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ABSTRACT 

Title: The Role of media in promoting cultural Tourism at Bamasaba Cultural Center, Mbale, 

Uganda. 

Cultural media – ranging from tradition radio and television to digital storytelling play a vital 

task in building tourisms and involvement with cultural heritage. The Bamasaba Cultural Center 

in Mbale, Uganda, has long served as a vibrant platform for preserving and showing Bamasaba 

dance, music, storytelling traditions through performances at wedding, public function and 

community. Complementing this, the Bamasaba’s Imbalu circumcision ceremony at Mutoto 

Cultural sites attract large crowds and is increasing promoted as tourism.  

Despite rich cultural offerings, Bamasaba cultural Center faces marketing and infrastructure 

challenges that limit the global visibility. At this time media campaigns are planned both 

traditional and digital to enhance visibility, an appeals and sustainability development of 

Bamasaba cultural tourism destination.  
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                                                                CHAPTERONE 

                                                         INTRODUCTION  

1.0 Introduction 

This chapter structures the significant details about the topic, problem statement, and 

justification, objectives of the study, purpose of the study and the scope of the study. 

1.1 Back ground of the Study 

Cultural tourism has emerged as one of the fastest-growing segments of the global tourism 

industry, contributing significantly to economic development, heritage preservation, and 

community identity (UNWTO, 2023). It encompasses travel motivated by an interest in 

experiencing and understanding the heritage, arts, traditions, and lifestyles of other communities 

(Richards, 2018). Globally, cultural tourism is recognized as a key driver of sustainable tourism 

development, enabling host communities to safeguard their heritage while generating revenue 

and employment (OECD, 2022). According to the United Nations Conference on Trade and 

Development (UNCTAD, 2023), cultural tourism accounts for over 40% of total global tourism  

receipts, with destinations leveraging traditional festivals, museums, heritage sites, and 

indigenous cultural expressions to attract visitors. 

Despite this growth, cultural tourism faces multiple challenges. In Europe, for example, a 

UNESCO (2022) report notes that heritage degradation, inadequate interpretation services, and 

limited stakeholder engagement have hindered the visitor experience in several destinations. In 

Asia, countries such as India and Thailand have faced difficulties in integrating cultural heritage 

into broader tourism strategies, leading to commercialization and loss of authenticity (Sharma & 

Gupta, 2021). Similarly, in Africa, research by Ndlovu and Rogerson (2020) shows those 

cultural tourism potential remains underutilized due to poor infrastructure, limited promotional 

capacity, and weak community participation. In Nigeria, Adebayo (2019) highlights that despite 

rich cultural heritage; many local cultural sites remain unknown to tourists because of 

insufficient branding and lack of coordinated tourism development strategies. 
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