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Abstract 

Tourism in Rwanda is challenging. Since the country is small and hilly, it is difficult to tap the potential. As the country 

is blessed with diverse nature, the Rwandan government decided to combine ecotourism with high-end tourism, to 

exploit the full potential. This study aims to assess the extent to which these two types of tourism fit together, as 

well as if sustainability is a decisive argument in this upscale segment. In this context, ecotourism is characterized by 

its 3 core criteria: education, nature and sustainability. 

To evaluate the main question: to what extent can ecotourism projects help to promote the perception of Rwanda 

as a high-end tourist destination on the German market? As well as if sustainability is a decisive argument, interviews 

with stakeholder from the Rwandan tourism industry as well as German tour operators were conducted, to gain an 

understanding of both sites and then evaluate them according to the 3 ecotourism core criteria and the demands of 

high-end tourists. The results showed that there is a difference in the perception of the needs of high-end tourists. 

While the 3 core criteria seem to be too relevant while they are in booking decision with the tour operator. The high-

end lodges in Rwanda state an interest in these three criteria. 

It is evident from the results that there is a limited active demand for sustainable tourist products, while nature and 

education are more relevant, but not yet fully exploited. However, all interviewees indicated that ecotourism, and in 

particular sustainability, is experiencing an increase in demand and will continue to grow in importance in the future. 

Accordingly, the results suggest the driving markets approach is relevant to further drive demand in that segment. 

Rwanda as a high-end tourist destination on the German market? 

To what extent can ecotourism projects help to promote the 

perception of
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1 Introduction 

Rwanda, does not have a long history in terms of travel, yet it appears on lots of travel bucket lists as a top destination 

(Elliott, 2020). Luxury lodges run by global brands such as Singita, One&Only and Wilderness Safaris can be found 

around Rwanda's national parks and offer unique and nature-near experiences, with overnight rates exceeding USD 

15,000. These high-end lodges provide this expensive and lavish experience in conjunction with sustainability 

consciousness and philanthropic behavior. The objective of this study is to examine how ecotourism contributes to 

the high-end experience. 

1.1 Problem Definition 

Tourism in Rwanda is a challenge: The country is small and densely populated; this means capacities are limited. In 

order to become dependent on the tourism industry, the country must preserve the resources it has, so it can make 

use of them in the future. Conventional tourism or mass tourism concepts are therefore not suitable for the 

destination Rwanda, since these kinds of tourism often have negative impacts on the environment and local 

communities, as they are easily overburdened. Moreover, normal tourism often has the issue that local revenues do 

not stay local, and therefore, nothing remains except for the negative effects. 

Paul Kagame, the current president of Rwanda wants Rwanda to become the Singapore of central Africa (Africa’s 

Singapore?, n.d.). Although tourism was initially not a major part of Rwanda's strategy, the tourism industry has 

rapidly become one of the most important sources of foreign exchange income (Kabera, 2017, p. 20). The Rwandan 

government seems to understand the negative impact of conventional tourism, since they see the opportunity in the 

tourism industry to monetize and protect natural resources such as national parks, gorillas and other endangered 

animals. In the capital, the focus is on Meetings, Incentives, Conferences and Exhibitions (MICE) tourism, which is 

accountable for 42% of all tourist arrivals (RDB, 2021, p. 27). In the countryside, around the national parks, the 

country embarked on the way of high-end ecotourism, which can be subsumed below leisure traveling, which is just 

responsible for 7% of tourists’ arrivals (RDB, 2021, p. 27). 

When upscale tourists travel, they often spend a lot of money and want to demonstrate social status (Costa et al., 

2019). High-end tourism is often related to abundance, waste and materialistic things and seems to contradict the 

ecotourism idea, which is connected with values like sustainability, nature and education (Beaumont, 2011, p. 138 

et seq). It appears that these two ways of traveling are at odds with each other. In spite of this, lodges in Rwanda 

comprise both values. On the one side they position themselves as very luxurious.  

1.2 Objectives and research questions 

Due to the contrasts of ecotourism and high-end tourism, the author wants to elaborate how these two types of 

traveling fit together and to what extent ecotourism projects help to promote the perception of Rwanda as a high-

end destination on the German market. In order to answer these questions, we must first determine whether Rwanda 

is considered a global high-end destination and if the country meets the necessary requirements for that upscale 
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segment. The goal is to compare the needs of the typical high-end tourist with the supply in Rwanda on-site and to 

focus on the German segment and aims to find possible areas for improvement to attract more high-end travelers 

from the German source market. Additionally, the importance of sustainability as a decisive factor for a booking 

decisions will be examined to understand the relevance of sustainability in that high-end segment.  

In order to get an impression of the situation of tourism in Rwanda and, at the same time, to speak to locals and 

conduct interviews as well as visit the Singita Kwitonda Lodge. 

1.3 Structure 

This research is based on qualitative interviews with stakeholders in the tourism industry. To understand both sides 

better, the demand and supply, interviews were conducted with touristic players in Rwanda, like Singita, Wilderness 

Safaris and the Sabyinyo Community Livelihood Association (SACOLA) and Governors’ Camp cooperative and tour 

operators from Germany. Furthermore the author compared the demand of German high-end tourists with the actual 

supply by the Rwandan destination to evaluate the thesis based on the interview results. 

3 Methodology 

As part of this study, the author conducted semi-structured interviews in order to collect qualitative data and answer 

the main question: To what extent can eco-tourism projects help to promote the perception of Rwanda as a high-

end tourist destination on the German market? as well as the sub question: Is the sustainability factor a decisive 

argument for a booing decision? 

Several stakeholders from both sides were interviewed better to understand the supply in Rwanda on site as well as 

the demand on the German market. Rwanda's stakeholders were represented by a group of tourism providers from 

the high-end ecotourism segment, such as Singita, Bisate Lodge, and Governors Camp. They are the ones who 

maintain close contact with their customers, interact with them on a personal level, and determine their offers. As 

part of an effort to understand the government perspective, the RDB was interviewed, since they are the ones 

supporting the tourism industry and creating good conditions for tourists and investors. The interviews were 

conducted in October and November 2021. A few of them were done in person in Rwanda, others in writing or in 

calls via Microsoft Teams. The interviews consist of 9 main questions to understand the following topics.  

