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FOREWORD BY THE HEAD OF STATE AND 

GOVERNMENT, HIS EXCELLENCY THE 

PRESIDENT CDE E.D.MNANGAGWA

This Tourism Recovery and Growth Strategy, 

which my Government has developed, 

acknowledges the devastating effect that the 

Covid-19 pandemic has had, nationally and 

globally, on the fortunes of Tourism.  While the 

pandemic has brought the world to a virtual 

standstill, I am happy that we in Zimbabwe 

already have started the gradual opening of our 

economy, including initiating efforts to re-start 

the Tourism sector. As we open up the Tourism 

sector, of paramount importance will be strict 

adherence to health and safety protocols, which 

my Government has developed in line with 

guiding principles stipulated by the World 

Health Organisation (WHO) and the United 

Nations World Tourism Organisation (UNWTO). 

 

My Government acknowledges that Tourism is 

one of the key pillars of our economy, alongside 

Agriculture, Manufacturing and Mining. The 

Tourism sector is also a vehicle for economic 

growth and development, and a key contributor 

to the country's foreign currency generation 

and job creation. Additionally, it provides an 

effective tool for poverty alleviation and 

livelihood, through its linkages with other 

downstream sectors of the economy, such as 

cultural heritage.

The Strategy underscores tourism's proven 

resilience and its ability to bounce back from 

this current setback posed by the Covid-19 

Pandemic.  In order to strengthen the resilience 

of the sector nationally, and to quicken its 

recovery and growth, my Government has 

already put in place a Tourism Support Facility 

to ensure financial support for the sector. The 

financial support provided will enable the sector 

to refurbish, modernise and expand, its facilities 

in  l ine wi th internat iona l  s tandards. 

Furthermore, Government will continue to avail 

investment incentives designed to attract more 

investments in the Tourism sector. 
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Zimbabweans to embrace the culture of saving 

for holiday travel, within their country, and have 

them enjoy the vast tourism facilities that our 

country offers.

My Government is mindful that Tourism is an 

enabler-driven industry, and this calls for 

enhanced access facilitation, in order to 

promote seamless travel by tourists, and itself 

as a key contributor to the overall appeal of 

tourism destination. The Tourism Recovery and 

Growth Strategy will upscale the facilitation of 

tourism in all enabler sectors, in order to 

promote increased demand and sustained 

tourism performance. I therefore call on all 

Zimbabweans, to work with the unity of 

purpose, in the implementation of this Strategy 

so as to unlock and fully exploit the potential of 

our Tourism Sector. 

Zimbabwe has natural resources, including our 

pristine wildlife, and man-made attractions. To 

create value out of these endowments, the 

Strategy puts emphasis on the need to develop 

more tourism products, around numerous 

water bodies around the country. This should 

open up, more areas for tourism. In addition, 

the Strategy also seeks to entrench a service-

wide culture which will no doubt, create unique 

and unforgettable experiences that will, in turn, 

help to enhance destination competitiveness. 

God bless Zimbabwe.

PRESIDENT OF THE REPUBLIC OF 
ZIMBABWE

CDE E.D MNANGAGWA
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P R E F A C E  B Y  T H E  M I N I S T E R  O F 

ENVIRONMENT, CLIMATE, TOURISM AND 

HOSPITALITY INDUSTRY, HON N. M. 

NDHLOVU.

However, with the advent of international 

tourist arrivals into the country are likely to fall 

by up to 60% in 2020 compared to 2019 and 

thus may see tourist arrivals drop to a mere 920 

000 by the end of 2020. 

Our country is endowed with diverse and rich 

natural resources which, coupled with our man-

made attractions that bear testimony to our 

ingenuity as a people, have given our Tourism 

Sector a competitive edge. It is not surprising, 

therefore, that tourist arrivals over the past 

decade, have been on an upward trend, rising 

from 1.7 million in 2012 to 2.56 million in 2018. 

This translated to an average growth rate of 6 

% per annum over the period. 

Informed by this reality, it therefore, became 

increasingly important to develop a strategy 

that addresses this downturn and apply a new 

perspective to recover the sector by the end of 

the planning period in 2025. 

This National Tourism Recovery and Growth 

Strategy, is a culmination of extensive 

consultative process with key tourism 

stakeholders, nationally and globally. This 

enabled us to come up with strategies that are 

aimed at lifting the Tourism Sector from the 

current decline, into a $ 5 billion tourism 

economy by the year 2025. The strategy seeks 

to, among other things, provide access to 

entrepreneurs within the sector, capital to 

affected tourism businesses, including small 

businesses within the tourism value chain, in a 

bid to save and secure jobs and to re-establish 

lost contact with the local, regional and 

international tourism source markets. 

Finally, I wish to thank and acknowledge the 

collaborative efforts between staff from my 

Ministry and its Agencies, other Government 

Ministries, Departments and Agencies and all 

the Tourism Private Sector Players who 

contributed immensely to the development of 

this Strategy. It is our sincere hope that we will 

closely collaborate across the divide to ensure 

we re-build our industry back to standards that 

are better and more thriving than before. 

The Strategy defines the roles each of the 

stakeholders should play to address the 

negative effects of the Covid-19 pandemic and 

foster the recovery and growth of the Tourism 

Sector. The strategies we have put in place seek 

to re-assure confidence in the market place and 

encourage visitors to travel to and within 

Zimbabwe. They will ensure that we have 

sector-specific Government support to give 

credence to the fact that our country has a 

strong and enduring Tourism Industry, post the 

Covid-19 pandemic.
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Hon N. M. Ndlovu (MP)

I have no doubt that, with our joint efforts, this 

Strategy will be instrumental in accelerating our 

recovery and growth path and ensure that the 

Tourism Industry contributes more to the 

sustainable economic growth of our country. 

