de

rs
ta

nd
in

g 
of

 
P

P
T 

w
ith

 p
ro

vi
nc

ia
l t

ou
ris

m
 o

ffi
ci

al
s

N
um

be
r 

of
 a

w
ar

en
es

s 
w

or
ks

ho
ps

M
N

R
T 

an
d 

pr
ov

in
ci

al
 to

ur
is

m
 

au
th

or
iti

es

1.
5.

3
R

ai
se

 a
w

ar
en

es
s 

an
d 

un
de

rs
ta

nd
in

g 
of

 
P

P
T 

w
ith

 lo
ca

l t
ou

ris
m

 o
ffi

ci
al

s
N

um
be

r 
of

 a
w

ar
en

es
s 

w
or

ks
ho

ps
M

N
R

T 
an

d 
lo

ca
l t

ou
ris

m
 

au
th

or
iti

es



49the unIted republIc oF tAnzAnIA

1.
6 

S
up

po
rt

 tr
ai

ni
ng

 a
nd

 p
ro

vi
si

on
 o

f i
nf

or
-

m
at

io
n 

so
ur

ce
s 

to
 to

ur
is

m
 b

us
in

es
se

s 
an

d 
co

m
m

un
iti

es
 to

 e
na

bl
e 

im
pl

em
en

ta
tio

n 
of

 
P

P
T 

pr
ac

tic
es

 a
t l

oc
al

 le
ve

l

1.
6.

1
C

re
at

e 
tr

ai
ni

ng
 m

at
er

ia
ls

, g
ui

de
lin

es
, 

to
ol

ki
ts

, t
em

pl
at

es
, c

as
e 

st
ud

ie
s 

an
d 

w
or

kb
oo

ks

M
at

er
ia

l d
is

tr
ib

ut
ed

 o
r 

m
ad

e 
av

ai
la

bl
e

Lo
ca

l t
ou

ris
m

 a
ut

ho
rit

ie
s,

 
M

N
R

T,
 R

TT
Z,

 H
AT

 a
nd

 
N

at
io

na
l C

ol
le

ge
 o

f T
ou

ris
m

 
1.

6.
2

C
on

du
ct

 tr
ai

ni
ng

 w
or

ks
ho

ps
 w

ith
 

to
ur

is
m

 b
us

in
es

s 
re

pr
es

en
ta

tiv
es

 a
nd

 
co

m
m

un
iti

es

N
um

be
r 

of
 tr

ai
ni

ng
 

w
or

ks
ho

ps

O
B

JE
C

T
IV

E
 2

: T
o

 c
re

at
e 

a 
sh

ar
ed

 a
p

p
ro

ac
h 

b
et

w
ee

n 
to

ur
is

m
 (u

ta
lii

) a
nd

 a
g

ri
cu

lt
ur

e 
(k

ili
m

o
) a

s 
d

ri
ve

s 
to

 d
ri

ve
 lo

ca
l s

us
ta

in
ab

le
 d

ev
el

o
p

m
en

t

A
ct

io
n

S
ub

-a
ct

io
n

P
er

fo
rm

an
ce

 in
d

ic
at

o
r

Im
p

le
m

en
ta

ti
o

n 
p

ar
tn

er
s

2.
1 

D
es

ig
na

te
d 

fo
ca

l p
oi

nt
s 

fo
r P

P
T 

in
 a

dm
in

-
is

tr
at

iv
e 

un
its

2.
1.

1
Id

en
tif

y 
an

d 
de

si
gn

at
e 

P
P

T 
ag

en
ts

/d
riv

er
s 

in
 

ad
m

in
is

tr
at

iv
e 

un
its

A
t l

ea
st

 o
ne

 a
ge

nt
 id

en
tifi

ed
 

at
 e

ac
h 

ad
m

in
is

tr
at

iv
e 

un
it

M
R

N
T 

an
d 

M
A

FS
C

2.
1.

2
E

st
ab

lis
h 

m
ec

ha
ni

sm
s 

to
 p

ro
m

ot
e 

P
P

T 

pr
ac

tic
es

M
ec

ha
ni

sm
 e

st
ab

lis
he

d

M
R

N
T,

 M
A

FS
C

, R
TT

Z,
 H

AT
, T

C
A

, 

H
O

D
E

C
T,

 T
O

A
M

, T
TB

, N
at

io
na

l 

C
ol

le
ge

 o
f T

ou
ris

m
, T

an
C

er
t, 

S
AT

 

an
d 

E
co

no
m

ic
 a

nd
 S

oc
ia

l R
es

ea
rc

h 

Fo
un

da
tio

n

2.
2 

D
es

ig
na

te
d 

fo
ca

l p
oi

nt
s 

fo
r 

P
P

T 
at

 lo
ca

l l
ev

el
2.

