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ABSTRACT

Zambia Alrways, the cmunt%y'ﬁ raticonal airline has &
macjor role to play in the touwrise industery in that it makes
the country and its tourist resorts acceﬁéimlﬁ Lo the
towrists., Zambia Alrwayes serves obher binds of markets too
and the towrist market is andly & very small sector of the
airling s totel potential mearket. Rat throwgh its general
operaticons management, Tambia ALrways i SOME ways works
towards the promotion of tourise in the country.

Thus, For this study, fow najor aspects of the
airline’ s general operations management were examingd. These
are transport, advertising, ancillary services provided by
the airlicg and livkages that the airliine forges with other
sectors of the towism industry in the country. With regard
to transport, this study scought to $ind out whether mnost
towists to Zambia come from countries to which fambia
airways operates flights freguently. Out of all the wmajor
getways to Euwrope, Zambia’'s major towrist market, Zambia
Airways only opersastes flights to London, Frankfuart, Rome and
b BE T & .

The study findings showed that towrists do not

predominatly come from countries that Jambia Alrways serves.

on %l s
)

e



CHAPTER ONE
INTRODUCTION
1:@ INTRODUCTION

This research is aimed at assessing the role played by
Zambia Airways, the national airline.in promoting tourism in
Zambia. It should be noted that unlike most components of
the tourism industry, Zambia airways is a national holding.
The study covers general aspects of the operations of the
airline which are déréctly or indirectly oriented towards
the promotion of tourism in the country.

1:1 THE STUDY

Tourism is one of the few rapidly growing industries in
Zambia. In 1986 for which there are latest statistics,
Zambia received a total of one hundred thousand, two hundred
and nineteen (19@ 219) tourists from abroad who brought into
Zambia an estimated total of K5@ million in foreign exchange.
(Z.N.T.B. Annual Report, 1988)

It is quite obvious that the role of airlines is to
provide transport but in as far as tourism is concerned, the
important aspect of transport is to make tourist attractions
accessible and thus available. Some tourists use other modes
of transport but air transport still remains the major mode
of travel especially for international tourists. In 1986 for
example, 46.9% of tourists to Zambia came by air, 2.9% by
rail, 43.7% byAroad and 6.5% by ship. (Z.N.T.B. Annual
Report, 1986). Apart from bringing tourists into the

country, the national airlines also serves to take tourists
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to destinations of interest.

The national airline links the country with the outside
world. Therefore, it has the role of opening up the country
to the outside world. As such, the number of destinations
which the airline serves will determine the size of the
market for the tourism industry in the country. Could the
nature and number of links of the national airline be
Zambia’s problem in the development of tourism industry?

Tourism is a very competitive business and it is of
vital importance that the airline should not only open up
Zambia but let the highlights of the country catch the
imagination of potential tourists in distant overseas
countries and create in them a vivid interest to visit
Zambia. The critical issue here is that, Zambia air;ays
through market advertising may promote one sector of its
total potential market and not so much of the torist market.
Could this be an impediment on the potential volume of
tourists the country could receive?

The airline is but one sector of the tourism industry.
However, its position in relation to other sectors will
greatly influence the development of tourism in the country.
Such is the nature of the study; to make a critical
assessnment of the position of the national airline in the
development of tourism in the country.

1:2 AIMS OF THE PROJECT
The aims of the project are:-

a) to investigate how the airline is involved in



tourism; either directly or indirectly.

b) to determine whether or not a large proportion of
tourists to Zambia come from regions with which
Zambia airways has direct lnks or operates

frequently.

1:3 THE ADMINISTATIVE LOCATION OF ZAMBIA AIRWAYE

The study was carried out in Lusaka where the
International Airport and the headquarters for Zambia airways
are (fig 1). The headquarter for Zambia Airways is Ndeke
House along Haile Selasie Avenue. Zambia National. Tourist
Board (Z.N.T.B) head office is also in Lusaka at Lusaka
sguare and the British Airways Office, the major foreign
airline that services Zambia is in Findeco House along Cairo
road at the South end roundabout. The International Airport
is located on the eastern fringe of the city off the Great
East Road. (fg 2).
1:4 RATIONALE

Tourism is heterogenous in character and its development
therefore depends on many other economic and social sectors
of the country. Toursim is above travel and for Zambia,
since the main market for the tourism industry is
concentrated overseas in Europe and North America, the most
important mode of transport is by air. The national airline
is thus a crucial sector in the country’s tourisn industry.
Air transport in the country is therefore one sector that
needs research with regard to the tourism potential of the

country.
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2:90 INTRODUCTION

Between 19500 and 1974, global international tourist
arrivals rose from 25 million to 213 million (Britton 1982)
The growth of international tourism in recent years can be
explained by the general growth of income of people in the
developed countries combined with their increasing leisure

time. (Bryden 1973). Popular education too creates an

opportunity for people to develop an interest in other areas.

But above all, technological improvements in transportation
has enabled people to move quickly, easily and comfortably
and has also enabled large numbers of people to move.
Tourism is about being elsewhere and a such a major
component of any tourist activity must be an element of
trasportation. (Britton 1981) Specifically, technological
progress 1in air transport has made tourism a big industry
because it has enabled people to travel longer distances.
With new aircrafts of up to 560 seats, air transport has

become even less expensive.

2:1 AIRE TEANSFORT IN TOURISM

The role of transport factors in as far as tourism is
concerned is to make tourist products accessible and thus
available. With regard to international tourism, the only
practical mode of transport for the tourists is air

transport. The case study on Eastern Africa, Zambia




inclusive, by Popovic (1972) looks at some of the major
aspects concerning air transport in tourism.

International tourism in Eastern Africa depends on the
European and North American markets and practically, the only
mode of transport for the tourists is air transport. The
operations of Eastern African national airlines have
therefore a great influence on tourism in the region.

With regard to planning holidays in the Bastern African
region, adegquate air access capacity and frequency of service
are of great importance. The access capacity will determine
the volume of tourists that can be transported considering
that the air industry also caters for other kinds of market
too. Most Eastern African airlines have jet aircraft with
maximum capacity of 18& seats which is not enough especially
during the peak period of tourist arrivals.

Flight infrequencies make it rather difficult to plan
tour packages and the same goes for inadequate regional
connections. A package is a ticket inclusive of fare,
lodging, tour charges and other touristic products and
packages including visits to a number of countries are more
attractive and economical to the tourists. Planning of such
packages can only work well when the countries involved have
adequate regional connections and adequate flight
frequencies.

Air fares can also be restrictive as to the attractiveness of
tourist destination. This is a crucial issue for Eastern

African countries which are far away from their potential



tourist market and high fares are inevitable. The region
could be seen as an expensive destination and it is therefore
necessary to consider the implications of such long distances
on the competitive position of Eastern Africa. Thus
competitive fares have to be worked out and this is when
promoctional fares come in such as Individual inclusive tour
fares (IT X) and Group Inclusive tour fares (GIT) for
individual and group tourists respectively.

Most places of interest in Eastern Africa would remain
inaccessible if scheduled flights are used. It is for this
reason that charter flights are important. Usually charters
are used by group tourists and they are relatively cheaper
than package tours. Overall, charters are less
inconveniencing than commercial airlines but their use is
resticted by civil aviation authorities to protect national
airlines with scheduled services who must operate on a
timetable regardless of the traffic available for any
particular flight. But this is not really necessary since
scheduled flights carry only a small number of tourists
compared to the volume of tourist traffic which charter

flights bring.

2:2 THE IMEACT OF FOREIGN AIELINES ON TOURIBM

Foreign airlines greatly influence the volume and
direction of tourist flows through their ability to offer
competitive discounts to tour companies for any one

destination, to vary the allocation of seatin on scheduled
flights, to discriminate against stop over tourists, to




overfly intermediate destinations and to promote or demote a
destination by changes in market advertising (Britton 1981).
A foreign airline by virtue of introducing a flight to a
particular destination introduces and opens up a market in
its country of origin for that destination. It will promote
that destination through promoting its service to the
destination e.g. British Airways introduction of a flight to
Zambia opened up a market in the U.K. for Zambia as a holiday
destination. British Airways promotes Zambia as a holiday
destination by promoting its route to Zambia. As such, a
large proportion of European tourists to Zambia come from the
U.K.
2:3 REGIONAL TOURISM DEMAND STUDY:

SOUTHERN AFRICA.

The "Regional Tourism Demand Study” was undertaken by
Steigenberger Consulting GmbH, Frankfurt in 1986 on behalf of
the Southern African Development Coordination Conference
(SADCC) to identify the potential for expansion and
diversification of European tourism to the SADCC region.
Member countries of SADCC are Angola, Botswana, Lesotho,
Malawi, Mozambique, Swalziland, Tanzania, Zambia and
Zimbabwe. In this study, particular attention was paid to
the role of air transport in developing the tourism potential
of Southern Africa. The region was then compared to Kenya

and South African, the major competitor destinations.
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Al ancess transport is & crucial factor in the
developmant of tuuarism in the SADCE region because of the
long distgances between the Buropean Service marbket and the
SADEC countries, the relatively long distances within the
Feglon and the relative inaccessibility of the “tourist”
areas within the SADCC countries by other means of transport.

The main factors impending the development of Europsan
towrism to the individual SADCE countries and the region as a
whole are, inadequate alr sccess capanity, high &ir fares,
inadeguate regional and intermnal alv links, inadequate
operationsl maragement of SADCC s&irlines, inadeguate sirport
facilities, inappropriate SADEC airline fleet condiguration
amd dinacdeguate and highly priced ground tran%pwrtati@n
(Btedigenberger counsutling GmbH July, 198& Vol.ld.