MINISTER OF ENVIRONMENT, CLIMATE, 
TOURISM AND HOSPITALITY INDUSTRY
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With the development of this Strategy, we 

are desirous to ensure that tourism is 

mainstreamed in all the provinces and to 

this end, we will initiate a nation-wide 

conversation on this Strategy in all the 

provinces of our country. In this context we 

have developed an Implementation Matrix 

t o  e n a b l e  e a s e  t r a c k i n g  o f  t h e 

implementation of the Strategy. As a 

Ministry, we also wish to deepen our 

collaboration with all other enabler line 

Ministries and Agencies whose support will 

help deliver a complete tourism product. On 

our part, we commit to put all our energies 

in forging a united front to enable equitable 

and sustainable tourism development. 

Tourism is indeed a phenomenon to be 

enjoyed by all for our common good. 

Together lets walk the journey! 

Whilst, the Ministry of Environment, 

Climate, Tourism and Hospitality Industry 

led the development of this Strategy, 

extensive consultations were held with all 

key stakeholders to ensure that the strategy 

embodies all stakeholder views. The 

Ministry wishes to thank all those who made 

con t r i bu t i on s  f o r  t he  su c ce s s fu l 

development of this Strategy from both the 

Public and Private Sectors. We also wish to 

pay tribute to members of the media who 

played a critical role of publicizing our online 

meetings and also continue to be a valuable 

partner in the development of the Tourism 

sector to date. 

M. Munodawafa (Mr)
SECRETARY FOR ENVIRONMENT, 
C L I M A T E ,  T O U R I S M  A N D 
HOSPITALITY INDUSTRY

ACKNOWLEDGEMENTS  BY  THE 

SECRETARY FOR ENVIRONMENT, 

C L I M A T E ,  T O U R I S M  A N D 

HOSPITALITY INDUSTRY, MR M. 

MUNODAWAFA

The development of the National Tourism 

Recovery and Growth Sector Strategy is a 

culmination of extensive collaboration 

between the tripartite arrangement of 

Government, the private sector represented 

by the Tourism Business Council (TBCZ) and 

the wider communities whose livelihoods 

are dependent on tour ism.  Th is 

collaboration is in keeping with our policy 

position that tourism is Government led, 

Private Sector driven and Community 

Welfare-oriented.
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Community Based Tourism - Relates to tourism projects initiated and managed by the local 

communities for their economic benefit.  Such projects must be located within the community.

 DEFINITION OF TERMS 

Agro-tourism - is a direct expansion of eco-tourism which encourages visitors to experience 

agricultural life at first hand as visitors are afforded the opportunity to work in the fields along real 

farmers, wade knee deep in the waters with fishermen and experience the farming community for the 

purpose of enjoyment, education or active involvement in the activities. 

Domestic Tourism – Involves the travel by locals to destinations within the country.

Eco- Tourism – Environmentally and socially responsible travel to natural and or cultural areas that 

promote conservation has low environmental impact and provides for beneficially active socio-

economic involvement of local people.

Industrial Tourism - represents all forms of plant visits made by tourists, professionals or individuals 

to learn and appreciate industrial processes and products. 

Cultural Tourism - is the subset of tourism concerned with a country or region's culture, specifically 

the lifestyle of the people in those geographical area, their history, heritage, art, architecture, religions 

and other elements that helped shape their way of life. 

Mega-eventing - a new tourism niche market whereby a country is able to derive visitor ship on the 

basis of super events and shows such as the world cup, the Olympics which positively influence 

destination awareness, brand endorsement and tourism trends.

Religious tourism - also commonly referred to as pilgrimage tourism, this is whereby people of 

various faith travel individually or in groups for pilgrimage, missionary purposes, spiritual re-birth or 

leisure (fellowship) purposes. Modern religious tourists are more able to visit holy cities and holy 

shrines around the world the most popular in the world being Jerusalem, Mecca and Varanasi

Medical Tourism - a term coined by travel agencies and the mass media to describe the rapidly 

growing practice of travelling across international borders to obtain health care. Has of late 

incorporated travel to resorts such as hot springs where waters have healing components and to 

destinations where the weather can aid one's health.
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Tourism satellite accounting system - Refers to an accounting system that measures the 

contribution of tourism to the economy

Tourist – A person traveling away from place of usual residence and staying in the visited place for at 

least one night, not remunerated for any activity undertaken in the area visited.

Sports Tourism - form of tourism undertaken for the purpose of engaging in a particular sport, such 

as skiing, golf.  A number of sport fans from various disciplines also follow their teams where they are 

playing across geographical boundaries. 

Tourism Development Zone (TDZ) – These are areas designated as such by the Minister 

responsible for Tourism, where investors in these zones enjoy certain specific investment as provided 

by the Ministry of Finance, Economic Planning and Development.

Tourism Revolving fund - Refers to a special borrowing window that government has put in place for 

banks to on-lend to the tourism sector players. 

Sustainable Tourism – Tourism development and management which optimize the economic and 
other social benefits available in the present without jeopardizing the potential for similar benefits 
in future.

Traditional Source Markets – For Zimbabwe these are the tourism source markets development 

based on historical links and includes western countries like the United Kingdom, United States of 

America, Germany, and Australia as well as South Africa.

Trans-frontier Conservation Areas - These are areas reserved as conservation or protected areas 

which cut across national boundaries where tourism activities and developments are promoted by and 

for the benefit of the countries involved e.g. the Great Limpopo Trans-frontier Park (GLTP) involving 

Mozambique, South Africa and Zimbabwe.