To understand the German target group  better, both sides had to define the German high-end ecotourist. To 

evaluate the environmental motivation and commitment of travelers, the second question aimed to conceive the role 

of sustainability within the booking decision for tourists as well for hotels. The third topic was to compare the emitted 

and perceived image of Rwanda. Another one aimed to understand the high travel expenses and compare Rwanda 

with their competitor Uganda in the north, which offers similar touristic products but is much cheaper. Next to the 

demand for tourism in Rwanda, which was discussed with all interviewees, the future development of their project 

and Rwanda as a high-end ecotourism destination was a topic, too. As well as the tourism strategy in general and 

how the hotels fit into it. To better understand the role of the government in the tourism strategy, the work of the 

RDB was thematized. 
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Due to the inductive approach, the author divided the coding into the following categories after the interviews based 

on the simplified transcripts. 

4 Results 

4.1 The Tourists’ Perspective 

4.1.1 The Typical High-End Tourists 

All three interviewees had difficulties defined that specific target group, as they all experienced that even within the 

high-end segment, the guests have individual preferences. For example, some guests prefer staying in camps, others 

like to explore cities and nightlife, to ascertain where and how locals are living, while others prefer to enjoy the 

nature (Appendix 6, p. X). High-end tourism is related to luxury, but there exists a wide range of understandings, 

because every individual has his/her own definition and requirements to call something luxury. (Appendix 5, p. X). 

Privacy and exclusivity, as well as unique or authentic experiences were described by almost all interviewees as 

something high-end tourists sought after. All three tour operators mentioned that a tourist who travels to Rwanda 

is mainly experienced in traveling to other countries in Africa or at least wildlife traveling and knows what animal 

experiences are about and wants to bring it to another level. Brunecker has described the high-end tourist it in more 

detail like this: 

So, the typical client is a couple, let’s say starting 40, up to any age, well educated, well-travelled. In most case, it’s 

very few clients going directly, without any previous travel or knowledge to Africa. And from that point on its totally 

individual. (Appendix 6, p. X) 

The last sentence of the quote underlines the statement about the individual understanding of luxury.  

Infrastructure is another important component for that kind of traveler (Appendix 7, p. X). Especially in Africa where 

proper streets are rare, guests of that segment are used to flying and tour operators generally recommend that rather 

than taking the bus or car. Many distances can be covered by air, whether by public plane or private helicopter, to 

avoid long distances on bad roads and maintain high standards (Appendix 6, p. X; Appendix 5, p. X). This is consistent 

with Hartmann's description of Africa tourists, whom she sees as sophisticated especially since they are a bit spoiled 

in terms of good infrastructure and high-quality lodges and she experienced demanding requirements in travel 

consulting (Appendix 7, p. X). However, Brunecker remarked that some tourists try to avoid the high helicopter fares 

and underestimate the importance of helicopter flights in the small country Rwanda. (Appendix 6, p. X). 

Pokorny contends that especially these high-end travelers tend to struggle with leaving their comfort zones. In some 

cases, this is caused by unforeseen, new situations or strenuous experiences that make the person feel 

uncomfortable. Some guests are looking for adventure excursions where they can learn from new experiences, but 

generally anything that makes them leave their comfort zone and sacrifice their luxury is usually not in their interest 

because they are used to their own standards (Appendix 5, p. X). 

Another important consideration for high-end tourists is the safety of a destination. The implementation of safety 

precautions often aggravates the conditions of travel. It is not surprising that Pokorny's answer to the question 
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regarding what the most important thing for high-end tourists is was swift and straight to the point: Safety and 

unique experiences (Appendix 5, p. X). 

According to all of the interviews, high costs do not pose a significant problem for these kinds of travelers. There are 

some tourists who are already aware of the special tourism in Rwanda, and they appreciate the reason for the high 

price strategy in regards to wildlife activities. While Pokorny described that their clientele has no problems with high 

costs for travelling between 30,000 to 100,000 USD (Appendix 5, p. X), Brunecker mentioned that there is still a 

percentage of 20% who are shocked and thereupon refuse the trip (Appendix 6, p. X).  

In the interviews the Rwandan tourist suppliers were asked what they thought about the high-end tourists from 

Germany, but they had even more difficulty answering this question than the German tour operators. They perceive 

European tourists as a whole and do not see any differences between them, but they said that they receive Germans 

on a regular basis.  

4.1.2 Purpose 

During the course of speaking with the interviewees about the behavior of high-end tourists, it is apparent that there 

is a shift in mentality within the high-end sector, and that classical materialistic values are growing less relevant. This 

type of change is characterized by Pokorny as the increasing importance of meaningfulness. The tourists are 

questioning the luxury to gain a better understanding of what really takes place on-site, which, according to Pokorny, 

is particularly prevalent among Germans (Appendix 5, p. X). In the booking process and while travel consulting, the 

tour operators felt that customers appreciated information about the projects of these lodges, and on site, they 

showed themselves interested in the practices and went backstage to learn more about the solar power and water 

purification plant or asked to visit schools and kindergartens, which are supported by the lodges. But it also goes 

beyond curiosity. Their questions reach further than asking about the projects; they want to know what they can do 

to assist and contribute. They enjoy being involved, in order better to understand the place where they are staying, 

as well as asking for philanthropic elements or giving back and are interested in seeing their positive contributions 

to local communities and the environment. This point is summed up by Nzayo as follows:  

Guests are choosing longer stays at one destination […] because they have a desire to immerse themselves in the 

place – learning about local culture, landscape and animals, and to become more involved, making travel more 

meaningful. (Appendix 2, p. X) 

In response to a question concerning the importance of sustainability for high-end tourists, it became apparent that 

there are still discrepancies. Baas and Brunecker saw an increasing awareness of sustainability, which mainly started 

within the last few years, which can be recognized by more offers and acceptance of carbon offsetting, which goes 

hand in hand with a greater awareness of the issue of climate change (Appendix 1, p. X; Appendix 6, p. X). Today, 

guests are increasingly concerned about their footprint and their impact on the environment, and they want to get 

informed about it (Appendix 5, p. X) and don’t mind paying more said Brunecker (Appendix 6, p. X). The opinions 

from Baas and Nzayo are confirming his statement, as they see those high-end travelers value conservation efforts 

of lodges as well if these luxury lodges keep it authentic and adapt the lodges to the surrounding environment 
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(Appendix 2, p. X; Appendix 1, p. X). Pokorny, however, described it as an awareness of preserving the earth for 

future generations and mentioned that this is not related to sustainability. Ecological and sustainable conscious 

behavior are out of place in his opinion, because if a person is traveling by airplane to Rwanda, they are everything, 

but not sustainable. According to Pokorny, high-end tourists' behavior is influenced more by their desire for 

meaningful experiences (Appendix 5, p. X), which can be attributed to their purpose for traveling. 