218 AIR ACCESS

CAPACITY SUFFLY

The main weabness ifdentified in the supply of &ir access
capacity from Europe to the individual SADCC countries and
the region as & whole is that there is no seasonal variation
in the volume of access capacity provided. Ay way, this can
g accounted for by the lack of high touwrism demand for the
regilon., Also, the freguency of service is very, very 1ow.
For & courtries within the SaDOD region ig Botswana, Angola,
Malawi. Tanzania, Zambia and Zimbabwe, there are in total 4%
flights per week from 9 Buwrpean gateways: an average of less

than one +1light weekly to each SADCC country per European
gateway. London is the only gateway where frequency of



sarvice is high. T cortrast, Kenya as & single tourist
country tas an average of 9 flights weekly per European
gateway. Of the 9 main European gateways ie Amsterdam
(Netherlands), Brussels (Belgium), Copenhagen (Dernmarik)
Framkfurt (Nest Germany), Lisbon (Fartugal ), London (LR,
Faris (France) Rome (Italy) and Zurich (Switzerland) Zambia
airways provides scheduled flights to only 4 of them ie
Framkfurt, Londorn, Rome and Lamarcs.

In comparison, Kenya provides schedules flights to al)

soe

of them except Lisborn, with 3 flights per wesk to Amsterdam,

T oto Brussels, 2 to copernhagen, & to Frankfurt, 1% to
London, & to Paris, 7 to Rome and 3 to Zurick. However , o
Zambia, the change to wide bodied aircratt (DO 1) Mas
compesated for lmw‘ﬁwmqu@mci@g.

On the whole, SADRCE national airvlines provide 44% of
seat capacity between Europe and the SADCC region. The rest
is provided by foreign airlines s.9. British Sirways and
Lufthansa. But here the problem is that these foreign
Rirlines do not serve in all SADCE countries e.g British
AFirways only serves Zambia., So, if individusl Saboe
countries are considered, foreign carriers do not solve bhe
problemn at all.

B@Z of BEuropean towr operabors rats acoess Capacity
between Euwrope and the SADCC region to be "good" or
"sufficient".  However, 1854 of the Eoropsan towr operators
consider that the air access capacity to the SAD0C region is

insuwfficient especially from the British, Scandinavian, ITtaly

v G eom



and French markets (Steigenberger consulting Gmbe July 1984,
Val. @) On flight freguencies to the SADCC region, Y0% of
European towr operators considered that flight frequences Lo
the BADCC region were Ygood or sufficient,” (Btedgernberger
consulting SobH July, 1984, Vol. 2)

=36 QIR ACCESS CAPACITY WITHIN THE REGION

As in dnternational siv acoess capacity supply, there is
no seasonal variation in alr access capacity supply within
the region and frequency of service is &lso very low.

From Lusaka, there are 1b weekly flights serving 7 SADCES
cowntries and 4 weekly flights to Nairobi. Uverall, the
regional network is not well developed. Figuwre 3 shows the
SADCC reglonal network.

A significant proportion of all European tour operators
considered that the edisting air links within the SADCE
region were insufficient. The insufficient routss bto
various courntries within the regiorn makes it difficult to
comiring destinations and the areangement of balanced tour
programmes is crippled by insuwfficient frequencies. Alsc,
inadequete timing of connections mean lengthy transits which
car involve one- or even two -~ night stopovers.

(Btelgenberger consulting SBmbH July 1986

£e7 INTEBRNAL LINES

The volume and standards of capacity on "tourist rootes!
can be a crucial determinant factor in the development of
touwrism in & country.  SADCE national airlines do not have

sufficient aircratt to meet the increasing demands of air

RN 1 Gj.m
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access capacity. Most towist centers in Zambia for @xanpml e,
are located at considerable distances $rom Lutsabka, the
gateway, and since access by road is not a realistic optid on,
the adeguacy of the air access capacity is of crucial
importance. This is & major constraint on the potential for
developing towrism in individual SADCE counteries.

Air fares are one of the crucial factors determining a
courtry ‘s share of international tourism. Fares should not
only be sesn in absolute terms but also in comparison with
fares to competing destinations,

Apart from normal first and economy class fares, the
Interrnational Qv Transport Association (J&TH) fare structure
on scheduled services include Excursion fares whicoh are
mostly used for individual travel and have specified length
of stay at the destination with & restricted number of stop-
avers ermroute, Touwr basing fares which include individual
inclusive Towr (J.T.X) and Group inclusive Towr (G.I.T) fares
and promotional fares which cover a wide range of taritfs
usially with special conditions attached to them such as the
number of stop-overs en-route, a specified period gl i g
which the fare must be used.

The important issues relating Lo taridf structure in the
2ADCC region are that the range of publisted fares €rom
Europgar sowrce markets is inadequate and that the tarrid
structure is uncompetitive. Fubilished fares to Nairobi or

Johanensburg are either lower or have very littls difference

e 1 o



with compasrable fares Lo bthe different SADLD countedes,
Although group fares are offered, they are either not
available from the sowrce sarkets or the mimimum number of
group ds high e.g. only BIT - 16 group fare to the SANC is
available in London, the GIT ~ & fare is not offered.

There 1s considerable flexibility of fares to East ancd
Southern Aftrica. Special ofters or discounts o rargal srly
proncted. & potential towist group can bargain with the
tour operator and airline to get attraoctive discounts.
However , this flexibility means that in some markets
digcounts, promotional fares, specia) offers and group fares
are not available. Also, & potential towrist making
independant travel arrangenents may receive differsnt fare
guotations for travel to the same destination.

On the alr fare structure betwesen BEurope ang the SaD0C
regiorn, about 7@ of European touwr operators considered that
the fare levels to SADEC countries werse uncompetitive wiith

tares to competing destinations. tHtelgenberger Consulting

Gty July, 1986 Yol., &) .

Evourslon fares are avallable wswally at about 3@0% below

the normal sconomy fare. Howsver , promotional fares are

i

besent bhut there is a largs nuober of preferential fares
available to specific categories of travellers e.g students
and sportesmaen. A large proportion of BEuropean tour

operators considered that the range of promotional +fares is
inadegquats and uncompetitive.
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Fublished aitr fares for domestic tourist destinations
within the SADCC the competitiveness of the taridé structurs
because although competitive fares are available on domestic
routes, they cannot be purchased oubtside the country.  Alsa,
Qrowp fares on domestic routes are negotiable with the
alrlime. In most cases, cdifferent domestic destinations have
the same fare from Burope for goonomy and exoursion fares &, 0
the Londomn - Lusaka additional cost is only USE 4 lower than
thes London-Livingstorns exouwrsion fare. Most Boroperar Loue
operators considered that the range of promotiornal fares on

domestic routes were adeguate.

Rril FL LorE

The extent to which an airline G &I provide adegquate
acoess capacity and an efficient and reliable service teperds
are the size and composition of its aircratt Fleet for Tambia
AFirways, the fleet consists of ome DC -~ 10, four Bosing 787 s
(two passenger and two cargo), one Boging 737, two Mawhker

’

Siddeleys’ and two ATR 42s. Recently, the two Passenger
Boeing 7078 have been replaced by two DO-8s.  The DO 1D is
used on intercontinental routes but it will soon be
restricted from flyving to Europe due to the introduction of
rnoise  regulations. This will reduce access capacity to the
courttey ard the BADEC reglon as & whole.

The fleet of the SADCC region as & whole is inadequate

and insppropriate, Tt ie inadequate in terms of capacitys
most airorafts are 44 seaters. This ioplies that the avarage



riamtren of towrists has to be small comsidering that other
categories of travellers use the same plares. Tt is &lao
inappromriate where there is a mismatoh of demand and slUpply
@.q Zambia alrways at one tioe dropped the Lusaka-Masaba Bay
tourist rowte bhecause of uneconomic load factors on the S
748 (44 weater) & smaller aircratt could have besm

appropel ate,

w3l QPFEERATIONS MANA

Dperations Mamagement involves stendards of inflight
gervice, puntuality, ground handling and general service
standarcds., These factors have a great influsnce on bthe
volume of access capacity aveillable in determining rourist
demand because 1F an airline has & bad repetation for service
standards, potential tourists will not want Lo travel with
the airline and towr operators will aot book their clients
ar that airline.

Towr operators considered airling management on routes
betwean Europe and the S3ADCC region to be either very good or
goocts On service most Buropean tows operators considersol
the standards as swfficient and good but the general view
abrout inflight service, punctuality and reservations ware

that they were insufficient. With regard to punctuality,

more freqguently on domestic rather tham on regional and
international flights. Reservation systems were found to be
wanting except for airlines with computerised reservations

g. Zambia Alvways. (Btedgenberger Consulting GobH, July

e § G




1986 Vol., 2).

2ol ALR TRANSFORTATION FOLICIES

These policies sare determined by national ovErraneEnt s L
conjunction with national airlines and are corncerned with
such issues as landing rights, route capacity, airorsft
configuration, air fares and airport ocharges concerning
foreigrn airlines. It is for this resson that contries enter
into Bilateral agreements with other countries to enable them
access to their markets.

Most important among air transportation policies are the
Hth and 8th freedom rights.

The Sth freedom right allows & foreign airline to Pk
Uup pEsssengers in a second country and carey them to & third
country: The esighth freedom right allows & foreign carrier to
piock up passengers on the domestic routes of a second
cauntry.  SeDRDEE courtries offer the Sth right but not
the 8th right because it threatens the interests of the
national airlines.

Conflits exists between national air transportation

policies and towrism development. The towrism industry looks

important, while the mational government is concermed with
the commercial viability of its airline. & taridd structure
which satisfies both objectives has vet to be determined.

(Stedgenberger counsulting GmbH July 1984 Vol. 11).



