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ABSTRACT

The study was about destination image and tourism growth and development in Uganda. The
study was aimed at achieving the following objectives; to examine the impact of destination
cognitive image on the growth of tourism industry in Uganda, to examine the impact of tourist
activities factors on the growth of tourism industry in Uganda, to examine the impact of
infrastructural factors to the growth and development of tourism industry in Uganda. The study
discovered that despite the importance of destination image on tourism sector very few papers
have tried to explore the relationship of destination image on tourism growth and development in
Uganda. This creates the question of what is the impact of destination image on tourism growth
and development in Uganda economy. 36 respondents were selected to give their views about
destination images and tourism growth in Uganda and closed-ended questionnaire was the main
tool used to collect the responses from the different respondents. We used cross sectional
research design and a quantitative approach.

Findings showed that there is a very significant impact between destination image and tourism
growth and development; cognitive image and tourism growth; and infrastructure factors and
tourism growth. The study therefore recommends that improvement of tourism growth requires a
good destination image having facilities, cognitive image for instance the tourist attractions,
accommodation and infrastructure.

Xi



CHAPTER ONE:
BACKGROUND OF THE STUDY

1.0 Introduction

This chapter presents the introduction, background of the study, problem statement, purpose of
the study, objectives, research questions, scope of the study, conceptual framework, significance
of the study, and definitions of key terms.

1.1 Background of study

Tourism is the act and process of spending time away from home in pursuit of recreation,
relaxation and pleasure while making use of the commercial provision of services. And tourism
is the largest and most diverse service industry on which many countries rely as source of
revenue, employment, private sector growth and investment. Its contribution is widespread to
boost consumption, infrastructure development and gross domestic product (UNWTO, 2019).
Besides generating foreign exchange earnings and alleviating the balance of payments problems
encountered in many developing countries

Tourism destination refers the place that has a set of resources both culturally and naturally,
infrastructures and other facilities and services to attract tourist. Any tourism destination
comprises of the following components; transport, accommodation, attractions, activities and
amenities, worldwide France is the leading tourism destination followed by Dubai, London,
Singapore. In Uganda its queen Elizabeth, Murchison falls and Bwindi impenetrable national
park.

Globally, Travel and tourism is the largest and most diverse service industry on which many
countries rely as source of revenue, employment, private sector growth and investment. Its
contribution is widespread to boost consumption, infrastructure development and gross domestic
product (UNWTO, 2019). Besides generating foreign exchange earnings and alleviating the
balance of payments problems encountered in many developing countries, international tourism
generates employment, income, savings, investment, and economic growth in most part of the
world (WTTC, 2018).

In addition to global level, many leading tourism destination has underlined the importance of
destination image as one of the way to strengthen the competitive advantages of destination as
well as increasing the quality of tourism destination facilities. The contribution of the tourism
industry to the Chinese economy for example is considered as one of the most important
employers, directly hiring 28.25 million individuals and providing jobs for almost 80 million
people indirectly. To put numbers into even more perspective, the Chinese tourism sector
accounts for approximately 10.28% of the total Chinese job sector. In terms of expenditures for
the development of tourism, China topped the ranking by spending $164.9 billion, which
amounted to an increase of 27.14% relative to 2017 and 2018. The second position is held by the
US, with the expenditure levels reaching $110.8 billion, amounting to a 6.4% increase from the

1
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