Even though the awareness of conservation and sustainable projects is described by almost all interviewees as an 

important part for high-end tourists, the customers do not have any special requirements in terms of sustainability, 

which they set as a condition, claimed Hartmann, while she shows herself surprised. This topic is, in her opinion, still 

irrelevant for the vast majority of customers (Appendix 7, p. X). Yet, said Pokorny. Pokorny stated that he could 

envision this happening in the future. From Pokorny's point of view, there is an awareness of the issue, but it does 

not appear to be top of minds of the majority of people. As a result, it is the responsibility of tour operators to 

communicate the sustainable efforts of lodges when they provide travel consultation (Appendix 7, p. X; Appendix 5, 

p. X). This is in line with Brunecker's assessment that acceptance of sustainability factors, which are associated with 

higher costs, is determined by the communication and explanation provided by travel consultants in the booking 

process. 

Hartmann urged tour operators to place a higher priority on sustainability, in particular given the fact that travel, as 

already noted by Pokorny, is anything but sustainable. This makes it even more important to improve the image of 

travel. But at the same time, Hartmann admits that they have to impose this on their customers, since the initial 

desire does not come from themselves, which she explained with an example of a flat-rate carbon offsetting payment, 

which is automatically added to each travel offer. 

The Rwandan tourism stakeholders came up with similar answers and perceive a rising interest in sustainability on-

site. Nzayo pointed out that “travelers are increasingly expecting responsible, ethical and sustainable destinations 

that do not compromise on luxury” (Appendix 2, p. X). 

4.1.3 The Experience 

Apart from the trend toward a more meaningful travel experience, it was evident that they all agreed that the most 

important part for high-end visitors is the experience. The quality of the experience played a central role in all 

interviews, regardless of the perspective of tour operators or on-site stakeholders of the Rwandan tourism industry. 

Baas said, “it’s all about your experience and the purpose of the travel and maybe less about how luxury the linen is 

that is on your bed” (Appendix 1, p. X) and Nzayo claims “luxury is not a unique selling proposition” (Appendix 2, 

p. X) in the high-end segment and the tourist experience comes first. Brunecker pointed out that for German travelers 

particularly, the experience is much more important than the accommodation (Appendix 6, p. X). 

What emerges from the interviews is that the experiences must be something special, but also refer entirely to the 

different expectations and images in the travelers’ minds (Appendix 6, p. X). Again, the on-site touristic providers 

were more concrete, using adjectives such as authentic and exclusive, which corresponds to their longing for privacy 
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(Appendix 1, p. X). Nzayo went even further, noting that: “The new luxury will be pristine nature, a light footprint, 

and holidays that make a difference, clean air, open spaces, and simplicity of design” (Appendix 2, p. X).  

As a summary, the following table (Table 3) comprises the most important areas of expectations for high-end tourists 

and briefly describes them. 

4.2 Rwanda’s Perspective 

4.2.1 Rwanda’s Image 

This emphasize on conservation is the result of Rwanda attaching importance to wildlife and seeing it as its duty to 

protect it, according to Baas (Appendix 1, p. X). Singita, as a global brand known for conservation, was even invited 

to Rwanda by Rwanda's president, Paul Kagame, further to drive conservation efforts and enhance Rwanda's tourism 

strategy by increasing high-end ecotourism offerings. In general, the targeted tourism strategy is to attract high-end 

tourists and prevent mass tourism or, as Nzayo described it, as “high-volume low-impact ecotourism” (Appendix 2, 

p. X). Taking this approach is vital to the conservation mission, since a large number of people would transform the 

gorilla experience into a zoo (Appendix 1, p. X; Appendix 5, p. X). This would disturb the wildlife and could result in 

the displacement of endangered mountain gorillas. 

When asked about the image of Rwanda as a destination, a point which was found in X of X interviews, was the 

safety aspect, which is compared to other African countries surprisingly well. The government is “raising the profile 

of destination Rwanda, into one of the safest, most sought-after bucket-list trips in Africa” (Appendix 3, p. X). They 

perceive Rwanda as a safe and well-organized country, with the aim of promoting tourism and attracting investors, 

which the government needs in order to achieve its ambitious development goals. It was evident from all interviews 

that Rwandans were satisfied with the government in general.  

Compared to Uganda, with whom they share the VNP and thus also the number one attraction, the mountain 

gorillas, Rwanda is also safer and further developed, which led Baas to say that tourists will have to come to Ruanda, 

if they are looking for “a very seamless experience” (2021, p. X). Especially when it comes to the high-end experience, 

the Rwandan industry is much more evolved in terms of luxury, stated Brunecker (Appendix 6, p. X). Even though all 

interviewees admitted that Uganda is a beautiful country, tourists face problems like corruption and stealing, noted 

Nkubana (Appendix 4, p. X). 

In regard to Rwanda's reputation as a country still associated with the genocide, the interviewees slightly differed in 

their opinions on the issue. Some noted that the tourists are preoccupied with concerns like safety issues. 

Nevertheless, they are agreeing that the situation is changing, and the image of Rwanda has improved. They all agree 

as well that the experience tourists have in Rwanda is completely different and does not confirm their preoccupation, 

which may have previously existed.  

4.2.2 Transportation 

Infrastructure is key for pleasant transport, but due to the hilly landscape and roads as the only way for transportation 

on the ground, trips in Rwanda usually take a lot of time. This forces tourists, who want to avoid that situation to 
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take helicopters for travelling longer distances in Rwanda (Appendix 6, p. X), since Rwanda is too small for domestic 

flights, and the few existing ones are often delayed or cancelled (Appendix 7, p. X). Those lodges offer the possibility 

to arrive by helicopter, and tour operators are taking this into account while planning the tour.  

4.2.3 The Lodges 

Nzayo observed that guests are craving open spaces and simplicity in design. During their vacation high-end tourists 

do not want to renounce luxury, when they travel to Rwanda and stay close to nature. These guests are looking for 

clean air and spending more time close to nature, the lodges are in close proximity to the National Park and designed 

in a nature way. The materials used for the construction are usually local and made of wood or volcanic stone, but 

at the same time, they match these criteria with high luxury standards and keep the focus on traditional interior and 

décor. To address the longing for open spaces, the lodges are often very spacious, and large glass fronts are used to 

let the guests feel they stay directly in nature.  

In Singita, there are 8 suites and one villa (Appendix 2.2, p. X) and Bisate only has 6 lodges for their guests (Appendix 

1, p. X). The bar and restaurant belonging to the premises are closed for external people, whether its locals or guests 

from other hotels. Nobody except the own guests is allowed to enter the properties and security people are at the 

entrance. Everything is behind a big wall of volcanoes stones, which limits the view from outside on the property, 

and the land is so wide that you do not feel cramped. That’s what the author experienced while visiting Singita. 