2x 14 CONDLUSTON

I this worldwide sconomic recession whioch has continued
to most industeries sither remain static or decline in growth,
the towieh industry registered an average annual growth rate
of S% in the number of global tourist arrivals. However, in
spite of this growth trend, &frice’'s shars declined,
aecounting for less than 2% of the total world figure of
internationsl towriet arrivals. Zamhia' s tourist industry s
pertormance during the period under review, 1985/1986, was
alao gquite poor. There was & declineg of 26.7% in the number
of tourist arrivals compared to the preceding year.

(CZuToB Annual Regport 1986,

Zambia has grest towism potesntial, 80 & decling in the
towrism industry world only reflect unappropriaste choice and
implenentation of policies by the various sectors of the
tourism industry. Zambia OAlrways, the country' s mnationsl
airline is only one sector of the tourism irncdustery amo it
goes not only cater for tourists but also obther market
categories. But since the whole essence of tourism is Lravel
and the most popular mode of travel is alr transport,
alrlines should be ssen as the deiving force of the touriem
trndustry. Therefore, the operations of the national airline

ig of crucial importance to the toauriosm industry.
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Sl INTRODUCTION

This study examines some general aspects of the
aperation of the Zambian national airline and how they,
indirectly or directly relate to Louriasn devel opment in the
comntiry ., In this respect, four major aspects of the airlirne
wearer st ed., These were transport, ancillary services, the
airline’ s limkages with firms in the tourism industry and the
airline’'s marketing strategles.

Towism in Zambia is promoted by the Mirnistry of Towrism
with the Zambia National touwrism Board (2 NT.WB) as its e J e
mxmautiv&‘mrgan. ZMNLTWB s concerned with devel opmant ,
promotion and marketing of tourism in Zambisa., It imtegrates
all secobtrs of the touwrism industry and it monitors the
developmant of projects such as hotels and other tourist
products to snsure itntermational standards. In this resmect
LTV authorisses and licences hotels, restawants,
discotegques and night clubs, travel agencies, air charters,
lodges, cafes, Luxuwry cosches, car hires and tour aperators.,
Thus, information on towrism patterns in Zanbia was provi ded
by Z.MJTVB.

British Alrways, the Britiskh mational airline is the
major foreign airline that serves Zambia. This airlive was
approached and asked to compare its operations with those of

Zambia Alrways. British Alrwave promotes Zeambia &g a tourest

H
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destination thraugh ite marketing strategies on its London -
Lugake route. The main tourism products it kighlights on
Lambia are wildlife, the Victoria Falls and also Cultural
altractions. It aleo has links with some sectors e.g hotels
and tour operators.

Four sste of guestionnaires were prepared for Zambia
Airways, British Alrwave, Zambia Natiornal Towrism Board
(Z.NLTWEY and the tourists. {see appendiv) .

The guestionmaire for Zambia Arrwavs was divided into
four parts namelys Transport, Qdvertising, Linkages and
Arcillary ssrvices., EBEach part was filled in by the
approprlate departmnent.  The ouestionnaire for Reitish
Airways was designed to make & few general comparisons with
laambiia Alrways in the operations of the airlire with e ol
to tourism promotion.  For Z.N.T.B. the gquestionmaire waes
designed to get irnformation on some sspects of tourism
patterns in the country. The guestionnaive for the touwrists
was desigred to fing ot whether the airline's stforts
towards the promotin of touwrism have the internded etfect on
the target population. It was also directed at testing the
hypothesis that a significant number of touwrists come from
countries that the airline has ﬁﬁwwat Links with ard ssrves
regularly.  Touwrists (90) were randomly selected $rom & list

of visitors from the immigration oftices,



WHEN COLLECTING DATA
When collecting data from Zambia Flrways, 1t was verwy
difficult to make appoilintments with personnel in the various
departments. "~ Most of the time, they were out of the country,
and when they came back, they would wrly stay for a few days
beafors flying out again. S0 appolotosnts kept on brevd mg
cancelled and reset which slowed down the process of dats
cwullection, One other sajor problem faced was to gat b
towists retwn the guestionmaires. This was especlally so
with tourists staying in hotels. The guest-relations desk at
hotels had to be relied on Lo distribute and collect
questionnaires from the guests. To mabe things worse, hhe
hotels usually hRad their own sets of guestionnaires that they
wanted their guests to f111 im, o it was a bit tawing on the
part of the guests to fill in 80 many questionnalres. As &

result, only 3 questiornaires were collected.
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GHAPTER FOUR
THE STUDY FINDINGS

Zambia has grest towrism potential and it is for this
reasan that there is a Ministry of Towrism with Z.N.T.B as
ite maior executive arm.  Like many third world countries,
Zambia attaches great importance to touwrism as a potential
toreign exchange spinner. The Victoria Falls is the main
attraction followed by Wildlife in the couﬁtry'% national
parks. Irn terms of Wildlife, Zambia has an advantage cver
competitor countries, like kenya where national parks are
Mighly commercialised. Zambia's parks are ahill matwral and
wild. Walking and hunting Safaris are offered and this is
what towrists mginly look forg; a feeling of discovery.
Adventure produchts are alse popular particularly river
rafting on the lakes and rivers of Zambia., Other products
include cultural and historical attractions, sport such as
goit and soccer and special interest prograones suach as
geographical and mining expeditions. Zambia is furither
favoured becauss of the fact that despite all the
disturbances in Southern Africa, Zambia has continued to
enioy peace and stability. And to crown it &ll, Zambia has &
reputation of being a friendly country with friendly
people. However, many other potentisl towrism products still

remaln undeveloped,




4r2 THE NATIONAL AIRLINE

Zambiia Alrways was established in Ssptember 1967
gguipped with only two Beavers and four DO 3s acquired from
the defunct Dentral &fricamn Qlrwayvs. In the early stages it
operated as a wholly domestic airline. Irm the following
year, the airline dropped the less spacious Baavers and
acguired twn BALC 1-1is. It was thus able to appegar on thes
reglional stene serving East africa, Zaire and Mal awi. Ty
1946%, the airline acquired a DO 8 aircraft and it started
cmerating international flights to Bwrope serving cities such
as London, Rome, Framkfurt, Malta and Belgrade. Frogress
continued as they acguired the Boeing 787 and Boging 73
aircratts which enabled it to forgs more intermational limks
tor instance to Bombay, to increass frequency on the
existing routes and to serve more remote parts of the
country. In 1984, Zambia airways went a huge step forward
by purchasing the uwltra modern DO 1O aircraft which increassed
the cauntriéﬁ access capacity and mads up for reduced
frequencies. From 1987 up to now, it remaing the only
alrling in Southern Africa which serves New York.,
Zambiia airways further increased its fleet in 1988 by
purchasing two &TR 42 sircrafts, It hopes to increase its
fleet further by puweohasing another DC D sircraft. It also
plans to open new rowtes to Entebbe, Jeddah, Beiding and
Tokys and to increase frequency on the existing routes to

London, Bombay and New York.



Zambia alrways is directly involved in touwrism and this

i evident in the establishmernt of its own tour operating

|

|

|

firm, Africa Bound Holidays. The Objectives of &+tricsa Bound }

Holidays are to promote touwrism in the country, to promote E

tratfic in form of towrdists for Zambia Alrwaves and to market |

|

for Tambia Alrways. Zambia Airways also operates flights to |
remste tourist destinastions, for instancs, to Mfawse and

Kasatbia Ray. In addition, it also ofters a range of |

promotional fares for touwrists. |

In this study, towrists have been defined as people who
are travelling specifically for a holiday. The sample size
of the tourist respondents was 35 of which S7.46% (19) were
male and 42.4% (14 were female. Table 1 shows their age

distribution.

TREBELE 1

AGHE DISTRIBUTION OF THE TOURISTS
AGE GROWF FREGQUENCY FERCENTAGE
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Most towrists in the sample were of high socio-goonomic

status. Sinty—four percent of the tourists were self-

smployed thirty four percent were professionals and only four

oy ay
are T
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percent had clerical Jjobs. This is probably because Zambia
igs very far from the major markets ie North Americs and
Europe so that it is seen as an expensive destination and

only those that can afford come.

THE AIRLINE'S MAJOR ROLE: ACCESSIBILIT

i<

Table 2 shows the distribution of tourists by place of
origlin.

Table @ Ristribution of Toursts by Flace of Origin,

tnt srmas omes 4ORE omed HS 44VEE SHAED OriO0 TS VIASE EAOE0 THHRS SERSY 1WMAR SOTPS S9086 VAMSD DPIR AEETR SLMAF HIRC S4RD POLS $0054 Pk SOMOH NS SAAS S Ledte SWEY HMFL el SR A0S LPOUE SRFS FOmS BAP e el ST beRSN oMee POIAS HleSE S0sRS HRAOY SHVEN FieRS UAFRS B SOTAS HOORY 41460 SovRS sREER Sored BRERD IS00S Sastt

ORTGIN FREMLENDY FERCENTABE

ARS8 AP e 14500 SHLAE ALS $5900 FASES M0s4 40D BANRS H4AFS 90E0% TABLS SARRY S1448 AORDE SOBTE SNIRE CHINE (1561 HDEP BorAF 4SO SOOEL R REOIO LOKER SRS Chnre 11ARS 1MSO SEREd BHGRE SIVEL S3TRD FAVNA JBere HARPR TR SLARH Noabe conte Shank FAUSY TIITS OO SERON ASRRE FYHAR SERED FOARD ATRAF ASHFS Siabe SOOON HASeD sRME e AeLE om0t

1
Afrdca ! Fal
2
ey e

Al a =5 MR T

(e

B e 1é 48,5
4

Middle Eastht i .0

United States of

Amer il C& & 24,2

TSSO Dt 000 HOARR S30es 4TOVS $0004 40050 e HPLLD PRO BURrY 9S4BS BRKS SPAS ISP DIAZS W03 NS WIS I e Sbest seeeh SHIO DUOH V0SS PSL SHLN BHPLS PAEFS ASFS SPOUD Faree SOOTS Fated DAreE GoRRe INIOY SEIIS WOIS PSS e F0SPe LADE PROAE MIAYY S04R PEINS O Sinss RIS SRR RIS SENY PAIWS PARNN feres Mase ArurE

Total: 3% 180. 9

ST £ Aer esek oAt 4er ShMS MO 0%t By st gk e gnen? Sas EsRY geees heke Sods Sods st sy
PRI SIS D DT R0 STU0 RS I U I IR 1 I e v e

1 Zimbabwe, NMigeria, South Africa.
e Japan, Rakistan, Indis

B Britain, Finland, H@lgfium, Netherlands, Sweden,
Gearmany, Norway, Ttaly.