2.
1

Id
en

tif
y 

an
d 

de
si

gn
at

e 
P

P
T 

ag
en

ts
/d

riv
-

er
s 

at
 lo

ca
l o

r 
co

m
m

un
ity

 le
ve

l

A
t l

ea
st

 o
ne

 a
ge

nt
 

id
en

tifi
ed

 a
t e

ac
h 

co
m

-
m

un
ity

 li
st

ed
 a

s 
to

ur
is

t 
de

st
in

at
io

n

M
R

N
T 

an
d 

M
A

FS
C

2.
3 

C
ol

le
ct

iv
e 

pl
an

ni
ng

 a
nd

 i
m

pl
em

en
ta

tio
n 

fo
r 

P
P

T 

at
 n

at
io

na
l l

ev
el

2.
3.

1
E

st
ab

lis
h 

th
e 

P
P

T 
ta

sk
 fo

rc
e

Ta
sk

 fo
rc

e 
es

ta
bl

is
he

d

M
R

N
T,

 M
A

FS
C

, R
TT

Z,
 H

AT
, T

C
A

, 

H
O

D
E

C
T,

 T
O

A
M

, T
TB

, N
at

io
na

l 

C
ol

le
ge

 o
f T

ou
ris

m
, T

an
C

er
t, 

E
co

no
m

ic
 a

nd
 S

oc
ia

l R
es

ea
rc

h 

Fo
un

da
tio

n,
 T

IC
 a

nd
 S

AT



50 Enhancing LinkagEs BEtwEEn tourism and thE sustainaBLE agricuLturE sEctors in
O

B
JE

C
T

IV
E

 3
: T

o
 e

st
ab

lis
h 

p
ub

lic
-p

ri
va

te
 p

ar
tn

er
sh

ip
s 

to
 f

o
st

er
 lo

ca
l s

us
ta

in
ab

le
 d

ev
el

o
p

m
en

t

A
ct

io
n

S
ub

-a
ct

io
n

P
er

fo
rm

an
ce

 in
d

ic
at

o
r

Im
p

le
m

en
ta

ti
o

n 
p

ar
tn

er
s

3.
1 

Vo
lu

nt
ar

y 
ac

co
rd

 a
s 

m
ec

ha
ni

sm
 to

 
su

pp
or

t c
ol

le
ct

iv
e 

ac
tio

n

3.
1.

1
D

ev
el

op
 a

 P
P

T 
ch

ar
te

r 
th

ro
ug

h 
m

ul
ti-

st
ak

e-

ho
ld

er
 p

ro
ce

ss
P

P
T 

ch
ar

te
r

M
R

N
T 

an
d 

M
A

FS
C

3.
1.

2
E

nc
ou

ra
ge

 a
nd

 fa
ci

lit
at

e 
th

e 
ad

op
tio

n 
of

 P
P

T 

ch
ar

te
r 

by
 to

ur
is

t d
es

tin
at

io
n 

an
d 

in
di

vi
du

al
 

to
ur

is
m

 b
us

in
es

s

A
do

pt
io

n 
of

 th
e 

P
P

T 
ch

ar
te

r
M

R
N

T,
 M

A
FS

C
, R

TT
Z,

 H
AT

, T
C

A
, 

S
AT

 a
nd

 H
O

D
E

C
T

3.
2 

In
ce

nt
iv

es
 to

 e
nc

ou
ra

ge
 th

e 
ad

op
tio

n 
of

 P
P

T 

pr
ac

tic
es

3.
2.

1
In

ve
st

ig
at

e 
lo

ca
l n

ee
ds

 a
nd

 e
xi

st
in

g 
in

ce
nt

iv
es

 

m
ec

ha
ni

sm
s

S
ur

ve
y 

on
 lo

ca
l n

ee
ds

 a
nd

 

ex
is

tin
g 

in
ce

nt
iv

es

M
R

N
T,

 M
A

FS
C

, R
TT

Z,
 H

AT
, T

C
A

, 

S
AT

 a
nd

 H
O

D
E

C
T

3.
2.

2
D

ev
el

op
 fu

nd
in

g 
m

ec
ha

ni
sm

 s
pe

ci
fic

al
ly

 a
im

ed
 

at
 a

gr
ic

ul
tu

re
 p

ro
du

ct
s 

(i.
e.

 h
or

tic
ul

tu
re

 g
oo

ds
) 

de
st

in
ed

 to
 th

e 
to

ur
is

m
 in

du
st

ry

Fu
nd

in
g 

m
ec

ha
ni

sm
 d

ev
el

-

op
ed

 a
nd

 g
ui

de
lin

es
 d

efi
ne

d

M
R

N
T,

 M
A

FS
C

, R
TT

Z,
 H

AT
, T

C
A

, 

S
AT

 a
nd

 H
O

D
E

C
T

3.
2.