Hartmann outlined that the lodges in Rwanda invest a lot of money into sustainability projects and conservation, like 

reforestation. When asked about sustainability at Singita, Lydia gave a very detailed answer. Singita promotes 

themselves as a leader in conservation and luxury ecotourism, with a 100-year purpose to protect and preserve 

African wilderness for coming generations (Appendix 2, p. X). They focus on the combination of luxury aspects with 

conservation, which they consider in an “interdependent relationship between biodiversity, sustainability and 

community partnerships” and have the commitment to reduce their own and their customers’ ecological footprint 

(Appendix 2, p. X).  

Similar was the answer of Baas; she mentioned Wilderness Safaris sees itself not only as a hospitality organization, 

but also as a conservation organization, with a strong vision and mission. Wilderness Safaris already started in 1983 

with a focus on conservation and represents a pioneer in this area, which is known and respected by tourists, 

according to Baas (Appendix 1, p. X). The focus on luxury is there. “Everything should be 100%, very good and good 

quality, delicious foods, perfect service and all of that” (Appendix 1, p. X). The ecological part at Bisate is dominated 

by their reforestation program to expand the VNP like at Singita, with success to sighting more wildlife near the 

lodge, like gorillas, jackals, servals and golden monkeys. They remove invasive species like Eucalyptus to replace it 

with indigenous trees. But their contribution to the community and social aspects are also considered. Bisate has 

environmental clubs in primary schools around their lodges in Rwanda, where they teach pupils about conservation, 

nature and sustainability, to demonstrate benefits and to ensure more acceptance among the communities.  

4.2.4 Pricing 
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The addressed people for this kind of travelling are very affluent and, as Lydia said, high-profile people (Appendix 2, 

p. X), so pricing is mainly negligible. Rwanda is using the price as a method of limiting the number of tourists and at 

the same time maximizing the tourism revenues. Uwingeli mentioned the case that Rwanda increased the gorilla 

permit from 750 USD to 1500 USD and this didn’t lead to a decreasing number of visits, which makes him confident 

with the pricing strategy and decision they made (Appendix 3, p. X). Everyone agrees that Rwanda is forced to go 

this way, due to the limited space the country has and to be able to meet the needed standards in conservation. 

Other positive side effects highlighted by Baas are that it makes the experience even more exclusive and something 

special for guests (Appendix 1, p. X). 

When the tour operators were asked for feedback regarding the value of money the tourist experienced on-site, they 

all unanimously responded that the tourists they talked to after their Rwanda trip were overwhelmed and satisfied, 

to which especially the unique experiences like gorilla trekking contributed (Appendix 5, p.X). 

Prosper also mentioned the tourism revenue sharing program, which lead to increasing income for local communities, 

when the tourist revenues increase. The program comprises a kind of tax of 10% of the tourism revenues in order 

to support community development projects (Appendix 3, p. X). 

4.2.5 Activities 

The high-end lodges make an effort to provide an unforgettable experience for their guests, however some activities 

are not provided by high-end lodges, such as gorilla trekking. In this case, the lodges are expected to work closely 

with the RDB, who are responsible for the gorilla trekking and the experience the guests receive. Both parties, for 

example Lydia from Singita, and Uwingeli from RDB, praised their cooperation, and the RDB does take into account 

to maintain the service level, these high-end tourists get at the lodges and that these guests and also expect this 

from RDB (Appendix 3, p. X). 

The gorilla trekking experience is based on exclusivity too. The limitation to the maximum of 96 visitors per day 

(Appendix 2.1, p. X), makes the tour more private and exclusive for guests, as these close encounters are not 

comparable to any zoo. And it also makes you feel like you are not disturbing, interrupting or harassing these animals. 

(Appendix 1, p. X) 

As can be seen from this explanation of Baas, these smaller groups enhance the experience and make the situation 

even more remarkable. Besides being detrimental to wildlife conservation, this also undermines the high-end 

experience and special impressions during wildlife interactions.  

In the same manner, Hartmann pointed out that in the Akagera National Park there are relatively few lodges, and 

the park is not as commercialized as other wildlife national parks in Africa, so there are fewer visitors, and the park 

is less crowded. Hartmann noted that this further enhances the experience of the guests (Appendix 7, p. X). 

All the high-end lodges implemented nature-related activities into their tourist experience. At Singita, as well as in 

Bisate guests are invited to plant indigenous trees, to help with the expansion of VNP, the habitat of mountain gorillas 

(Appendix 1, p. X; Appendix 2, p. X).  
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At Singita, Lydia said, they “emphasize slowing down the entire experience creating the opportunity for guests to 

walk, learn, connect with nature, to sit quietly and meditate” (Appendix 2, p. X) and “awaken their senses” (p. X).  

The lodges give tourists an opportunity to engage themselves, like already mentioned with the contribution to the 

reforestation project. Baas described all these small projects as appreciated by guests: “they feel like their contribution 

is not just their visit to Rwanda, that it is a bit further reach into conservation, community and development” 

(Appendix 1, p. X). As well the involvement in local communities and getting to know the culture is part of the 

experience at these lodges. Baas said that guests are “welcomed into the lives of the people that live around Bisate 

Lodge” (p. X). Since the staff is mainly from the region (Appendix 1, p. X; Appendix 2, p. X), the guests have the 

possibility to talk to them and get involved (Appendix 1, p. X). Nkubana confirms this behavior with his experiences 

at Sabyinyo Lodge. Around the lodges are living mainly poor farmers, which the guests perceive and makes them 

help those people (Appendix 4, p. X). 

Nkubana provides an example of this behavior. The SACOLA organization offers tourists at the Sabyinyo Lodge the 

opportunity to donate a cow to a family in need in order to support local communities (Appendix 4, p. X). Pokorny 

knows of many customers who are committed to helping beyond their travel time and stay engaged (Appendix 5, p. 

X). 

In Table 4 the tourists’ requirements, as presented above, were categorized and compared with the existing offer of 

destination Rwanda. 

5 Discussion 

According to all interviewees, the typical German high-end tourist was difficult to describe, and this shows that there 

is no such thing as the typical German high-end tourist. In general, upscale tourists are seeking out destinations that 

provide a safe environment and a good infrastructure to facilitate their travels. Since most of the tourists in this group 

are affluent, money is not the primary determinant in the decision-making process, but the value for money shouldn't 

be underestimated, as they expect something in return for the amount of money they spend on vacation. Apparently, 

this is going hand in hand with their requirement for high levels of quality. It has been described that they are people 

who are deeply rooted within their comfort zone and do not seem to be interested in stepping out of it. The high-

end tourist market has acquired an understanding of luxury that is more purpose-driven than materialistic and there 

is a growing preference for experiences. The travelers want their traveling to have a meaning and have a growing 

concern for sustainability. For travelers of this kind, uniqueness, authenticity and exclusivity are of great importance 

to them while on a trip and they attach great importance to the experience during their trip. 