4, Saudi Arabia.

All the tourists in the ssople came by air because it is
the most practicable mode of transport considering their
places of origin., Most tourists came from Europe and Umited

SBtetes of aGmerica and only a few came {from within africa. It

£
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has been hypothesised that & largse proportion of towrists to
Zambia come from regions with which Zanbhia airways has direct
links and operates freguently. UOut of all the places that
the tourists came from, Zambia Alrways only operates flights
to Britain, Germary, India, Italy, South Africa, the Lnited
States of Americs and Zimbabwe., A chi - Sguarse test was used
to determing whether the number of fouwrists in the sample who
came from places where Zambia Airways operates flights
frequently was significanly different from that of tourists

from countries which Zambia Qirways does not serve,

H @ The number of touwrists from countriess linked by
Zambia Airways is not significatnly diftferent from
that of tourists coming from courtries not linked by
Zambi& AlLrways.

Mol There is a significant difference betweern the number
of tourists from countries linked by Zambia OAirways
and that of tourists from countries nobt linked by
Zambia AQirways.

Table I presents the data used in the Chi -~ Sguars
analysis.
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TaBLE 3

CONTIGENCY TABLE OF TOURISTS TO ZAMBIA aNMD THEIR DRIGINS
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At the B.0% level of significance, the nuwll (H)

hypothesis of no difference cannot be rejected. It is
theretore concluded that whatever difference observed in the
freguency of towrists from countries linked and these nob
linked by Zambia Alrways was puarely due to sampling sreor,
(aee Appendix ~ for calculations).

However , this finding does not tally with Fopovic’'s
(1972 . analysis of the touwrism potential of Eastern Qfrica,
Zambia ioclusive. In this study he explaingd that & large
proportion of touwrists to the Fastern &frican region would
come from countrigs with which the airiines in the region
fave direct links and serve fregquently. IF in this case the
ailrling is seern &5 the link between the potential market and
the destination country, therm it can be concluded that there
areg other means by which the airline and other sectors of the

tourism ingustry get in contact with their potential market.



Fig & ZAMBIA AIRWAYS INTERCONTINENTAL NEIWORK
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e such way is advertising., This aspect will be discussed
later in the chapter.
Towrists in the sample came malnly by Zambia Qdrways and

Britiah Alrways (Table 4).

TRBLE 4
DISTRIBLUTION OF TOURISTS BY AIRLINE
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Zambia Airways 164 48.5
British flrways 11 BEE
Others é 18.2

Total

fAs can be seen from the table most touwists in the
sample cameg by Zambia Sirways. British Alrways provides
additional access capacity. UOnly a very small percentage of
tourists came by other airlines besides British &lrwavs and
these airlines serve Zambia only as a stop-over en-rouvte to
cther destinations.

HMowsver , it is8 not & matter of preference that some
touwrists came by Zambia Altrways and others by British
Airwayvs. The case was that ong aitrlineg or the other was not
available at the date they wanted to travel. As such, Zambia
Airwavs doss oot stand competition with other airlines om its
routes. This is & critical situastion becausse the airline
would be less mindful of the standards of its services., This

can aftfect the tourism potential of the courntry in that the



alrline, being the flag-carrier of the country will give a
poor impression of the country to potential touwrists.

As for the mode of transportation to places of interest,
7E.7% of the touwrists in the sample went or intended to go by
air and the remaining 27.3% preferred to go by road. Reasons

given by these who ussd air tramsport to go to places of

interest were thaty-—-

i) it owas the most practicable mode of transport and
i that it was more comfortable and faster.

Reasons glven by these who preferred to go by rosad wers
thaty -

i) they wanted to see more of the country.
10 arnd that local a&ir transport was unreliable,

Sted genberger Consulting GmbH (1984) in their regional
toursism demand sturdy of southern Africa also gave the latter
reason.  They found out that planes especially for local
flights were usually delaved or re-scheduled.

This inconveniences travellers because sometimes this

results in missing connecting flights and as such re-
scheduling their holiday plans.

Zambia Alrways operates Flights to &ll major towisth
destinations and offers promotional fares on these rowtes to
make them more athtractive. Figure @ shows Zambhis
Airways's domestic network. The frequency of flights on
domepstic routes depends on the amount of tratfic on the
routes. Table 5 shows the freguency of flights on sach of

the domestic routes.
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TaBLE 9
FLIGHT FREGUENCES ON DOMESTIC ROUTES
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The busiest domestic route is the Lusaka - Ndola route
with twenty-four flights a weel, This is s0 because & lot of
commercial activities tabke place betwesn the two citiess
Ndola being an industrial centre and Lusaka an industrial -
administrative centre. This is followed by the Lusaka-—
Livingstone route with six flights a week. Livingstons is
the towrist capital of Zambie amnd this could account for its
being & busy route. However, Mfuwe is & better indicator of
high freguency of flights dus Lo tourist tratfic. Mfuwe is
strictly a touwrist destination and Zambia Alrways operates
four non-stop flights to Mfuwe per weesk, It is the third
busigst routs after Ndola and Livingstonse., Fasaba Bay is
another touwist destination serviced hy Zambia Alrwayvs with
thres flight & week. Easabs Bay and Mfuwe ars not sasily
accessible by rosd. The high freguency of flights to these
tourist destinations show that thers is a large volums of

tratfic to these destinations which must logicelly be tourist



tratfic. Zambia Alrways further promnotes these destinmations
by oftering promotional fares on their routes and providing
mor e accass capaclity by increasing frequency of service.

(e major problem on domestic towrist routes 16 that
there is no seasonal variation in the volume of saccess
capacity provided Lo touwrist destinations. From &frica Bound
MHolidays and Z.N.TLGB, it was found out that the peak period
in the number of towrist arrivals was July to mid- Movember,
But during this peak period, Zambia Alrways does not increase
freguency of flights nor change to wide~bodied aircratt on
tourist rovtes. A such most tourists are denied access to
tourist destinstions, This factor was also observed by
Steigenberger consulting GmbM in the regional tourism demand
study of Southern Africa. They also observed that this
factor made it very difficult for fow operators to include
somg of thesse tourist destinations in packages.

ALL towrists in the sample visited other countries too
before or after visiting Zambisx., Of thess, 45,59% connected
to other courntries from Zambia by rosd while the remaining
S4.5% connected to other countries by air., Table & shows the
distribution of towists by &irline when connecting to other

COUntErl e,
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TaBLE 4

DISTRIBUTION OF TOURISTS BY AIRLIME WHEN CONNECTING TO DTHER
COUNTRIES FROM ZAMBIA.

AIRLINE  FREGUENDY  PERCENTAGE
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1. To Kenya, Mauwritius, Sowth Africs, Swaziland, Tanzania
and Zimbabwe,

2 To Botswara
A To Botswana, Kenva, Lesotho and Mal awi
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From Table &, we can see that, oost touwrists conrected
to other countries by Zambia Airwavs. fgain, Lt is not a
matter of preference that most towrists travelled by Zambia
Firways. Other airlines were nobt available at the date the
tourits wanted to travel. As such there isnt ouch
competition amongst the regiomnal alelines. This therefore
shows that Zambia Alrways has very good regional connections.
Figure & shows Zambia Alrwavs reglional network.

Apart from British &lrways the other airlines that the
tourists used to conmect to obther countries were national
alrlings of African countries with the region and thesse were
Air Botswana, Henya Alrways and Ale Zimbabwe. British

firways offered very little access capacity within the



optimal volume of tourists with high spending power tabking
irnto consideration the restrictive size of the hotel industry
of the country arnd also the limited access capacihty of the
national airline. L.NMTWB. &laso advertises through major
girlines and travel and touw agencies by supplying them with
tts hrochures for disteibution. It also advertises in
forelgn press. In addition, Z.N.T.H. markets for all

sectore of the towrdism industry in the country.

Zambia Alrways o the other hamd marbkets twe products:
tts services and touwrist products, Zambia Alrwavys &lao
advertises for hotels, travel and touwr agencies and other
sgctors of the tourism industry. Concerning tourist
attractions, Zambia Alrways widely advertises wildlite and
the Victoria Falls., A1l the towrists in the sample wers
mainly interested in wildlife and the Victoria Falls and
almost all of them were &lso interested in adventure
products and cultural attractions.

Zambia Airways advertises through its own foreign
ptfices and through obther foreign airlines by supplying them
with its brochures and posters for disteibuation. Zambi a
Alrways advertises for other sectors of tourism industery in
it inflight magazines and by distributing their posters and
Drochures theough itea local and foreign offices. Despite
having to advertise for dts own services and for other
sectors of the towrdsm industry &t the same time with the
tourism potential of the country, a good 254 of the tourists

out of the sample had responded to advertisements by Zambis



RirwWways,

British AQirways in its attempts to draw traféic on its
London -~ Lusaka route also markets Jambia as a touwrist
destination. On Zambis, British Qirwavs advertises the
Victoria Falls and Wildlife attractions. Tr@val and Touwr
agencies make travel arrangements for touwrists and as such
they market variouws destinations.