Visitor – Include tourists and those persons visiting an area for a period less than one night.

9



UNESCO   : United Nations Education and Science Organisation     

CBTs   : Community Based Tourism Projects

Mosi   : Mosi Oa Tunya Development Company

TBCZ   : Tourism Business Council of Zimbabwe

LIST OF ABBREVIATIONS

     MICE   : Meetings, Incentives, Conference and Exhibitions

UNWTO   : United Nations World Tourism Organisation

        Indigenous Resources   

CAMPFIRE   : Communal Areas Management Programme for  

NMMZ   : National Museums and Monuments of Zimbabwe 

SPV   : Special Purpose Vehicle 

TSA   : Tourism Satellite Account

VFR   : Visiting Friends and Relatives

WHS   : World Heritage Sites

WHO   : World Health Organisation

ZITF   : Zimbabwe International Trade Fair

ZTA   : Zimbabwe Tourism Authority

ZIMSTAT  : Zimbabwe National Statistics Agency
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1.1 Tourism is one of the key pillars of the 

e c o n o my  a l o n g s i d e  A g r i c u l t u r e , 

Manufacturing and Mining. It provides an 

effective tool for poverty alleviation through 

its linkages with other downstream sectors 

of the economy, such as, cultural heritage 

and the creative industries. 

1.4  On a positive note, the country has over 

the last couple of years received numerous 

endorsements from reputable international 

media organisations such as the CNN Travel, 

National Geographic, Fortune Magazine, 

Lonely Planet, the Wanderlust Travel 

Magazine from the United Kingdom and ABC 

B road ca s t i n g  f r om  Ame r i c a .  The 

endorsements of the country as a “must-

visit” destination, underpin the success of 

the re-engagement Strategy espoused by 

the Second Republic under the leadership of 

His Excellency Cde E.D.Mnangagwa. 

1.0 PREAMBLE

1.3 Whilst the Tourism Industry has experienced 

relative growth over the years, the 

destination continues to experience 

negative perceptions in key source markets 

and this has restricted its exponential 

growth. This underlies the need to address 

bottlenecks to travel such as poor 

destination connectivity, visa restrictions, 

quality of products and services, and the 

high cost of doing business.

 1.5 Inaddition, a number of prominent 

celebrities and opinion leaders such as Mr 

Will Smith, Mr Steve Harvey, Aleksander 

Ceferin, the UEFA President, United Nations 

Secretary General AntoniaGuterres,and 

Catherine Zeta Jones, visited the country in 

the recent past on holiday, which is an 

indicator of renewed confidence in the 

destination and its potential to rebrand.  

  2.0   TOURISM OVERVIEW

2.1 Globally, international tourist arrivals 

grew by 4% in 2019, to reach 1.5 billion, 

driven largely by general global economic 

growth, more affordable air travel, 

technological changes, and enhanced visa 

facilitation by governments globally. 

1.2 Zimbabwe's Tourism Industry is anchored 

on its abundant natural resources, rich 

cultural heritage and diverse scenery.  The 

natural resources component is dominated 

by wildlife with the public sector, private 

players and communities all contributing as 

significant players. The Community 

participation is enabled mainly through the 

Communal Areas Management Programme 

for Indigenous Resources (CAMPFIRE), an 

initiative which involves 58 Rural District 

Councils in the program.  
1.6 In order to realise this potential, the 

Government has developed a Tourism 

Recovery and Growth Strategy, which seeks 

revive and grow the Tourism Sector in line 

with Vision 2030.   

2.2  According to the United Nations World 
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2.2  According to the United Nations World 

Tourism Organisation (UNWTO), Africa 

enjoyed only 4% of the global arrivals in 

2019 .  In  o rde r  t o  imp rove  t he i r 

performance, a policy framework to 

increase accessibility and connectivity into 

and within the continent, investing in 

aviation infrastructure, attracting more 

airlines into the region, investing in low cost 

airline services and softening the respective 

visa regimes is recommended. 

2.3 Tourist arrivals into Zimbabwe increased 

from 1.7 million in 2012 to 2.56 million in 

2018, with an average growth rate of 6 % 

per annum over the period. In sympathy, 

tourism receipts grew from USD749 million 

to USD1, 386 billion. However, in 2019 

tourist arrivals registered 11% decline from 

2,579,974 to 2,294,259 and tourism 

receipts also declined from USD1, 3 86 to 

USD1, 247 billion over the same period. 

Figure 1.1 shows the tourist arrivals trend in 

Zimbabwe since 2012.

Figure 1.1: Tourism Trends in Zimbabwe: 2012 to 2019

2.5 Even before the global tightening of 

measures to contain the Covid-19 

Pandemic which came into effect mostly in 

March 2020, the Tourism Sector in 

Zimbabwe had already been affected, as 

evidenced by cancellations and a decline in

2.4 The decline experienced in 2019 is 

largely attributed to a myriad of 

challenges among them; the fuel 

shortages, power cuts and negative 

publicity, which affected the destination. 

Whilst an upturn in arrivals was expected 

in 2020, anchored on aggressive 

destination image promotion and 

marketing, the recent outbreak of the 

COVID 19 pandemic has further 

dampened travel patterns, globally. 
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3.1.2 It is further anchored on national 

en t r ep reneu r i a l  c r ea t i v i t y  and 

innovativeness to offer potential clients 

new products and services that will 

continuously give the country a 

competitive edge in the region and 

globally.

 bookings compared to the same period 

in 2019.

2.6 International Tourist arrivals into the 

country are projected to drop by up to 

60% in the worst case scenario in the 

absence of a vaccine and treatment for 

the pandemic, which may see tourist 

arrivals drop from 2.2 million in 2019 to 

920 000 by the end of 2020. This 

Strategy seeks to arrest that decline and 

re-position the Industry on a positive 

growth path.