From the Rwandan perspective, high-end lodges in Rwanda already take this into consideration very well. In order to 

limit capacity and foster exclusivity, the properties tend to be large and have fewer rooms. Furthermore, sustainability 

is an important component, not just for Rwanda as a country, but also for the lodges. Numerous projects are 

undertaken to promote conservation and education of the local population. Gorilla trekking is a unique experience 

Rwanda can offer to tourists, and as a destination the country is safe, but has some infrastructure concerns. 



124 

 

Additionally, the study showed that Rwanda can be considered as an ecotourism destination according to Jones’s 

established criteria (2020, p. 14). All four of these national parks are known for their diverse biodiversity and are 

habitats for many endangered species. Based on the results of the study, Rwanda can also be considered to be a safe 

country, particularly in comparison with its neighbors, such as Uganda, which has a similar tourist offer but is far less 

developed and less secure, according to the interviewees. Furthermore, the government is very ambitious in providing 

stability and enhancing the economic environment for businesses and so, for private investors, with organs like the 

RDB and programs like the tourism revenue sharing in order to support communities, meet their needs and increase 

acceptance.   

Firstly, the author will discuss the sub question, whether sustainability plays a role in the high-end segment before 

discussing the overall contribution of ecotourism to the high-end experience on the basis of the identified factors: 

the experience, accommodation, purpose, pricing and destination in order to answer the main thesis of this research. 

5.1 Is the Sustainability Factor a Decisive Argument for a Booking Decision?  

When it comes to the comparison between the interviews of tour operators and lodges on-site, the results show, 

that both sides observed sustainability becoming more important for travelers. But there is a discrepancy noticeable, 

too. Tour operators said that guests don’t actively ask for sustainability efforts of lodges in the booking process. The 

tour operators are the ones who are pushing this topic into the traveler’s mind and bringing attention to it. While 

Hartmann perceived the high-end tourists as not too committed to sustainability, Brunecker and Pokorny noticed 

some interest, after the travel consultants had to explain the advantages and reasons for extra costs and awaken 

their sensibility for sustainable efforts. Their assessments show that sustainability is not top of mind among high-end 

tourists and lead to the assumption, that sustainability is a nice feature of a location which was presented to them, 

but it’s not too important to influence the final decision. This could be confirmed by the statement of Pokorny, 

regarding the hypocrisy when sustainably oriented tourists fly, since taking the plane is anything but sustainable in 

his opinion.  

In the conversation with Brunecker, he pointed out that after travel consultation and an explanation of all 

sustainability advantages, the majority preferred the option which was more environmentally friendly. Even if this is 

not an indication of a strong conviction for the topic of sustainability, an awareness of this subject is evident. In 

addition, Pokorny's perception of the desire to preserve nature for future generations may be interpreted as an 

understanding of sustainability, even if he did not explicitly mention it. 

From the lodge’s perspective in Rwanda, one can speak of agreement that high-end tourists care about sustainability. 

They report interested behaviour for their projects and efforts, as they actively ask about them and are willing to get 

taught about them. The high-end tourists are inclined to visit the projects, like kindergartens, schools and other 

community projects, which would not be necessary if sustainable values wouldn’t be important for them. Since they 

already booked a stay at a sustainable destination and their guilty conscience would have been calmed, there 

wouldn’t be any need to show any further interest in deep diving into the lodge’s projects. This shows that the 

awareness of a need for more sustainability exists, and people are concerned. 
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Additionally, sustainability is becoming more and more awareness, since topics like climate change and the related 

bad news are taking up more airtime in the media, which can be a driver for hightened concern.   

However, the research has shown as well that there is an unequal perception between tour operators and the tourism 

industry on the ground in Rwanda. The author sees three different reasons which could be responsible for that result. 

These lead to the following hypotheses: assuming that German high-end tourists care for sustainability, but they 

don’t tell the tour operator while travel consulting, it could be assumed that (1) the interest in sustainability awakens 

only on-site and is actively demanded by tourists, (2) the tourists really don’t care much about sustainability and the 

hotels are giving more relevance to sustainability as needed, to pursue the driving markets approach or (3) the 

German tourists are the ones who do not care much about sustainability, whereas tourists from other source markets 

indeed care about ecological and social aspects while travelling. These three hypotheses provide opportunities for 

further research in this area. 

The results show that sustainability is not top of mind by high-end tourists, but there is definitely a trend towards 

more relevance that is noticeable, and tourists start to care more, even if it is not directly considered initially by 

tourists and at the present time not yet very pronounced. Right now, it is up to the tour operators’ communication 

and outlining of the sustainability advantages and the lodges who must provide sustainable experiences, to further 

drive this demand.  

5.2 Is Ecotourism Contributing to the High-End Experience? 

To evaluate in which way ecotourism is contributing to the high-end experience on site, the definition of ecotourism, 

which relies on the core-criteria nature, education and sustainability, will be compared with the needs of typical high-

end tourists and offerings of the lodges on site.  

The results from the tour operators and the high-end lodges in Rwanda do not completely coincide under the 

consideration of nature as an important factor for traveling. From the interviews with the tour operators, it appears 

that nature is not a determining factor for the trip itself. But they are interested in nature conservation and 

preservation for the future, which can be interpreted as a certain interest in nature. In addition, it must be assumed 

that when choosing a destination such as Rwanda in conjunction with wildlife experiences, there should be some 

connection to nature. The high-end lodges in Rwanda embody nature in themselves. The lodges are not just built 

within nature, they are mainly constructed with natural resources and adapt well to the environment, to ensure a 

close to nature experience and totally address people with a longing for close to nature experience and clean air, as 

Nzayo described.  

The second core-criteria education shows way more overlaps between the tourist’s behaviour and the destinations' 

offering. All interviewees described their perception of a growing interest in what camps are doing and their 

contribution to the environment, wildlife and communities which is not just a topic in the booking process, when 

the travel specialist is describing the lodge. The guests continue to show their curiosity and interest as well on-site, 

when it comes to specific projects of the lodges. This shows that high-end tourists have a willingness to learn. On 

the Rwandan side, the high-end lodges address this demand, with short trips to communities, where travelers can 
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experience and apprehend the culture and local people. This demonstrates that this ecotourism core-criteria fits well 

in high-end tourism, as well as it is being perceived and integrated into the tourism experience in Rwanda by the 

high-end lodges. As well the RDB, who is responsible for the gorilla trekking in the VNP includes the learning 

component into the experience. Singita, for example, also contributes to the full gorillas’ experience, when they give 

their comprehensive gorilla briefing in the conservation room. Which additionally makes the experience even more 

unique. 