3
P

ro
vi

de
 in

ve
st

m
en

t f
ac

ilit
at

io
n 

to
 e

nc
ou

ra
ge

 

th
e 

de
ve

lo
pm

en
t o

f p
ub

lic
-p

riv
at

e 
pa

rt
ne

rs
hi

ps
 

ba
se

d 
on

 P
P

T 
pr

ac
tic

es

Fa
ci

lit
at

io
n 

en
tit

y 
no

m
in

at
ed

 
M

R
N

T,
 M

A
FS

C
, R

TT
Z,

 H
AT

, T
C

A
, 

S
AT

 a
nd

 H
O

D
E

C
T

3.
3 

C
ol

le
ct

iv
e 

pl
an

ni
ng

 a
nd

 im
pl

em
en

ta
tio

n 
fo

r 
P

P
T 

at
 d

es
tin

at
io

n 
le

ve
l

3.
3.

1
E

st
ab

lis
h 

th
e 

P
P

T 
co

m
m

un
ity

 ta
sk

 fo
rc

e
C

om
m

un
ity

 ta
sk

 fo
rc

e 

es
ta

bl
is

he
d

M
R

N
T,

 M
A

FS
C

, R
TT

Z,
 H

AT
, T

C
A

, 

H
O

D
E

C
T,

 T
O

A
M

, T
TB

, N
at

io
na

l 

C
ol

le
ge

 o
f T

ou
ris

m
, T

an
C

er
t, 

E
co

no
m

ic
 a

nd
 S

oc
ia

l R
es

ea
rc

h 

Fo
un

da
tio

n,
 T

IC
 a

nd
 S

AT

O
B

JE
C

T
IV

E
 4

: T
o

 b
ec

o
m

e 
th

e 
le

ad
in

g
 t

o
ur

is
t 

d
es

ti
na

ti
o

n 
w

it
h 

p
ro

-p
o

o
r 

to
ur

is
m

 a
s 

an
 o

ve
ra

rc
hi

ng
 p

ri
nc

ip
le

A
ct

io
n

S
ub

-a
ct

io
n

P
er

fo
rm

an
ce

 in
d

ic
at

o
r

Im
p

le
m

en
ta

ti
o

n 
p

ar
tn

er
s

4.
1 

M
ar

ke
tin

g 
th

e 
U

ni
te

d 
R

ep
ub

lic
 o

f 
Ta

nz
an

ia
 a

s 
a 

P
P

T 
de

st
in

at
io

n 
re

gi
on

al
ly

 a
nd

 
in

te
rn

at
io

na
lly

4.
1.

1
Im

pl
em

en
t m

ed
ia

 a
nd

 c
om

m
un

ic
at

io
n 

pr
og

ra
m

m
e 

to
 s

ho
w

ca
se

 th
e 

U
ni

te
d 

R
ep

ub
lic

 

of
 T

an
za

ni
a’

s 
P

P
T 

pr
ac

tic
es

M
ar

ke
tin

g 
st

ra
te

gy
 d

es
ig

ne
d

TT
B

, R
TT

Z,
 M

R
N

T 
an

d 
M

A
FS

C

4.
1.

2
R

ep
or

t t
he

 s
uc

ce
ss

A
nn

ua
l r

ep
or

t c
on

ta
in

in
g 

th
e 

su
cc

es
s 

an
d 

le
ar

ni
ng

 

ex
pe

rie
nc

es

TT
B

, R
TT

Z,
 M

R
N

T 
an

d 
M

A
FS

C

4.
2 

In
co

rp
or

at
e 

P
P

T 
in

to
 n

at
io

na
l t

ou
ris

m
 s

ta
nd

ar
ds

 

an
d 

aw
ar

ds
4.

2.
1

E
st

ab
lis

h 
a 

P
P

T 
aw

ar
ds

 ta
sk

 fo
rc

e
Ta

sk
 fo

rc
e 

es
ta

bl
is

he
d

TI
C

, R
TT

Z,
 M

R
N

T,
 M

A
FS

C
, H

AT
, 

TC
A

, S
AT

 a
nd

 H
O

D
E

C
T


	Key Findings
	I. Introduction
	II. Tourism
	III. Agriculturaldevelopment
	IV. Linkages betweentourism andhorticultural products
	V. Concluding remarks
	Annex 1: Key local stakeholder interviewees
	Annex 2: Technical notes
	Annex 3: Tanzanian organic produce exports
	Annex 4: Example of an action plan on potential strategies