Advertising is one of the importarnt factors that
determines the success of & tourist destination. A
destination has to be publicized; it must be portraved in a
Wiy th@t can be appealing from the point of view of the
market segoent. A such, the general sxperisnce has been
that there is always an anomaly betweern what is advertised
and what is actually offered. This accounts for why Friends
and Relatives are the best media for portraving a
destination. Their message has & greater imp&ct because they
convey what they tave experienced.

Figure 7 shows the amount of money spent on advertising
by the airling in relation to inbound passengers who
travelled by the airline for the period from 1980 to 1988,
Specific data on how much money was spent on advertising
tourdst products and how many tourists travelled by the
atrline in the same period werse not available. The graph
shows that the number of passengers travelling by the airline
rose steadily with the amount of money spent on
advertisemernts wuntil 1984 when noney spent on advertisements
shot up to alatrming levels without a similar incresse in the

e
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number of inbound passengers. This was due to the auctioning
af the kwacha and its subsequent devalwetion., However, & a
result of the devaluation of the kwacha, Zambia becams a
cheaper degtination and the number of tourist arrivals in the
country rose from 129,197 in 1984 to 136,760 in 1985 though
it deopped sharply in 1984 to 100,219 (Z.M.T.B. Seventh
Annual Report, 1984). These figures cannot be reflected on
the graph because it 16 not bEnown what proportion of them
travelled by air, let alone by Zambia Qirways, rnor what
proportion of them responded to advertisements by Zambia

ALrways.

4rb GNCILLARY SERVICES

o

3

Apart from transport, Zambia ARirways provides & varisty
ot other services to visitors who come into the country.
These are directed at making things sasier for visitors to a
toreign country. For instance at the regquest of customers,
Zambia Airways arranges visas and slso hotel accommodation
and airport transfers.  And through its subsidiary company,
Africa Bound Holidays, Zambia Alrways offers package holidays
that include a stay in a number of countriss to whickh Zambia
Airways flies. British Qlrways also offers the sams services
although it has no subsidiary company dealing with tourism
here in Zambil &,

417 LINEAGES

The towism industry has many sectors all of which have

B4



limke with Zambia &lrways since it i the airline that brings
in customers for all the other sactors of the lndustry.

At the airport, for instance, Zambia Alrways provides &
crance for other tourist oriented organisations to et at
rheir target oarket.  Thus, we find curio shops, duty free
shops and restaurants and bars at the airport to serve the
visitora.

Out of a&l)l the towrists in the sample, 24.4% (12 of
them were bravelling on packages of these, 45, 5% of them had
rravelled by Zambia Alrways. This high percentage of paokage
rourists travelling by 7Tambia airways indicates sitong
linkages between the airline and other ssctors of the tourian
industry. This is s0 berause packages bring gconomies of
srale ho the organising agents. Thus the alrline industry,
Motel industry and the tpurist product opertors liaise to
organi sg & package reur. This liason starts with the airline
as it makes the touwrist destination accessible and thus
available.

Despite having 1ts own tour operating company {(MAfrica
Bound Holidays) and it own hotel (Noeke Hotel) Zambia Alrways
markets for all tow and rravel agencies, hotels, tenari st
products and all ather sectors of the industry. Travel and
Tour agenoles also promote traffic on the airline by drawing
in  their custOomers. Zambia Qirways also works with the
hotels by arranglng accommodation for its passangers on
request. Zambla Alrways also links up with toweism agencles

abroad. The most important aspect though 18 that Zambis




Airways provides flights to otherwise inaccessible tourist
resorts &@.g. to Mfuwe and Kasaba Ray. British Alrways also
Vimks wp with &ll tourism agenciss in the country in the same
lines as Zambia Alrways hut it does not operate local flights
to tourist destinations.

Table 8 shows the tourists rating of some aspesocts of the
genaral operations management of Zambia Alrways.

TABELE 8

TOURIGTSE 'S RATING OF SOME GENERAL ABPECTS OF
LAMBLIA ATRENAYS (FERCENT)
Ht*lmq Very ahove Bel ow
ﬁapac. Bood Averages Average Average Fome
F&fl enry Ja.h .l T ) Q 3 @1
SQWViC&% .8 Hba 4 o lu.x @.1
Disposition
of the crew Q. Li.é B7.3 1D, 8 0.8
Baneral
conditions Pl 27.3 45,5 18,2 Q.9
ot plans
Giereseeal
conditions .0 27,5 @g.8 45,5 D75
of Alrports
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Dut af the few selected aspects of Zambia Qirwavs, the
disposition of the crew, that is the way the crew relate
thensel ves Lo the passengers was voted by the majority of the
tourists in the sample as above average while the general
condition of the airports was voted by the majority as below
average and poor. The general effecigncy of the airling

which is one of the key factors was voted by the majority aws
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average and by a few as very good and by a substantial
proportion as below average and poor. It seems therefore
that the airports are the pooresst aspect of the airling.
This was also noted in the Regional tourism demand study of
Southern Africa by Steigenberger Consulting BmbH which also
suguested that they be improved armd expanded Lo cater for
wide bodied aircratth and also the ingreasing volumse of
tourdists,  Aeports arg a very doportant factor becauss they
are the first places that visitors see in the host country.
Thus 14 they are in bad shape, they would give & very poor
impression of the host country to the visitors. Therefore i1
is dmportant that they are improved and kepbt in good shape.
Airlines however, play a very ambigous role in tourism
bhecause they cater for a wide variety of markets whose
interests are liable to clash. Thus +or example, the
interests of & business traveller and a tourist arse
incompatible because for the bhusirnessman time 1s important
whersas & btourist is at 1ai%uré and wouldn 't mind & few stop-
overs sn-route which could even enable them see oore of the
worlad.,  As such, there are very few services that the sirlineg
offers exclusively for touwrists. therwise, most aspects
mantionesd in this study are directed at the entirs Zambia

Airways target market.
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The first guestion a potential tourist to Zambis will
ast ds "How am 1 going to get to Zambia?"  The answer is
predominartly "By air!" becawse alr transport ig the only
practicable mode of transport from Zambia's potential tourism
markets of Europeg and North america. Zambia Sirways and
BEritish Alrways are the two major airlines that provide
Accass capacity to Zambia., However, the two aierlines are at
present far from meeting travel demand taking inmto account
the fact that tourists constitute only & very small segment
of the market that the airlines serve. Despite using wide-
bodied aircratt on internationsl routes, freqguency of service
still remains very low, 2 Fflights per week to London and 1
flight per wesk to New York by Zambia Sirways and 1| $light
per wesk to Lusaka by British &lrways). Many potential
toprists bhave been disappointed with a holiday to Zambia by
finding the airline fully booked at the date Lthey are
preparead to travel. Aoicled to this problem is the insdeguate
rumber of gatewsays to Europs and North americae that Zambis
ARirways serves. Glthouagh this study found out that touwrists
do not predominantly come from countries that Zambia Airways
serves, the accephance of this general hyvpothesis remains
guestionable, This is so because Zambia Alrways has got
Sales and Bookings offices is &)l countries from whers the

tourists in the sample came. S0 the potertial touristes from



countries that Zambia Qirways does nobt serve have still got.
direct links with the airline amd Zambia as & destination
through these offices. However, it still remains important
that Zambia Mirways strives Lo serve most of the pobtential
market countries because it is cheaper and less
inconveniencing for the tourists to use & direct flight to
the destination than to connect through anobther countey.

The domestic network i guite sufficient alithough
services are not reliable. Most tourists have been
disappointed by the domestic schedules which ars
insufficient, The major complaint has been that domestic
flights are never on time amd this is very critical because
tourists have to re-schedule thelr plans and sometimes miss
commecting flights. o most tourists prefer Lo use the rozds
and this reduces tratfic on the airline making flights to
some destinations uneconomiocal . This leads to flights on
some rouktes being suspended every now and then.

The ragilonsl hatwmrh iw excellent and Lusaka is sven
viewed as the gateway to southern Africa (Steigenberger
Consulting GmbH 1984 Vol. I1). Again here the problem is
unreliability of services. Thus most tourists opt to go by
road ard this eventually will put the airlinge owt of
busirmess,

On a&dvertising, the airline spends guite substantial
amounts of money on advertising although it does so mostly
for marketing its services. But it seems the best nedia for

publicity are relatives and friends who have experienced this
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country. Here, the sfforts of the airline to porteray o good
image of the country will be mullified i+ tourists get
disappointed with the other sectors of the industry @.g the
Motels, However, it is still very important that the airline
should paint & good picture of Zambia since it is the flag -
carrier for the country.

Linkages between the airling and other sectors in the
industry are very important. This 18 80 becauss the airline
is first to get into contact with visitors by its role of
bringing them into the country. Qs salid @arlier on the
tourist sector is only but one sector of the airline’'s Larget
market. theretore strong linkages between the airline and
other ssctors of the industry are of vital importarce if the
needs of the industry have to he fully represented by the
a&irline,

The role of Zambia Alrways in the development of tourisenm
in the country is thus not & minor one. From the findings of
this study, what the sirlineg has contributed so far has besn
considerable.

Based on the observation that Zambia Qlrways still has
direct links with most of the market countries through its
sales and Bookings offices though it doss not serve most of
them, it is still advisable that it introduces flights to
thess major markets., Zambria by virturs of its distance from
the major markets is viewed as an ewpensive destination and

having touwrists to connect to Zambis through other countries
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makes it an even more expensive destination. I¢ Zambia
Airways could introduce direct flights to these countries, it
would be cheaper for potential tourists to travel to Zambia
and will thus make the country a competitive tourist
cigstination.

