PERFORMANCE OF SOURCE MARKETS
The US is Kenya’s leading and best performing tourism source market with a market share of
12.2 percent of total international arrivals to Kenya.
Tourist arrivals from the U.S. market have been on a steady increase over the last five years,
topping 116,188 as at November 2018. This, compared with the number of arrivals from the
U.S. recorded in 2014, denotes a 22.6 percent increase in tourist arrivals from the U.S. since
2014.

It is noteworthy that the U.S. market is currently one of the world’s best-performing outbound
markets according to the World Travel Monitor. According to the United Nations World Tourism
Organisation (UNWTO), the U.S. is the world’s second largest tourism source market after
China.
The priority products promoted in the U.S. market include wildlife & safari, adventure, culture &
heritage and special occasions (anniversaries, birthdays, graduations). Tour operators offering
Kenya have indicated that clients generally book multi-day safari itineraries from 10 – 14 days
which cover at least 3 regions that include Maasai Mara. Combination itineraries including both
Kenya and Tanzania are the top sellers. The Kenya packages range from $3,000 - $8,000 per
person excluding international flights. Accommodation is usually in 4 star or higher
hotels/lodges.
The significance of the U.S. as a top tourism source market for Kenya is set to be even more
enhanced following Kenya Airways’ commencement of direct flights from the USA to Kenya on
28th October 2018. The scheduled U.S. direct flights are expected to stir consumer demand for
Kenya holidays hence increase tourist arrivals significantly. The Kenya Tourism Board (KTB)
aims to increase tourist arrivals from the U.S. by 15 percent during the current fiscal year
2018/19.

New York is the number one port of departure with about 17 percent market share of travelers
from USA. Washington D.C and Boston have 4.9 percent and 4.3 percent market share of port
departures respectively.
India is Kenya’s fourth biggest source market contributing 61,866 which accounts to 6.2% of
arrivals to Kenya.
According to consumer research by KTB, 66% of the respondents of the research who had
travelled to Kenya belonged to either Delhi, Mumbai or Ahmadabad.

From the research, Most Indians travel to Kenya to witness the natural beauty and experience
wildlife safari.
India is the second fastest growing outbound travel market in the world with a prediction that
outbound tourists would increase to 50 million by 2020.
In 2017, India’s outbound travellers rose by 14.31% to 25 million tourists from 21.87 million
tourists in 2016. Countries such as Singapore, Philippines, Mauritius, Egypt and Indonesia are
witnessing an influx of Indian tourists.
Delhi, Maharashtra and Gujarat are the three most important states in India contributing to
outbound travel.
China is another key source market and is currently Kenya’s fifth biggest tourism source
market internationally and the second biggest source market in Asia. It contributed 5.5 percent
of total international tourist arrivals to Kenya in 2017. The number of tourist arrivals from China
to Kenya in 2017 grew by 11.8 percent to 53,485.

The last five years have particularly seen strong growth in the performance of China as a
tourist source market for Kenya. Since 2014, visitor arrivals from China to Kenya have risen by
an impressive 67 percent to 55,557 as at November 2018.

The positive performance of the Chinese market has been enhanced by increased air access
into Nairobi provided by national carrier, Kenya Airways and one of China’s leading airlines;
China Southern Airlines. Nairobi enjoys easy connectivity to China as there are a number of
other airlines that provide flights to Nairobi from China.
A destination must have an Approved Destination Status to attract Chinese tourists.
Kenya is among 150 countries that are fully approved for group travel from China.
Kenya is seen as an adventure destination and is more popular among the younger travellers
from China. Kenya’s natural landscapes are deemed to be extremely competitive on the
international standards and are highly appreciated by Chinese travellers.
The Chinese market represents a huge opportunity for Kenya’s tourism industry. This is
especially considering that Chinese tourists travelled overseas on 131 million occasions in 2017,
an increase of 7.0% from the previous year. The UNWTO has projected that the number of
Chinese travelling overseas will reach 200 million by 2030.
In 2017, outbound Chinese tourists averaged USD 5,565 per person, with estimates for 2018
average spending expected to reach USD 5,715 – a growth of 3% year-on-year. Chinese tourists
spent an average of USD 762 per person on shopping. According to research findings published
by the Fung Business Intelligence Centre (FBIC), it is predicted that total spend by outbound
Chinese tourist shoppers will reach over USD 420 billion by 2020, further signifying the
importance of China as a tourism source market.

Expenses by outbound Chinese tourists are shopping (25%), hotel accommodations (19%), and
dining (16%). Other categories of expenses include visits to tourist attractions, local
transportation, recreation, and communications and others.
Chinese adventure travellers are keen to experience pristine natural environments to escape
from the pollution plaguing many mainland cities; awe-inspiring nature are sought after.
Chinese travellers love awe inspiring iconic nature, wildlife and authenticity. They love Great
unique photography opportunity that can be shared, brag to family and friends.
As a result, a majority of the Chinese consumers travel to Kenya during the wildebeest migration
period from July to October this leads to low visitation during the other months which affects
tour operator and hotels sales and ultimately tourist arrivals to the destination.
To minimize the seasonality of travel to Kenya by Chinese travelers, Kenya Tourism Board (KTB)
has rolled out several consumer campaigns in the market promoting Kenya as an all-year-round
destination.
Chinese travellers are very sensitive to issues relating to their culture. They generally prefer
destinations that have adopted some Chinese cultural practices in their tourism facilities e.g.
signage in Chinese, food menus in Chinese among other preferences.

Uganda tops Africa and commands 6.4 percent of arrivals in 2017 which has doubled in the last
5 years. By November 2018, there were 64,782 arrivals from Uganda in 2017 up from 31,586 in
2014, denoting a 105 percent growth in arrivals.

Among the top experiences that Kenya promotes in Uganda include beach holidays, business
and events, special occasions, weddings and honeymoons as well as short breaks for example
over long weekends
In terms of the products that Kenya sells to the Uganda market, the Kenya coast is highly
favoured for relaxation while Nairobi remains popular for business, shopping and social scene.
Travel continues to be for business and leisure purposes. Urban centre’s such as Nairobi and
Mombasa hold the highest appeal due to the rich offering of social scene and shopping.
The excellent performance of the Ugandan market as a top tourist source for Kenya in Africa is
attributed to various factors which include:
 Little or no language barrier – English is a common official language.
 Accessibility – Kenya is easily accessible to Ugandan travellers by air and by road.
 Cultural distance – There is little or no cultural distance between Kenya and Uganda in
terms of dressing, food, cultural practices, cultural values etc.
 The use of IDs and interstate passes has made travel even more accessible especially to
East Africans.
 Visa on arrival incentive for all Africans coming to Kenya has given more impetus to
increased arrivals from Uganda.
 KTB has invested significantly in Uganda over the past years.
 Nairobi is more cosmopolitan, hub status and social scenes with less or no racial
undertones.
Other crucial markets for Kenya on the African continent are South Africa, Tanzania, Ethiopia,
and Nigeria.
Africa contributed 29% of the total tourism arrivals in 2017, making it the second biggest
regional source market after Europe which contributed a 36% share of arrivals in 2017.
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