The third core-criteria comprises sustainability. As the answer to the first sub-questions showed, sustainability is not 

that relevant in the booking decision for high-end tourists at the moment, but it is becoming more awareness. 

Therefore, the author will just compare that demand to the offerings and ambitions of the destination Rwanda itself. 

As mentioned in the theoretical foundation, Rwanda itself attaches great importance to sustainable development. 

The lodges have high conservation standards and integrate sustainability into their high-end concepts. The results 

demonstrate that the lodges are delivering on their sustainability promise, as evidenced through successful projects 

such as the reforestation programs that are expanding wildlife habitats through an expansion of the national park.  

The findings on core criteria suggest that there are certain parallels between high-end tourism and ecotourism. 

Especially the education criteria seem to align the most of these three, while sustainability is getting more into focus 

for the high-end travellers, the full potential is not yet achieved.  

The efforts in the core criteria nature and sustainability seem to exceed the needs of high-end travellers. Especially 

with regard to sustainability, the results show that the demand from the tourists' point of view would not exist 

without the explanation and the pointing out of the travel experts and still the efforts in sustainable projects of the 

high-end ecolodges are definitely far more elaborated than initially demanded by the German target group.  

The results of the two questions, whether ecotourism is contributing to the high-end experience and the factor of 

sustainability within the booking decision is where Beaumont's driving markets approach can be considered 

(Beaumont, 2011, p. 138). High-end ecolodges need to drive sustainability education and implement sustainability 

into their communication and marketing. The integration into tourism activities can raise awareness for greater 

sustainability among these high-end travellers. In fact, they have a very good chance of doing so, as nowadays 

sustainability is becoming an increasingly important part in many people’s life. But as Hartmann mentioned, the tour 

operators have a stake in this evolution as well (Appendix 7, p. X). They are the ones who must make the tourist 

aware before they book a destination and delineate the advantages, so high-end tourists decide in favour of 

sustainable options. 

5.2.1 The Experience 

The increasing relevance of the experience itself and more meaningfulness in travel outlines that the luxurious part 

and materialistic values are getting less attention from the guests. The questioning of the materialistic values is 

according to Pokorny especially among Germans well developed, but as others haven’t confirmed this statement and 

a comparison with high-end travellers from other countries is missing, one cannot say that this is a special 

characteristic of German high-end travellers.  Luxury is becoming more a minimum standard for high-end lodges and 
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to convince customers a unique experience is needed. Under the consideration of the experience the destination 

Rwanda as well as the high-end lodges on-site presents itself very well. The results revealed that high-end tourists 

attach great importance to values such as exclusivity, privacy, authenticity and uniqueness. 

Another promising finding is that projects such as reforestation are not only beneficial for the wildlife in the national 

park itself, but it also brings them closer to the lodge and thus to the guests. A side effect and advantage are that 

these unexpected wildlife encounters contribute to an unforgettable and unique experience. 

A contradiction in the findings can be found in the statement that high-end tourists are deep in their comfort zone. 

This would indeed be a problem for a destination like Rwanda, since the options for transportation are limited and 

comfortable travelling is just possible by helicopter. It is especially problematic with safaris and monkey trekking. This 

requires a lot of willpower to move in the mud and to get very close to nature. But the cooperation between the 

high-end lodges and the RDB showed, that the staff of the RDB takes the high standards of the upscale tourist into 

account to maintain the service level. 

5.2.2 The Accommodation 

As already described in the theoretical foundation from Atwal & Williams, the results confirm that the materialistic 

component is getting less important for high-end tourists. For these guests the experience is much more important. 

But the survey of the interviewees also shows that luxury continues to have a high priority. Pure luxury can no longer 

be counted as a prerequisite for a booking decision, but not just because it is no longer important to tourists. Luxury 

is still important to them, and they see it more as a minimum requirement of an accommodation where they want 

to spend their vacation and it is therefore essential for ecotourism projects in this high-end segment to maintain a 

high standard in order to keep up with the demands of this sophisticated target group.  

The results show that the lodges themselves contribute a lot to creating authentic experiences. In the case of Bisate 

and Singita, the furnishings are very extravagant and distinctive. They pay attention to local traditions and design, 

which they incorporate into their luxurious standards and style of the lodges. This provides an authentic local 

experience for guests, which is fully focused on Rwanda and the nature experience.  

The limitation of rooms as well contributes to the high-end experience at the lodge, because less people mean more 

exclusives. As well this provides more privacy, which is ideal for high-profile tourists, since they are probably known 

and want to spend their vacation undisturbed.  

5.2.3 The Purpose 

Another promising finding, which at the same time confirms the result that there is a shift away from materialistic 

values, is that the purpose is a determinant argument for a travel decision in the high-end segment. Additionally, this 

is contributing to the assumption that sustainability is becoming more relevant. High-end travelers pay attention to 

what they spend their money on. The interviews showed that they actively question this on site and value 

philanthropic activities. Their goal is to give something back on vacation. Of course, this can be due to a guilty 

conscience, but in the end, it comes down to whether they take advantage of the opportunities for engagement. 
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And the results depict that they value these givebacks, but the anticipation in the booking process seems to be the 

same as with sustainability. This is not really surprising, since sustainability and philanthropic behavior both 

presuppose a certain renunciation of one's own needs. It can therefore be assumed that the demand for significant 

trips with positive effects for local populations will also increase in the future. On-site, according to the tourism 

providers, the acceptance of these activities and the will to help already exists. This finding is evidence that ecotourism 

projects can enhance the travel experience for high-end tourists. Above all, ecotourism, which is based on the three 

core criteria, includes the sustainability component, where the social component can be equated with this 

philanthropic manner, but also the will and understanding to preserve nature for future generations and to engage 

for that goal on-site, fits well with the ecological component of ecotourism. The lodges also integrate this very well 

and embed these social and environmental projects into their on-site experience to be able to satisfy the need of the 

high-end tourists to get involved, with projects where guests are invited to plant a tree at Singita or Bisate, as well 

as the one cow per family project from the Sabyinyo Silverback Lodge. 

5.2.4 The Pricing  

It turned out that pricing is a secondary and more irrelevant factor for high-end tourists, which is quite important for 

the high-end ecotourism segment. High-end lodges have by default, due to their high standard, prices at the upper 

edge, but with the combination of costly sustainability concepts for avoidance of air conditioning, recycling and 

waste reduction and use of local resources, which must be additionally considered in the construction of the lodges, 

lift the already expensive prices to another level. In addition, there are these projects, such as reforestation, school 

projects, as well as scholarships for students, which the high-end tourists have to finance indirectly through higher 

over-night prices. 