Aomador weakness that has been noted in the opsrations
of the airline is the unreliability of dmmeﬁﬁic schedul es.
This greatly inconveniences visitors. Zambia Alrways skhould
therefore improve on the etficiency of its locael schedules.
Flights to tourist destinations shouwld be arranged o such a
way that tourists are able to spend & convenient time at the
rEgone béﬁwrﬁ they sre due o fly back again. &l domestdo
flights to Lusaka should be scheduled in & way that
travel lers who are connecting to other places are able to
cateh their $lights.

Most tourists whe come visit more than one resort in the
country and usuwally visit obher countries too. The airlins
could take sdvantage of this factor and make mors profits by
introducing flights between tourist resorts s.g between
Fasaba Hay and Mfuwe or between Livingstone and Mustingws.
The airlines in the Southern African region as & whole could
alen co-operate in the operating of flights betwesern touwrist
rasorts din the region e.g Kilimanijoro to Mfuwe to Okavango
celta. This would maks the Southerm African region muach
cheapsr for the touwrists.

Firmally, it seems Z.0LT.B receives smany responses from

it s target market. But Z.N.T.B has a big problem because it



only has offices ir London, New York and Milan in Italy.
Thus it is only in contact with & very small portion of it's
potential market. It ie advisable thergtors that Z.N.T.B

could wse Zambia Alrways offices which are widely spread on

.’u
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all continents. It will thus be assuwred of getting a
wider marbket., Trr thise way, Zambia MAlrwavs s potential role

i touwrism development will be more fully ubtilised.
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APFENDIX 1

TRANSEORT

1. Or the average, what proporticon of your passengers
travel to Zambia for holidayvs each month?
&) 1Q-~2@07% by Z21-30% ©) E1-49%
o) B4 A &)  Hil-6@% ) above &O%

o What time of the vear do you experience & pesk period in
the number of travellers coming to Zambia on holiday?
#) Octabese ~ Decembar ty) Jarnuary ~ Maroh

) Aptril -~ June oy July — September.

S . Which one of the domestic routes is the busiest?
Why it i1t so busy?

=Y There's & lot of trade between the two places.
) It leads to a touwist destination.

x [ ) c:l -t ’ﬁ gy ( 3 ;:-J =T 1 .{'. y ) 44Rie Setes Aenne ne Aevee ann AL GBSAR SARIS Shiwe SERRE SHA SHPSE SEsS ALbok 10906 ROFRP PSR SLSBY Sever Favme PO SORO8 S4RRL HOMSE LRARS Semen 4SS SR GORRE H4308 S6MS Shame Swnsr Sumah srven
i How many flights do you operate on this route per week?

&) 1 () 2 (§ ] 5] {cdy 4 (&) o {F) &
o)y 7 hy above 7.
& HMow do vow make flights to touwrist resorts atbractive?

AUST bte AML4 LIPS S00R1 1on4s S0 SONT IR LIRS AU SRS HO0O SeRPR WHOLS SARSY SRIRC Bived darhe euShe ALY Seben T 1000 KNS FOsie SIS YAohs S FFVS SESOC FRLRS VORLe SABIS FIAR TS SKRS OIS WALS Tiber FRSSS LaMe SO BB RHOS AR LARDD EVRGS SOVS SAOR 4IMAE SFHE BenEe TeHSR S000E S0
O EARS o4t 0ted TILN 10 S0T0 SOAN Guleb 1A L0aee 1i0ss ISHLR FOTTD MASH SSTRR COSE VIS SHIE AeTY MAALS LEvWn FRas0 LERFS AASD SEFRS FEUSR SAWOR VUSRY £OUND VeLsn SMGAS HHES SRR TiNAl SHME SLse SOTTE Shard DRSSP ASMEF FSVW 690 FIAEE WTes JAAM VOOVE A4TWR S00RD THP FOSAR KAVES POAVS SABIE Fiota SO00E
AR CSAT bastt FUREN SIS SBAS 44 AOISE MOLIT NSID FPON s FROS FLANT FHSTR IOAMT LOGGd ORD 1308 1OME EBRP POORL LsGe Bidew MOLE Betde SURL $0bem AAFY SSH POLIY IO ASEY PP RTE THRS BEUSS IV AROE MRS FUOFS Somed RIS TOPOL AT PO BeLIS PORL HORES LOL ROR SA4OR SFHP SIATA obeee WOMS

TER There ARE 19903 FINOR M0PEP S9IRY STALS VAARE 4O0T% S400s 1Ster SUURY TASOW LTS UNURE U1 SUeRE VNS 43R0 WU FAIE MARYR 4FMR e 14LFR SHAVS SHemE 1NA0N H40m0 SSOVA SRSl SOELA SEVES SERVR BARKS MO TRLAS 0030 1OHRN FObS SIsSR SN S9SRe SARNR POORS BSOS SOFPY SONSH UOPS SRS Yeste senre b0H Bresd aasts

7 Has the airline had any edpansion in the past five
vears?
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&) YES waonsnswsnwnnnna DY NOwewsesnnwwnnnnuen
2. I+ yes, in which sector?

@) No.o of places by No of flights

¢y No of destinations ) other (Specity)
D Mas the airline any plans for expansion in the next $ive

yeares?

&1 Y&%oa v v nmuwwnewunsnun L L

o 11, I+ ves, in which sector?
a) No. of planss By No. of flights
) No. of of destinations by Other (Specify)

11.  Why did yvou decide/have you decided on the expansion of
this particul ar sector?

&) To promote tourism
by To make more profits
f ) Other (Specify)
 ADVERTISING
12, Mow do you advertiss abroad?
arl  On radio and /7 or Television
? B Im Magazines
¢y Broachures
oy Fosters
&) Newspapers
£ Other (Specitfy)
135, Ire whiioch foreigrn countries do vou advertise?
14, What things do yvou advertise about Zambia?
a) Towist attractions b Towns
) Zambian Produots ) M e

@)  Other (Specify)
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135,

16'.7&

1‘7 “

19,

Concerning tourist
acvertiaed?

&) Wildlife

altractions;

t?

what aspect

Victoria

is widely

Falls

()

Sport ol

Geographical

supaditions

&) Historical attractions

+) Cultural attractions

q) Other

( f:?p@C‘ 1 .F y ) e akthe SAa oo SAARR BB0TE dome ARG SSRBR SOATD S04 P4 I8P SNV SPLAC SN L4108 4300 RS FREIR SIS 40090 ¥RRY FYRSE SA08S Tl RAE IORS Sabme S S NPmEE Sevee me SRR S0 SO bR

1008 13818 4303 #10% SU00E 40000 YIS 1400 MOSE Seume Sheed SoReD Saeer GLASR OTIR UOES WREGS TANAD SIBUR AMAOR SAARS $RARE ShLAe DISAR Sophd SIBPY GO0R URYE S4B SAIMS SIS JETSA HET St IS W LHIOY EO1ST Feved SRS RO SO FROTS BNSH HURY TOL WERe SAens HAE TenS torme menE

How much money was spent on advertising for the vears
givern below?

&) 1980 by 1981 L) 1egR cy 1983

@) 1984 +3 1985 Q) 198& ) 1987

How many tourists travel led with Zambia in the

vears glver below?

yvond to

a) 19890 ) 198l cr o 1982 d)y 1983

&) 1784 +) 1985 3 15986 2} 1987

The airline does aore advertising about

@l its services B) touwrist attractions

) Other

{ &; Fj e 1 ,{I V ) 40048 St 280 1100 4tes Abnss 499 2000 SREPP ANRRD SERTE EARS 4OLAN S50 VB¢ RASS FeRAS S0800 SR SRS FABAS SN0 HerS KRS FRALD 4494 S04 HRRP FVRRS HBbea 1o Sebek H0OTL 00 HONY SRR St

004 UBAUR MAFRE SINKS O0OR 0n0n Rsbt BIIGK IUNA LIS ARISH dhewr SNL AH SHUAD BoESR KDY ASEh IUNNS PSR SEVRN JABLE SOVIR SATEA A4SAR SHINE AIOLE AULIS 1PME FAGH WAINA 80T RN LR WIS JATSS IOPS RIADE FOPI MAME HIOY SeUSY UEPA RMOOF SAPH RISOH aétls Anrh gEROS FRIOE i 0STE

INKAGES

Dowe the alrline organise for visitors

) Transport £3) Aocommodat i on

o) Toure o) O ter CEEE L F oy ) oo s s o o o e o st ot o s

i S104L SOAED 20908 VS bmes SSH Lene L Reeme AROS) Feis AAPLY USDE S0y POMA AR EATLE bt TAITS 40096 PUOUD SN Bhved ShERS FRRAD BADL Luen UMY

Whiat firmg doess the airling work im with in
the touwrism industry?

coniuction

o L e



&) Hotels ks d Travel agencies

oy Towr Operators ) Other (SR fy) e

OTS WAV ALORE GIVIS MY IRES RAA A4ROR £USVO SRR TN BRAE FOIRL SaTSR JONIL SHSIE BAMY GIUS GRAFS WATRE S3A0D SRME SMFE PAS bOMTE MUSE S0nls mete Sbi

2. Im what linss dogs the airling co-~operative with thess
Firme?

FTING 73005 ReBTE 0urte 10600 SIMY BRI S4IW ERIMA SUANA SMEER LORES SHeU 0%an mabed STIUE 1208 EUSE RIS SRRRS GRO AMAD IEUNS RHYR SewRO FANNR POMs TEERS SANRS COURR SR TSI MARRY FOORE S80I oens SNENL B0ER AEME

1Y SEROA S0%en O4ANE HSA0 Soien GULeS 19SS oss4n Aot 2estd aveot Nuare
Coros e 1AARO SLULE B1hes seaa el Sebde B LRI SRS SbAI SReRS SoRet TR BOTSA VRORD SEVRN FOEMY Bikis SHABE V4R WSS S Sene NS Serat brne

V4830 €410 Lovis SRR TLFe SeSHN (4481 GRS MPRP GAVRD S9AME Shvie Goris ehesd e Freny Dok kds Srmat IS LSRAT RIS MRS SRS Shets msmbe svess st

oy

L3¢ Do youw have any linkagess with towism agencies abroad?
al Y wunnwannnnnonnnunwn [1) A i
ANGILLARY  SERVICES

%0 What other services do tiy offer to visitors apart
from transport?