  3.0  S T R A T E G I C  C H O I C E  A N D 

DIRECTION

3.1 To achieve a $5 Billion Tourism 

Economy by  2025 ,  o f fe r ing 

distinctive and inclusive visitor 

experiences in a unique, innovative 

and sustainable manner.

3.1.1 This Strategic Choice and Direction is 

anchored on Zimbabwe's potential and 

desire to be a major global player in the 

tourism industry based on the judicious 

use of its unique assets of nature, culture 

and heritage and built environment.

IV. Deferment of Liquidation of Foreign 

Currency paid by International Clients; 

VI. Expeditious liquidation of debt owed to 

Tou r i sm  Ope ra t o r s  b y  va r i ou s 

Government Institutions to help ease 

liquidity.

III. Waiver of Value Added Tax on Domestic 

Tourism;

V. Support for the Zimbabwe Tourism 

Authority; and 

II. ZWL100 000 000.00 Tourism Revolving 

Fund; 80% of which is targeted at Small 

to Medium players in the Tourism Sector 

to ensure inclusivity and quicken the 

revival of the Sector; 

4.1  Tourism Support Package

I. Government Guarantee Facility of 

ZWL500 000 000.00;

  4.0   PILLARS OF THE STRATEGY.

In support of this Strategy, Government, has 

provided a Tourism Sector Support Scheme, the 

key aspects of which are:-

4.1.1 Government in partnership with 

International Financiers will work closely 

to achieve the foreign currency 

resourcing of the Tourism Revolving 

Fund, in order to help support more 

investments in the sector. The foreign 

currency denominated loan will enable 

the sector to expand, refurbish and 

modernise their facilities in line with 

international standards. 
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Globally successful tourism destinations have a 

critical mess of a vibrant domestic tourism, 

examples of such being South Africa, Japan, 

Indonesia, Malaysia, Vietnam and Thailand. In 

Zimbabwe, despite its potential, the domestic 

tourism market is yet to be fully exploited. Post 

the COVID-19 pandemic, domestic tourism is 

expected to provide a cushioning effect to the 

sector as international source markets are 

projected to take long to recover. The Strategy 

seeks to extensively promote domestic tourism 

development in close collaboration with the 

tourism private sector. 

The domestic tourism campaign, will also 

leverage on tourist assets operated by public 

institutions such as the Zimbabwe National 

Parks and Wildlife Management Authority and 

the National Museums and Monuments of 

Zimbabwe to offer affordable and exciting 

products to the domestic market.

  4.2 Domestic Tourism Promotion 

4.4  Destination Branding and Image 

Transformation

4.5 Product Development

4.3  Regional Tourism Promotion

If the current COVID 19 trend is anything to go 

by, it is anticipated that after domestic tourism, 

regional and intra-africa travel will recover 

before international tourism. In order to tap into 

this market, an aggressive marketing campaign 

targeted at the regional markets, that show 

early recovery, will be rolled out during the 

tourism recovery period with print and 

electronic media including TV, radio and the 

social media being widely used to reach out to 

the market. In order to ensure a successful 

campaign of the offering to the market, 

sensitive product pricing, effective stakeholder 

collaboration and deployment of promotional 

packages targeting the different market 

segments will be critical.

Tourism development in the country has been 

based mainly on natural resources, wildlife and 

built environment. Overally, the product range 

has been narrow and thereby limiting the 

activities that tourists can undertake. The

The COVID-19 pandemic presents an 

opportunity for nation branding /rebranding 

which seeks to develop a unique identity and 

personality. It also presents Zimbabwe with the 

opportunity to transform her image, which over 

the years has not been consistently positive, in 

the source markets.  The Strategy proposes a 

Destination Image and Transformation 

Programme aimed at generating factual and 

unbiased storylines and messaging for 

Zimbabwe thereby projecting a balanced image 

and perception of the destination in the source 

markets. The programme will entail the hosting 

of educational and familiarisation tours for 

opinion leaders including celebrities, the local 

and international media and the travel trade. 

The publishing of the positives first hand, four 

and balanced happenings in the destination 

through news articles, blogs and testimonials in 

the source markets will no doubt enhance the 

image of destination Zimbabwe thereby 

enhancing its attractiveness.
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The Tourism Sector also relies heavily on 

information communication technologies. In 

line with the E-Government thrust, an 

aggressive digital marketing campaign is called 

for in order to improve destination visibility 

locally, regionally and internationally. The 

Strategy will be underpinned by virtual tours on 

online platforms, mindful of the fact that 

potent ia l  v i s i to rs  f rom reg iona l  and 

international markets are likely to rely on online 

news and messages as they consider where and 

when to travel to post COVID-19. This will be 

supported by the development and deployment 

of market relevant content in the form of news 

articles, editorials, virtual tours, videos, 

podcasts, blogs and vlogs, underpinned by a 

robust Tourism Communication Framework for 

the destination. The Strategy will also support 

the development of local Travel Applications to 

assist both domestic and international tourists 

in travel planning. 

Strategy underscores the need to diversify the 

tourism product in order to provide a 

competitive market driven, innovative and 

diversified product range. A key variant going 

forward will be to promote cultural tourism 

through products that preserve and showcase 

our culture and heritage including Zimbabwe's 

Stone Age architecture. It will promote the 

upgrading of existing recreational centers at the 

existing tourism sites and new products around 

major water bodies to increase the product 

range and therefore the length of stay. It will 

promote development of museums to depict 

the  count ry ' s  l i bera t ion  h i s to ry  and 

enshrinement of its history. Zimbabwe will also 

establish interactive centers at ports of entry at 

the popular tourism sites to enhance visitor 

experiences and promote the destination.