Nevertheless, wealthy tourists do not spend their money indiscriminately and pay attention to good value for money 

when choosing a destination. The results of the interviews with tour operators depict consensual, that the price-

performance ratio is balanced in the case of high-end destinations in Rwanda, which can be deduced from the fact 

that all guests express satisfaction, and no negative feedback comes back to tour operators while and as well after 

their tours.  

The results demonstrate that the high price strategy resulting from the limitation of gorilla permits per day in order 

to reduce the number of visitors is not just helpful in terms of conservation, since it provides more protection for the 

gorillas in their habitat, but at the same time it makes the experience even more exclusive and thus promotes high-

end tourism. From this it can also be deduced that ecotouristic activities contribute to high-end experience. 

5.2.5 The Destination 

While the results show that safety is one of the most important requirements for a high-end destination, it also gets 

confirmed by all interview partners that Rwanda is safe. Additionally, these high-end ecolodges have a certain status 

that stands for reliability, as Hartmann described. Rwanda as a destination benefits from their reputation, because 

high-end tourists know what to expect in terms of service and accommodations and at the same time project these 

values onto Rwanda. They therefore act as a seal of trust for this destination, as they radiate security, and it is fair to 



129 

 

say that these high-end ecolodges are making a big contribution to the perception of Rwanda as a safe destination. 

But on the other hand, which has to be admitted, is that this is probably not related to ecolodges in particular, since 

other globally known brands would probably have the same effect on high-end tourists, as long as they trust these 

brands.  

However, the results also show that Rwanda’s infrastructure is not crumbling. Streets are in good condition and can 

be used for car transportation. But the hilly landscape severely limits possible fast travel conditions, with Rwanda 

being just the size of Brandenburg, short distances can take a tremendous amount of time. The results showed that 

these high-end tourists are sophisticated and value comfortable travelling and especially Africa experienced tourists 

are experienced to fly everywhere. Compared with the existing infrastructure of long car distances and almost now 

domestic flights, there just remains the possibility to travel by helicopter, if it comes to convenient and fast travel, 

what makes traveling in Rwanda very costly. 

5.3 Limitations 

The practice of conducting interviews simultaneously on both the supply and demand sides proved to be unfavorable. 

These results from the demand side would have been helpful in structuring the interviews with stakeholders in 

Rwanda, which represent the perspective from the supply side. As a result, a more precise coordination of the 

questions could have been achieved. While these are special times through COVID, which impact the tourism industry 

in general, it has been difficult for both parties to schedule interviews. It is understandable that many in this industry 

had other concerns besides interviews, because many employees have been laid off, and many businesses are 

understaffed, while at the same time, demand has plummeted, resulting in lost sales. 

Considering the constraints of space, the discussion about the sustainability of high-end ecotourism has been lightly 

touched upon in this paper, which can be revisited to support further study. Furthermore, it would be interesting to 

evaluate whether local ecotourism products could satisfy the desire of these affluent guests to experience unique, 

authentic and exclusive experiences, without having to fly. 

To better understand the typical German high-end tourist, a study based on a comparison with high-end travelers 

from other countries could be helpful. This investigation could reveal differences between the characteristics of the 

travelers and make it possible to create a profile of a typical German high-end tourist. 

A further topic for future research could be the perspective of tourists, in order to assess the reasons for the unequal 

perception of the tourists' preferences when making a booking decision, and how they behave on site as described 

by the touristic service providers. To evaluate the changes in preferences that occur during the travel period, it would 

be appropriate to conduct a survey of tourists regarding their philanthropic and sustainable values before and after 

the trip. 

Since Rwanda is focusing on diversification of the tourism products and MICE tourism is responsible for 42% of all 

arrivals, the evaluation of the combination of MICE tourism with high-end ecotourism would be interesting and 

helpful for Rwanda in order to grant sustainable growth and diversification. Especially, the part Incentives from MICE 
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could be the intersection of both touristic segments, when bonuses or rewards are used as incentives from companies 

or at conferences. 

6 Conclusion 

The results indicate that there are no typical German high-end tourists. In general, the segment is extremely diverse 

and is dependent on the requirements and expectations of individual clients, which are difficult to reduce to an 

example that can be generalized. It can be concluded, however, that high-end tourists place a high value on 

experience - this is almost above anything else and is also a driving factor in the travel decisions of high-end tourists. 

Luxurious accommodations can be viewed as something mandatory, which must be met in order to be considered 

as a destination for this upscale tourist segment. Unsurprisingly, the price is secondary in this segment. Nevertheless, 

the high-end tourists expect great value for money, since the price they pay is not insignificant. Besides that, a 

destination needs good infrastructure, a safe environment and uncomplicated accessibility.  

On the basis of the results, it can be concluded that Rwanda as a destination fits well into the high-end segment. 

Rwanda has many aspects that are characteristic of a high-end destination, including first-class accommodations, 

unique experiences, and limited access. The country scores well in terms of general requirements, such as security 

and accessibility. It appears that its infrastructure poses the only minor difficulty. Despite the basic infrastructure 

being in place, the geographical conditions of the country restrict the possibilities and make travel routes long and 

time-consuming. Consequently, helicopter transportation is the only viable option for a fast and convenient travel 

experience. 

Since it is proven that Rwanda is a high-end destination, the purpose of this research was to elaborate on the extent 

of ecotourism contributing to this. From the accommodations perspective it can be said that these ecolodges do a 

great job in creating an authentic experience with great exclusivity in luxurious lodges and an escapist touch, which 

highly aligns with high-end touristic values. In this research, the definition of ecotourism based on the three core-

criteria education, nature and sustainability was used as a basis to assess the extent to which ecotourism contributes 

to the high-end experience in Rwanda. From the Rwandan perspective it can be said that the destination itself delivers 

on all three areas. The ecolodges are not just located in pristine nature, they all follow a very natural approach to 

deliver in terms of nature-near experiences. As well, the lodges and the RDB include activities for learning and options 

to go backstage in their program. The sustainability criterion is also very well fulfilled by Rwandan lodges. In fact, this 

can be seen as one of their focal points, at least at Wilderness Safari and Singita. Their sustainability concepts prove 

to be comprehensive and are deeply embedded in their practices. 