4455 a0ep eved Wite covon seare Foses ST 8080 Goret renee Sbend ebk Sober RIS Nbesw Reebd THAs SEETH SIS VETER RHNS SEA4s Fimee Te1s8 erve ounes Hrom

AL VAR SHARR SOLUR 1ML YT S TRRSH RS VSIS AAAET MSE DUEFR ISR SHADY SONOR AINTL SEVS @AY BARRC BPLIR Getis edn TLATL 400HF L0000 RO OOt MpOE NSPD WNOF SHUNL NerSH AAHOJ FFRTS ABPL SRAKE SAee SAE SASY TR MMAAS Eria SEIIT BUML 4uNOF SPOH VRIS ASNIE FERI SERLS SIOOY BRINS SHOO Smte 11000

24, Why do vou offer these particular services?
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AEFENDI)

1. Im what ways do you help visitors that you fly to
Zambia®

a?!  You arrangs grouwnd transport for them.
B)  You arrange them with necessary

o) Yo supply them with necessary information about the
country.

d ) c:} t t-'l e { EB p [T j’ .F y ) 44305 AN Same 4AATY TAAAE SWM4D VWA £FESS AARSH ACO Fove ShEVA B6SLH THLEE ANNSS SRAAD viown e s6RSd 73 49000 SHICF RERER S4rHR AbNRE FeCHE FRFAF SCEMA Fhbse TEIOL SRS SHERY AN HOOHS P Furnm wuets
2. Do yow have any links with towrism agercies in Zambia?
) - e 1 1

e

E I ye to @ 2, in what lines do vou cooperate with these
agencieg”?

104 53000 Shrhe LSHUN Chuse Sow0 SS9 Tinow AFESE UL G4MD SUIOD SRSV LASer VML OIS NIWAE FReCS SEFA SSISD 1400R bean Iatee bese bevel S1ben 4esus SHeSh WS PHOTY SHRSE SIATE 1400 000 WAev ahest SHRES POINE \AGRN GRS THARC AVHRO LEAPN FLLSY FHESS AYIAS Ginas Freds SRR Seres SRAT FYERN Seven aanrt Haen

S deten 0n448 SITH cesop ST 10700 PANRE S0AAA FabeS 1ARS BOIBA 101D GUVED UANAE ALER Lamee FMROR 44N ORI SPAED SV SRARS AMARG S0SFR SONSN HAKSS G40es SSNTY RFSRE DEISA HAPOR TNENE Aeird Sabhe bebrd 1TME SSIS NAUD VOPER 4300 BED WaES PHUAG USHE FORW Wate SUBRE HAsER obass suSEH SO0OS 00T aetee Sves

4, Do you advertise touwrist products of the countries that
Yo serve'’?

) WEI S w u v v o wmu ey tn My v s v m e v v s a v wwwnwe

i If yes to & 4, what things do you advertise about
Zambia™?

&) Wildlife )] Victoria Falls

() Sport o) Gepgraphical
expedi tions

&) Historical attractions

£ Cultural attractions

€ Otheer (Bpecify)
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NSt O F00N M Gror EvWS 00vH SLAD SANEY SURSR BRSO £SVAS FOSNS KIS PRS PALH Livd SVAD OUPL £00S0 VST HUOH1 SIS HEHL EVRES S FRASS ORE AMBFS SANRS Areed FLAFD BORH PN URIIS SFRO MALS USEL LAVWE SUAIR Shass Sokee SHFYR STRSY TR MLRY RIAIY ISE MRS sbrer Shste

Do vouw sell package tickets to Zambia?

E':() Y@Sﬁnnnunnunnnnn»nnn-nu t)) l\lc}nunﬂnlnnnn-nnuuuunn
I ves to & &, do yvou give sone form of payoent Lo
Zambia Natiomal Towrdst Bosrd for selling package
tickets to Zambia?

Ve
YE“.‘:’?Z‘! L I 2 TN T O S O S T " ) t..,) r\h::’uu-lu-lnnuuuunu«nnu

B
e

O the average, how many tourists do youw bring into
Zambia from different parts of the world each yvear?

35407 301 KIS VERRG 50200 UMY PSR KLARE 00008 lert FORRY TORHS $4004 bes T3 LRss LAssd Mevse S4ESH SUNNR IIUVR Simim Sebbe $RONE SobNe BB POV 4SS Ao00 MOB SIS YA LS beAB FEOVE VAUSE FRRSS SRS MMeet AU G4N FREet Beud Voot SERSS dbFRO AFRAY BRSO RANSS SPRSH TARNG BOLGL JOFel SWRAD SNU WIS

0% 1o NoreY 1iSeE PIe Jront G4stE Seted 4B 4RNVD TNISH FRETS MR LAeVh LIRSS 1R TAVH AMDD SOPLA NBEEY WHOSS WASS HOARS #4009 SLiAY LIVRS HHMM Shed BNeH $R4SS SHDSE SORSS SORed SuVES IRESR SURRK APORe 4OPGE Wabb PONIY wierd POMAN siset 1SHS Saten A0hm asha HSOH STIRN Sesse ST PUIRE BAMLE Ri0en SR Ft0E

Thank you!



AEFENDIX  I11

QUESTIONNATRE: ZAMBIA NATIONAL TC

I BUGRD, (Z.N.T.B).

1. What firms fx11 under the wing of Z.MN.T.R
2. What is the main function of 2.N.T.B?

Nl S50 49104 RTIAL Jo0re a0 MARRS IMASH GAIM SN0 10FR SeReE SSAse F16RS OPRRD A4W@ TNRA COND YURLG WABE IVLAN GLRS SORAY LAOSE NBIWE S6000 0 PO THOL SEpm SHRAR NRROS TANA ROV AERAS $SSNS 4enbs SONOB Soevh AR GSese SORME PRIMG Mk MOPPE SURLL AR EDPRE AEIRD BOTWE 4YCOR SHAOE eroab 0%

X Do vouw carry out any foreign advertising for tourist
products in the country?

&) YESBa uawavommuvwunnnnswnu ) MOwwwnawannnwunvununnan
4, It yves to B3, through which agencies do yvouw advertise
abiroad™
a)l Zambria Slrwavs offices
5 ) Your own offices abroad
g d) ﬂthwr CSp@mify)mmmmmmwmmwwmmmmmmmmmmumw%mmwwmmmmwmw
ot Do you sell any holiday packages abroad?
&) YES wuummnussuananannnas b A [

& I yes to G 9, through which agencies oo yvou sell vour
packages abroad?

&) Zambia Alrways Oftices abroad
by British Rirways Offeces
(W] Your own Of+ices abroad

d) Oth%r (ﬁpeﬂi{y)mmmmwWMMmmmmwwwmm“mmmmmwmmmmmmmmmmwm

o £ 5




7 What airline do vouw recommend for Zambia ~ bound
towrists”?

&)  Tambia Alrwavs
b)Y  British Alirwavs
o ) ( &5 D ol 7 f V ) RATE WA Sonsm 50484 SRERE uns Toe0¥ et e MASOR Riamn 0D SANGR 08t BBUTA 100t vemen 1ARER BROPO 44004 OISR PROSD 44030 S44SS oL PRORS 40000 salen 1M SNSRL 0008 AR LIRS S4ROO SHeNE 008 HENRS YOORE FASAR orVat Sebes Phost SemPe

TS0 e LN TRCt0 BE00D GUNSE R4 Sbvmn SBORS SRAER SPRSL SSVIA TH0RC REBEL 6000 4ODIH NROH UNIAA Senen S4RSE SN0 Se0es EUPLL SIS PHeOS Mmary ATW SENO SOLES ARVS SORAS SRETR SHVAD FAKEY BAAPE DOMER AURH PREME osbie S00e9 SRV SUAY Br0e8 RYARS SAESE SPMFY Beavn BOSD F04PS devte amer sERtS

8. Do ovou also sell packages irm countriss that ars not
served by Zambia Alrways?

o ) i‘/ R0 G5 e e 0 et o o N P SR 00 S5 1S R S S T B ANk T8 RSS9 P S0 St Vnes SKOEE Rbeee SAAEE 4RSS LeRdD RATS TURES SRKAL BARRE mebes ASRS wen BT A1SS SOYOL SNEL ARRRY COOM a1rER
t) ) ‘\} [ R T R T TP epip vy p—

Thank yoa!
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ARTENDTX 1V

1.

-3
g
ogp
N ]

e

G

&)  EQ-Eg by 3140 o) 4159

)y BlI-60 @) Above & vears.

& ) M & J B e o e e o e st st st o b ) F SR J Gy o e s e i o St S s e s o

Marital status

&) Birnglee e ) PR L G e e o s o e e
Occupatior

a) Proffesional ) Clericsl

(o} Self-~employvead o) Ceher (Specify

INFEAEL G000, L 7 o oo o ot s s st et 4 1 0 3t 0 0 A i i i B 0 o
What is the purpose of your trip?

&) Holiday teivvvanvnsnnne B) BUSBIMESES. u vnwnsmmwwnnman
What mode of transport did you use to come to Zambia?