  4.6 Digital Marketing Campaign

4.8 International Tourism Promotion

  4.7 Diaspora Tourism Promotion

The COVID-19 pandemic messaging has been 

hinged on the “stay at home” campaigns and 

the encouragement of social distancing as well 

as placement of travel restrictions. This has 

significantly affected travel, including for the 

purposes of Visiting Friends and Relatives 

(VFR). This also restricted the Diaspora from 

visiting their loved ones especially over the 

Easter, Independence and Heroes Holidays. As 

nations and people heal from COVID-19, the 

markets recover and travel and tourism 

business bounce back, the need to tap into the 

Diaspora market will be critical.  Post COVID-

19, the Diaspora tourism promotion will be 

targeted at markets such as SA, the USA, 

Australia and the UK, among others. Tourism 

players in those countries and in Zimbabwe are 

therefore encouraged to plan agead for the roll-

out.

International tourism promotion remains a 

critical component of Zimbabwe's tourism 

recovery as it significantly contributes to export 

earnings through tourism receipts. In order to 

reassure and regain confidence of the source 

market regions in particular the Americas, 

Europe and the Asia Pacific (most of which were 

hard hit by COVID-19 pandemic) the strategy 

proposes the need to enhance market presence
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The promotion of MICE tourism is an integral 

component of the Tourism Recovery Plan. The 

hosting of MICE activities such as Conferences, 

Events, Fairs and Festivals has the potential to 

bring people and businesses together thereby 

building trust and boosting confidence in the 

destination. Engagement will be made with the 

relevant organisations that had cancelled or 

postponed scheduled international conferences 

to have them reconvened in the future.

 

 4.9 Promotion of Meetings Incentives  

Conference and Events (MICE) 

Tourism 

in the source markets through deployment of 

Tourism Attachés and market representatives. 

This will be supported by the engagement of 

international travel trade, conducting of travel 

trade training and participation in key 

international travel fairs after the pandemic is 

contained. Targeted marketing will be done to 

markets that will recover first, post the Covid-19 

pandemic and priority will be given to those 

markets likely to travel  based on least 

economic stress and greatest appetite for risk.

Government in close collaboration with the 

private sector, will develop comprehensive 

Health and Safety protocols to guide the 

operations of the Tourism Sector, in order to 

protect travellers and employees in the sector 

and to inspire confidence in external markets.   

Government will also provide consistent and 

  4.10 Wide Scale Rollout of the Service 

Excellence Programme

Zimbabwe has traditionally been known as a 

hospitable destination. As Zimbabwe comes out 

of COVID-19, the need to train staff in service 

excellence is of paramount importance. Thus a 

Service Excellence Programme will be rolled out 

targeting all players in the tourism value chain 

and the host communities. The training 

programme, which targets all front line staff in 

the tourism industry value chain and 

enforcement agents including ZRP, Immigration 

and ZIMRA, seeks to reassure the markets of 

the destination's hospitable and visitor friendly 

nature thereby enhancing its reputation and 

competitiveness in the source markets.

4.12 Tour ism Heal th ,  Safety  and 

Hygiene Protocols

In order to ensure the availability of adequate 

skilled and qualified staff with appropriate 

range of technical knowledge to meet the future 

growth of the sector, the Ministry is working 

closely with Tertiary Institutions to promote 

Human Capital Development in the whole 

tourism value chain. The collaboration also 

focusses on reviewing and redesigning of the 

curriculum to meet industry requirements. The 

Zimbabwe Tourism Authority will provide 

training to tourism players including Small to 

Medium Operators to improve their skills base. 

The Strategy will also focus on undertaking a 

National Skills Audit Survey in the sector; 

Implementation of short term training for shop 

floor employees and managerial staff; on the 

job training programmes.

4.11 Human Capital Development
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Tourism is an enabler driven sector, and its 

success is dependent on the performance of 

other sectors. Resultantly, improved destination 

accessibility and tourism facilitation are 

imperative to boost tourist arrivals and tourism 

expenditure. To achieve the above, the 

fol lowing strategies are proposed for 

implementation:-

  4.13  Tourism Communication Plan

easy access to information on health protocols 

to the private sector and to travellers to assist in 

travel decision making. Travel decision post the 

Covid-19 Pandemic will also be informed by 

Health and Safety measures that destinations 

will put in place to inspire confidence in 

travellers. 

Government in partnership with development 

and cooperating partners will craft and roll out a 

Tourism Communication Plan. The call for 

Communication Plans in the Tourism Industry 

recognizes that a variety of risks to health and 

safety exist anywhere people travel. Such risks 

include natural phenomena such as floods, 

wildfires, and health risks; such as the recent 

COVID-19 pandemic.  In the event of such 

risks, effective communication is essential to 

help tourists make informed decisions 

regarding their travel plans. 

 5.0  ENABLERS OF THE STRATEGIC 

PILLARS

As the above strategies are rolled out, future 

tourism growth will place increasing pressure 

on the current infrastructure. Currently there 

are 6,611 hotel rooms in Zimbabwe and this 

leaves a projected investment deficit of 4,029 

rooms by 2023. The deficit of rooms manifest 

whenever there are major events such as the 

ZITF in Bulawayo. This clearly presents massive 

opportunities for investment in tourism related 

infrastructure. This strategy seeks growth in 

tourism infrastructure, among others through 

the following:-

Tourism allows local industries to develop 

focusing on import substitution so that the 

currently imported goods can be provided 

domestically. Currently, over 50% of the inputs 

used in the Hospitality Sector are imported, 

which amounts to high leakages of Foreign 

Currency in the sector. Going forward, It is 

imperative to maximise the benefits of tourism 

by working closely with the Manufacturing and 

Agricultural sectors. The focus will be on 

improving the quality of products to meet the 

requirements of the sector through enhanced 

l i n k age s  be tween  Tou r i sm  and  t h e 

Manufacturing and Agricultural Sectors. This 

presents an opportunity to create linkages with 

surrounding communities to participate in the 

tourism value chain and promote inclusive 

tourism development.