) B & I o B T
) Ralluwwueansanmunonnsau ) GB&ususnnnnnnanennuwnnonnn
If by &iry what &irline did yvou fly with?

a) Zambia Alrways

) British Aldrways

o) Ot her (gp@mify)memMMMMWMWWWWWMMWMWMﬁm”MWMWMMMMMWWMW

9065 P11 4SAD SROER S130D SHORL OTOD VST GAFS Mer STAPE B NAATS LIAAL BOAS CSLIS SHENC DIBRL POLOA COME PSS WIS AN VEIAM SeReS BSLE eiSE MAIs MLIY ees NS LAY IR FANOS RIS SRSAN SOASR LIRS AARER PTLSH ALESO SMAFS SeRSN SIS 14se MWESS BRF BPRY SV MRUVO MBI MIFSI SAOHY SRRt s 40108

For the places yvou irmtend Lo visit/have visited what
mode of transport will yvou/did vou use?

&) fMir b)Y Rosad c)y BEail o) ther (Specify)

o 885 s



1. I+ not by air why not?

al It's nmot availlable

) It's too expensive

o ) c‘)t h e (EJD e 1 f y) HAIA Ream 444ah SARED SR200 €00 S48 IO A0S TOELE S100 10VIS ARRSD YRR SRR F4Ee0 aEmeR uSeD SeRS 0004 SEARD TBRAL S4RSD FAATS RS 3 RBRSE STOLS SOLRR MU ROYES SRERS SACHE 4F%R nte 08 ents
11, Are yvouw travelling on & package?

':‘:'1) ‘\/ﬁ%nnnnnnnnnuununnnnu-nu t:j) Nc‘.}nnlnnunuunnn-nnnnunnn
12, 14 vas in 6 11, who organised the package?
13 Where did you buy the package from?

a) In Zambia

By Country of Origin (State)

) Other (Specify)
14, Who sold you the package?

900 SIS TN Creon SO04D SHITL SITIL TMISS M1OSD VAokS SOLAY PO FBATN SRAGE LFBIR AN SAERT SACsd BEACH HAS GHREE MMLNE SENY SELIM SROS AAMES S04 PitEe S04 Mssk SIMA SASE SHAEE SO6AE SHOOT PR red AR MO Seeon el soree eary BARA IEORS SHONS POURA SO IS LK SRR Sobas HARSE P Sears PO

1. Does vowr tow include a visit to other neighboweing
countries in Africs?

a) Ye‘?‘:‘anuuuunnnuluuuﬁnnnnu tj) '\'C‘Juunu»unuuuunuuuuuuun»uu

1é. I ves to 8 15, how do you intend to/did you connect to
other countries?

&)y By Air By By Rosd e By rail

: 17. I by air, what airline do yvouw intend to/did you use?

&) Zambia Alrways




19.

2@

2l

B British Alrwavs

c) Dther (Specity)

What have you.did you mainly come to see/do in Zambia?
@) Wildlife by Victoria Falls

o) Sport )y Geographical
expeditions

@) Historical attractions
) Cultwal attractions
MYy Other (Bpecitfy)

(tichk where appropriate)

How did you come to be particularly interested in the
item vou are mentiormed in & 187

al Friends by} Godverti sements
ey Education c)y  Other (Specify)

D MUAS PIURY GLIRS GEIFE ASE SHWO JPER BHEFS SOBEY SoR4S SUTYM AMOSC APRD SLITL LTSS DSHIN 6004 S STLR SAALE SRS dev JINS SILR BNNS HASS LORE AAIR ASLE PRy oS FOTH botes share IO

I vouwr intersst in the item you mentioned inm 0 18 came
as & response to an atvertisement, who advertised itv7?

Zambia Airways

&
~r

b British Alrways
) Zambia Natiomnal Touwrist Bosed

Yy Other (Specity)

N6 4890 G44H 41NN FPAee HhaLE SEdts ahome Arede THIGS FFPMS IV dEskN AMREL HS04E FREGS SAIRK Covee 10500 SMAC Pertt HRTS T14SS DOESS ALOFS FAMY SEiks mind SheRs SEF sRees SaMAR SORE TS raes eei0s Shaat

Mow was this same item vou mentioned in 6 18 advertised?

a) Om Radio amcd/or Televiaion

T



by Newspapers

o) Magarines

ey Brochuwres

&) PFosters

£ DR FGEIT CSIED @0t oy o oo e o s o o e o 1 e 6 o o S i i o i

LTVSE Devee Tor7E TIAFE Shms TS FAVA S4LED SAeOE B4WS GHTEY SLFSO A4FFE STEMA H0Nes SHCNK MTERS BESME 000R TWERE 018 SWUE FEVSH Serad GAASY e0eh HAPRA SNoss Ao VEIE SRKEN FOIPS GRS 009 SAEE SRS SFVR BEAGS oRANS Senee AUNRE PIAGS AIARY babet Hobe BFRF RS SHORE SOAM SPHIA PUIOY et 4SO beohe RIS doare

15 F1LEY Be30a SHIAS GUTBE barEb USSR S0ARY LAIEL STANS VAORE ISEC ared Reenh RIS KBS OMTE UL AR SOF4D SinSe SOME SPVIN MORRE Firer Mt (He0r

SH486 SHE%0 4TENA SRIIE A306 LRAS TARSL ARG SAERE AVWAG THEVS AAEGN ASARD SOORK 400NN RNLLD KOBIS 1EARD VIOP HOAM GALS Bubie 4Nt S44S BHes VPR Beess THAI L4eSH 1400 Leres SS SFSY VRO FEFLS FIAN FROW IRAAA PAAES SRA OB simee PRAFY THHAN PORLE vever sk SeSTE S50 SROER SNSPR VRS Bars 4bNtS NeRAS S¥RY

0% 48U SAuRS SR S190D AR GAeed TRD SRASL SONAR LU0 HOROS Henne oidas BEL SAFRD AVEss SLEYS 40408 HTANS SONM Soutd SIS YOS FONOS 9IS SATRF FSIM IOLE REE IS RPRS FOOIR SebLd HOHY OB St Turel SRLR FeNO0 BADS SreO Aeres SPHY ERVFY AOMRY Sared Beard Branh bHOR dotts

2% Mow do oyvow rate the following aspects of Zambia Qlrways?

: Veary : v e : el ow
i Good i Averages | Average oo

9198 6 asrke Sorve HOK4S dowes 4300 4PPS WAAS Punes Thber Thser €088 PAAH SYsow 4edd VAR Gares SRR AJPUL LLes TS MESRR AMAA SATID SHNAD RSN Sdrap eS¢ SSAFE SAFSS ASerR Fibet WATL SUID OVeVH H0/m HIONE ABTE 4O0F SHASE J0aTe DEEUE RS TS AR waral IALes erie BukTa Jabed SFPR Blase 33000 RSO THES ewr HEENL sotan FRRSS TREM
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1. Efficiency ] i '

IWAOR SCASS LEAVE SORRD 44300 1000 VAo EMEIA MURY FIMS SAFM FIDIA SO0 FLAL SO0L4 FUSH S0 LIS MHIS MR dRved defer MBFE BSYRS AARSK THRAE ROLF ALRS FIA PRGNS AMHFA SIS SEMS ASTHH PIN SSFRR FROD SAFLE LOVIE SSSLA Bie HOHE HOB) iera SofOR HISEY SRS RN FES SVIE STash L0008 i Saets MAOE RS Beves 480H1

] $ 1 i

t ! 1 i

2. Services : ] d ]
Y. Disposition of ! d
the Orew i !

i
408D 4OV WIS SUEPR SONAT Sot4h BALE 4OAF SLERE DOINE HOO 50 CLIDE a4 DROLE HeLdS 4P 4PSH MAtES S4bes SA6SY HGuR? Aeber eeBHY SeiAE briSE KOSNS PO VOIRE BISA Beebs SIS POSRY AreSE PHAE FOOPE PAARE MHSE RBOEE rone e MAebS GRS SHAS FoRIe B SRS POFES SO0E 4OOI RS BTLB LASTE SPLPY NS R4ORS AUHSS THRGE SRR Srree POSH

i
H
1
1

4. General conditions | ]
ot plares. : d
e General conditions | ] !
of Alrports ] H i

AP Gt VA0 SraN $S40C Sosir ROTR EFM SELIR 1SERS SORM IDISL SBEVS S0t W0et $APLA NSE3 hel JRUL TE (MASP 4RO 14GKR Gomms SSME S SIORY MAMA IBVLA SHIRF SLIAS L4LS) SASEG AMSS J90In SHIFS SUES SyRse THEE SeVer 4BH Fsen SHSSE Lome SAORL PSS SBBAS BIARR hrE GSte eone HIFL SOSLE TR AN £PHON FIRAY MAWS SMME SPOR

(tick where appropriata)
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4 l
H b
1 t

i
1
t

aa, s the Zambia Alrways fare to Zambia by air?
&)  Too high?
By Just Average?

<) Low?
&, With which other airlines’ s fares are you comparing?

....54,»..



ey The mumber of towist from countries linked by Zambia
Airways is not significantly different from that
coming from other countries nobt linked by Zambia
Alrways.

Hi e There ia a significent difference betwsen the ooumber
of towelsts coming from countries linked by Zambia
Airways and that from countries not linked by Zambia
Flrways.

O I s I 4
daegrees of freesdom = Ay, L) (ae-1)

(2-1) (E=1)
S 1

i

¥ 2 oriticel = 5,84 1
I % 2 calocwlated > » & critical, Refect Ho

I+ « 2 caloculated > « 2 oritical , Accept Ho

Cells with the value of 0 were slininated so a&as not Lo
inflate the w2 value and those with values less than O were

-y
i

~r
<

combined with adicining cells to get a8 more accuwrate

caloulated value. What remained was & 2 % 2 contiligency

taby ]l e,



Sub~Totals
s} B
& 10 18
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Sub-Totals R 135 L3 Total
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e
woowm 1,63
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L& < 3,841
Theretore accept Ho.
Thus, there is no significant difference betwesn the
number of touwists coming from countries linked by Zambia
Rirways and that from other countries not linked by Zambi
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