5.2 Tourism Infrastructure

  5.1 Import Substitution in the Tourism 

Sector

I. Provincial Capital Hotels

Provincial Capitals such as Marondera, Bindura, 

Gwanda and Lupane, do not have decent hotels 

to support hotel and conference activities in line
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 II. Tugwi Mukosi

  

with devolution. 

Kanyemba forms a boundary corner with 

Zambia and Mozambique along the Zambezi 

River, and is a focal point for fishing and hunting 

activities in the nearby Dande Safari Area. It 

provides the end-point for long-haul canoe 

safaris along the Zambezi River starting from 

Chirundu or Mana Pools. Government will 

expedite the completion of conceptual planning 

in Kanyemba to help create a new tourism 

growth frontier based on heritage, waterfront 

investments in hotels, lodges, fish camps and 

fisheries. This border growth nod has a 

potential of unlocking a potential investment in 

excess of USD 500 Million.

V. Kanyemba

 III. Osborne Dam 

Government will expedite tourism development 

in new areas such as Tugwi-Mukosi to grow the 

tourism sector. To this end, the gazetting of 

Tugwi Mukosi as an Integrated Tourism Park will 

be expedited.  This will immediately unlock 

massive potential for investments in fisheries 

and fish camp resort. Investments into Tugwi 

Mukosi Integrated National Park area are 

estimated to reach USD 1.5 Billion by 2025, 

through investments in hotels, boat cruises, 

exclusive conference facilities and lodges. 

Preliminary assessments shows potential of at 

least16 sites with massive potential for tourism 

related infrastructure, estimated at over 

USD500 million.

The site also has massive potential for fisheries 

and tourism related development and 

processes have been initiated to gazette it as 

recreational Park.

Government will endeavour to attract new 

investments in Binga and build on existing 

facilities and improved accessibility made 

possible by the opening of a new border post 

with Zambia. To unlock more potential for drive-

through tourists into Binga, Government will 

expedite the speedy implementation of the 

Binga-Karoi Road. Air access will be improved 

through rehabilitation of the Binga Airstrip. 

Government will also work on the restoration of 

Karava and Sijarira forests to help promote 

green spaces in the future tourism product of 

Binga. The proposed Beach Resort and a 

boutique hotel has potential in Binga will be 

developed to unlock an estimated USD 200 

million in investments.

 IV. Binga

VI. Kariba 

5.3  Domestic Tourism Investment 

Promotion

This strategy anticipates a robust investment

Government will work closely with the Kariba 

Local Authority and Zimparks to unlock more 

land for development in a sustainable manner. 

This will help unlock new waterfront based 

investments and diversified products to attract 

new clientele into Kariba. At its peak in 1999, 

Kariba attracted over 200 000 tourists per 

annum, and to revive this destination, 

scheduled flights will be re-introduced and the 

quality of road access will be enhanced. In this 

context, private airline operators are expected 

to play a prominent role.
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drive, building on attracting both domestic and 

foreign investment into the eleven Tourism 

Development Zones (TDZs) which have been 

identified by the National Tourism Master Plan. 

This and the overall growth of the Tourism 

sector will drive a robust job creation initiative 

by the tourism sector. Zimbabwe welcomes 

both local and Foreign Direct Investment (FDI) 

as part of local empowerment initiatives.  

Government will provide incentives such as Tax 

Rebates to encourage product diversification as 

well as geographical spread of product 

development in the country.

In order to position the sector for the boom 

after the Recovery Period, Government will re-

position the role of its public institutions to play 

an act ive ro le  in  increas ing tour ism 

infrastructure such as hotels and airstrips. 

I. Mosi Oa Tunya Development 

Company

II. Zimbabwe Parks and Wildlife 

Authority
The Strategy also identifies the Zimbabwe Parks 

and Wildlife Management Authority as a key 

dr iver of tour ism growth through i ts 

strengthened conservation efforts to position 

Zimbabwe as a leader in wildlife conservation 

and natural resources management. The Nation 

will, through the Zimbabwe Parks and Wildlife 

Management Authority, unlock investment in 

new and diversified tourism products through 

partnerships in the development zones in the 

National Parks countrywide. To this end, 

Zimparks will work on developing an inland 

beach in Matopos where a water-based theme 

park will be developed. Partnership proposals 

are welcome in this regard. Focus will also be on 

escalation of the ongoing refurbishment of 

lodges in National Parks and providing an 

anchor for the growth of domestic tourism.  The 

lodges are more affordable than private sector 

ones while they also generate revenue for 

sustaining the cost of conservation. 

Mosi Oa Tunya Development Company (Mosi) is 

a Special Purpose Vehicle (SPV) under the 

Ministry of Environment, Climate, Tourism and 

Hospitality Industry. It is a public investment 

vehicle for Government in the development of 

tourism in Victoria Falls. The company will 

spearhead tourism infrastructure development 

in Masuwe Estate in Victoria Falls in partnership 

with relevant Government Ministries and 

Agencies and private sector partnership. Work 

is underway to develop a comprehensive Area 

Development Plan for Victoria Falls to unlock 

investment potential in the Victoria Falls Special 

Economic Zone. 

 

5.4 Strengthening of Public Sector 

Investments in the Tourism Sector

Forestry Commission will further attract new 

investors in its concessions and work on 

reviving partnership arrangements in areas 

such as Sijarira Forestry in Binga. Similarly, 

efforts will be stepped up to attract high quality 

investors in other forests in the wildlife rich 

areas in Matabeleland North. The marketing of 

green spaces and forestry areas as new tourism 

products will also be incorporated in the tourism 

product. A new boutique hotel will be 

constructed at the Forestry Head Office in 

Harare through a joint venture partnership.

III. Forestry Commission
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The National Museums and Monuments of 

Zimbabwe (NMMZ), which falls under the 

Ministry of Home Affairs and Cultural Heritage is 

the custodian of the country's tangible and 

intangible heritage, including museums, 

monuments and historical assets. Some of 

these heritage sites have already been 

designated as World Heritage Sites (WHS) by 

the United Nations Education and Science 

Organisation (UNESECO). It is thus charged 

with the responsibility of the preservation of 

heritage sites which constitute some of the 

country's tourism attractions. 

5.5 Accessibility of Tourism Products 

The strategy recognises the paramount role of 

infrastructural development to guarantee

IV. National Museums and Monuments

Government will promote the development of 

ancillary facilities such as interpretive centres, 

camping sites and lodges at Museums and 

Monuments sites. It will further promote the 

development of more heritage and historical 

sites, including heritage trails/circuits as part of 

new experiential products for domestic and 

international tourism. As such, going forward 

the NMMZ will be supported financially for its 

heritage sites development, upgrading and 

maintenance programme. Quick win projects to 

be undertaken include the upgrading of the 

Balancing Rocks tourism site in Epworth and the 

reconstruction of Old Bulawayo Monument 

through a multi-agency approach.  The varied 

national and cultural heritage attractions 

scattered through ought the country will be 

effectively preserved, maintained and 

promoted to potential local and international 

visitors.  
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I. Development of Airstrips by the 

District Development Fund and Civil 

Aviation Authority of Zimbabwe 

(CAAZ)

II. Support for the National Airline

Visas are an important tool used to control the 

movement of people across national borders. In 

line with the Zimbabwe is Open for Business 

Mantra, the country will continuously review the 

visa regime. In addition, automation of the visa 

issuance system at ports of entry and the 

upgrading e-visa portals will facilitate smooth 

issuance of visas. Government will also expedite 

the adoption of the Univisa System to promote 

seamless movement of tourists in the region. 

The National Airline, Air Zimbabwe is envisaged 

to play a pivotal role towards destination 

Zimbabwe's post COVID-19 tourism recovery. 

As such, it is vital for Government to continue 

supporting the airline's recapitalization and 

capacity strengthening programme. This will 

enable the airline to improve its domestic air 

connectivity and introduce international 

services on old and new routes.

 

connectivity in the tourism sector, these 

being air transport development, world class 

road networks as well as provision of utilities 

such as electricity.  

To improve domestic air access, the public and 

private sector investments will be mobilised to 

develop air strips in Chirundu, Mana Pools, 

Nyanga, Kanyemba, Tugwi Mukosi and Hwange 

National Park. This will help promote small 

players that operate aircraft, with less than 30 

seats, which are ordinarily referred to as 

commuter airlines. This will be spearheaded by 

the Civil Aviation Authority and the District 

Development Fund together with interested 

private players.

  5.6  Establishment of the National 

Tourism Facilitation Review Process

Tourism depends on the ability of people to 

travel freely from where they live to their 

destination, crossing borders into other 

countries. In order to accelerate the 

implementation and integration of tourism 

policies in other Line Ministries, Government 

will put in place National Tourism Facilitation 

Review Process. The Review Process will 

harmonise policies, programmes and actions 

that promote tourism across various Ministries 

and Agencies that are key enablers of tourism. 

In addition, it will provide a platform for 

coordinated approach for facilitating tourist 

travel at ports of entry/exit and within the 

country and foster positive image building. 

5.7 Relaxation of the Visa Regime

5.8 Upgrading of Existing Border Posts 

and Opening up New Border Posts

 

Ensuring people are able to travel and engage in 

tourism activity, is central to realising the 

economic and other benefits of tourism growth. 

It is therefore Government is committed to 

facilitate smooth entry/exit of tourists into the 

country through upgrading of existing Border 

Posts to ease movement of tourists and vehicle 

traffic at all ports of entry. 
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Zimbabwe has been perceived by both 

domestic and international tourists as an 

expensive destination. The strategy therefore 

exalts the private sector to adopt competitive 

yield management strategies that will improve 

asset utilization without resorting to pricing 

regimes that limit tourists access available 

products and services. The focus is to attain 

levels of fees and levies that are regionally 

competitive.

Historically, the Government was involved in 

tourism investment through the Zimbabwe 

Tourism Development Corporation (ZTDC).The 

company was formed in 1984 in response to the 

disinvestment that occurred in the tourism 

sector soon after Independence, whereby a 

number of operators deserted their facilities, in 

a bid to sabotage the new black majority 

Government. The ZTDC was then set up as 

Government's investment arm in the tourism 

industry. However, in 1991, a decision was 

made to hive-off commercial operations of the 

ZTDC and the Rainbow Tourism Group (RTG) 

was formed from the commercial operations of 

ZTDC. The remaining functions of tourism 

marketing and promotion were then transferred 

to the Zimbabwe Tourism Authority (ZTA), 

through the Tourism Act, Chapter 14:20 of 

1996. In order to support infrastructure 

development, Government will create an 

Agency focused on tourism infrastructure 

development. 

  5.9 Creation of an Agency on Tourism 

Infrastructure

  5.10 Competitive Pricing Structure for 

the Tourism Industry

6.1.4 In addition, bed capacity is projected to

6.1.1 The Recovery and Growth Strategy 

assumes a 60% decline in arrivals 

resulting from COVID-19 and estimates 

that the country will receive 920 000 

tourist arrivals in 2020 and rise to 2.5 

million by 2025.

6.1.2 The average length of stay of tourists will 

remain steady at 3 to 5 days during 

planning period 2020 to 2025. However, 

average Hotel Occupancy rate will 

remain depressed at 8% in 2020 from 

48% registered in 2019, but is expected 

to rise to 43% by 2025. This is largely 

due to the expected slow recovery of 

regional and international tourism over 

the planning period.

 

 

 6.1.3 Resultantly, the tourism receipts are 

projected to fall from US$1.2 billion 

registered in 2019 to US$467 million in 

2020. An estimated 90% of these 

receipts will be drawn from regional and 

intra-African travel.  In 2025, the country 

is projected to earn 1.5 billion in tourism 

receipts.  

6.1  Achievement of the Tourism and Growth 

Recovery Strategy is premised on the 

achievement of respective objective 

targets. The following are the end-

period forecasts for each of the 

quantifiable strategic objective targets:- 

6.0 TARGETS, IMPLEMENTATION, AND 

MONITORING
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Projected Tourism Performance 2020 -2025

 

Indicator

 

Tourism 
Arrivals 
(Million)

 

Overseas 
Share 
(%)

 

Tourism 
Export 

Receipts 
(US$ 

millions)

 
 

Contribution 
to GDP (US$ 

billions)

 

Contribution 
to 

Employment 
(‘000’)

 

Contribution 
to Capital 

Investment 
(US$ 

millions)

 

Average 
Length 
of Stay 
(nights)

 

Available 
Bed 

Capacity 
(thousands)

 

Average Hotel 
Room 

Occupancy 
Rates (%)

 

2018

 

2.6

 

14

 

1386

 

2.8

 

101

 

100

 

4

 

13,538

 
                                     53

 
  

2019
 

2.3
 

15
 

1247
 

3.1
 

103
 

194
 

4
 

13,538
 

                                     48
 
  

2020
 

0.9
 

15
 

467
 

1.1
 

93
 

229
 

3
 

13,500
 

                                                                     8
 
  

2021  1.1  14  571  1.4  96  280 3 14,300 
                                                                   

31 
  

2022  1.2  14  623  1.5  100  305 4 15,200 
                                                                   

35 
  

2023
 

1.3
 

14
 

675
 

1.6
 

104
 

330
 

4
 

16,100
 

                                                                  
 

39
 

2024
 

2.1
 

15
 

1090
 

2.6
 

108
 

534
 

5
 

17,100
 

                                                                   

41
 
  

          

2025

 

2.5

 

16

 

1505

 

3.0

 

110

 

600

 

5

         

18, 100

 

43

 

          

 grow from 13 538 in 2020, to 18 100 by 

2025. However, employment is expected 

to decrease from 101 000 in 2019 to 93 

000 in 2020 due to the negative impact 

of Covid-19 pandemic and will rebound 

to 110 000 by 2025.

6.1.6 The projected tourism performance from 

2020 to 2025 is indicated in Table 1:1 

below. 

6.1.5 Equally, investment in the sector is 

projected to rise from US$229 million in 

2020 to US$600 million in 2025, on the 

backdrop of increased public sector 

investments and private sector initiatives 

the leading investment centers being 

Tugwi Mukosi, Victoria Falls, Kanyemba, 

Matopos, Harare, Binga and Kariba 

supported by the Tourism Recovery and 

Growth Strategy.   

6.1.7 The success of the Tourism Recovery 

Plan is premised on quick economic 

r e cove r y  and  mac ro - e conom i c 

stabilization, the gradual lifting of the 

global lockdown, easing of regional 

travel restrictions through opening of 

borders and resumption of local, 

regional and international flights.  
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The successful implementation of this strategy 

requires that all the relevant stakeholders play 

the role anticipated herein. In this regard, the 

Government, through its various entities, 

commits to play its facilitatory role meticously, 

effectively and efficiently. On the other hand, 

an invitation is hereby extended to the private 

sector to come forward and seize the 

numerous opportunities highlighted in this 

Strategy document. Being home and host to all 

the big five, (the big seven even!) and a leader 

in conservation, Zimbabwe offers massive 

investment opportunities in conservancies and 

wildlife based tourism facilities. The country is 

now Open For Business and we extend an 

open invitation to investors and tourists alike.

8.0  A CALL TO ACTION

7.1  An Implementation Matrix to enable 

ease of tracking of the execution of this 

Strategy by identified role players has been 

developed. Annual reviews of the Strategy 

will be carried out during the lifespan of the 

Strategy. Government will, continue to 

bear overall responsibility for the co-

ordination of the implementation of this 

Strategy. 

6.1.8 In order to accurately measure the 

performance of the Tourism Sector 

during the implementation period, a 

Tourism Satellite Account will be 

developed by the end of December 

2020. The Tourism Satellite Account 

(TSA) system, is a statistical tool 

adopted by the United Nations World 

Tourism Organisation (UNWTO) that 

measures the total economic impact of 

tourism. A technical Working Group led 

by Zimstat has already commenced on 

developing Zimbabwe's Tourism 

Satellite Account with support from the 

UNWTO and World Bank.  

7.0  STRATEGY IMPLEMENTATION, 

MONITORING AND EVALUATION
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