However, from the interviews with the tour operators it can be deduced that these three criteria are not demanded 

by high-end tourists initially. They report that tourists do not come up with suggestions or specific wishes in terms 

of sustainable destinations or educational activities while travel consulting. This proves that there is low initial interest 

in sustainability, but it is up to the way of communication. The tour operators are the ones who have to explain the 

advantages of sustainable travel options. If it’s done properly among some high-end tourists, the understanding of 

sustainability needs is noticeable. But sustainability is far from away from being the decisive argument, even though 

it is getting more into focus and at the moment it looks like it will be one in the future.  
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The results have shown that there is a great discrepancy between the standards and services offered on-site and the 

activities and accommodations demanded and desired by German high-end tourists. Due to this status quo, one 

cannot speak from a market driven approach, as it was described by Jones, rather this is where the use of the driving 

markets approach, like Beaumont outlined, can be helpful for the lodges or Rwanda in particular, to further drive 

the longing for sustainability, education and nature and to expand the demand. What supports the driving market 

approach is that all interviewees report a rising awareness of sustainability, which appeared in the recent years and 

is expected to increase. 

Finally, it can be deduced from the results that ecotourism certainly contributes to promoting the high-end experience 

on site. Even if this currently happens more indirectly, such as through contributing to unique, exclusive and authentic 

experiences, which are values high-end tourists are attracted to and not directly through the demand for sustainable 

travel offers or a longing for educational and natural experiences. What should be considered, however, is that this 

is reflected by the perspective of the tour operators, and it could be that although tourists are interested in this, they 

do not actively communicate it to their tour operators. However, this contradicts the findings of the tourism providers 

in Rwanda, who report sustainable behaviour and an interest in this topic and confirms a discrepancy between the 

perception of the behaviour of high-end tour operators and tourism stakeholder on-site. This provides opportunities 

for further research to interview high-end tourists before and after their trip on their attitudes towards ecotourism 

core-criteria. 

 

Bibliography 

African Development Bank Group. (2016). Rwanda. Bank Group Country Strategy Paper 2017 - 2021. 

African Parks. (2020). 2020 Annual Report. 

Atwal, G. & Williams, A. (2009). Luxury brand marketing -- The experience is everything! Journal of Brand 

Management, 16(5/6), 338-338–346. https://doi.org/10.1057/bm.2008.48 

Ávila-García, P. & Sánchez, E. L. (2012). The environmentalism of the rich and the privatization of nature: high-end 

tourism on the Mexican coast. Latin American Perspectives, 39(6), 51–67. 

Ban, J. & Ramsaran, R. R. (2017). An Exploratory Examination of Service Quality Attributes in the Ecotourism Industry. 

Journal of Travel & Tourism Marketing, 34(1), 132-132–148. https://doi.org/10.1080/10548408.2016.1141155 

Beaumont, N. (2011). The third criterion of ecotourism: are ecotourists more concerned about sustainability than 

other tourists? Journal of Ecotourism, 10(2), 135-135–148. https://doi.org/10.1080/14724049.2011.555554 

Cini, F., Leone, L. & Passafaro, P. (2012). Promoting Ecotourism Among Young People: A Segmentation Strategy. 

Environment & Behavior, 44(1), 87-87–106. https://doi.org/10.1177/0013916510389313 

Close, C. (2021). Eco-wakening: how consumers are driving sustainability. 

https://www.weforum.org/agenda/2021/05/eco-wakening-consumers-driving-sustainability/ 



132 

 

Correia, A., Kozak, M. & del Chiappa, G. (2020). Examining the meaning of luxury in tourism: a mixed-method 

approach. Current Issues in Tourism, 23(8), 952-952–970. https://doi.org/10.1080/13683500.2019.1574290 

Costa, A., Abreu, M., Gestão, Á. & Barbosa, B. (2019). Millennials’ trends in luxury marketing: The ecoturism. 2019 

14th Iberian Conference on Information Systems and Technologies (CISTI), 1–6. 

https://doi.org/10.23919/CISTI.2019.8760822 

Destatis. (2021). Statistisches Länderprofil Ruanda. www.destatis.de/kontakt 

Duffy, R. (2014). Interactive elephants: Nature, tourism and neoliberalism. Annals of Tourism Research, 44, 88-88–

101. https://doi.org/10.1016/j.annals.2013.09.003 

Elliott, C. (2020). Bucket List Travel: The Top 21 Destinations For 2021. 

https://www.forbes.com/sites/christopherelliott/2020/11/14/bucket-list-travel-the-top-21-destinations-for-

2021/?sh=1b8074d4545d 

FVW Medien GmbH. (2019). Beliebteste Reiseziele der Deutschen in Zentral- und Südafrika nach Touristenankünften 

im Jahr 2018. Statista. https://de-statista-com.pxz.iubh.de:8443/statistik/daten/studie/874393/umfrage/beliebteste-

reiseziele-der-deutschen-in-zentral-und-suedafrika-nach-ankuenften/ 

Gatsinzi, J. & Donaldson, R. (2010). Investment challenges in the hotel industry in Kigali, Rwanda: Hotel managers’ 

perspectives. Development Southern Africa, 27(2), 225-225–240. https://doi.org/10.1080/03768351003740548 

Google Maps. (n.d.). Distance from Kigali to Canopy Walk. Retrieved November 20, 2021, from 

https://www.google.com/maps/dir/Kigali,+Rwanda/Canopy+Walkway,+Cyangugu-+road,+Butare,+Rwanda/@-

1.9501061,30.0970196,16.43z/data=!4m14!4m13!1m5!1m1!1s0x19dca4258ed8e797:0xf32b36a5411d0bc8!2m

2!1d30.0618851!2d-

1.9440727!1m5!1m1!1s0x19c2e8e8230fa845:0x9a73773bf7a334c9!2m2!1d29.195544!2d-2.4758046!3e0 

Governors’ Camp Collection. (n.d.). Sabyinyo Silverback Lodge. Retrieved November 3, 2021, from 

https://www.governorscamp.com/safari-camps/sabyinyo-silverback-lodge/ 

Jones, G. (2020). Luxury Tourism and Environmentalism. https://doi.org/10.1093/oxfordhb/9780190932220.013.31 

Kabera, C. (2017). Entrepreneurialism in tourism and economic growth in Rwanda: challenges for policy formulation. 

Kivu Belt DMU. (n.d.-a). Gishwati Forest National Park. Retrieved November 24, 2021, from 

https://kivubelt.travel/gishwati-forest-national-park/ 

Kivu Belt DMU. (n.d.-b). Kivu Belt Destination Management Unit. Retrieved November 3, 2021, from 

https://kivubelt.travel/about-the-kivu-belt-destination-management-unit/ 

Lu, A. C. C., Gursoy, D. & del Chiappa, G. (2016). The Influence of Materialism on Ecotourism Attitudes and 

Behaviors. Journal of Travel Research, 55(2), 176-176–189. https://doi.org/10.1177/0047287514541005 



133 

 

Manoj, M., Das, A. R., Chandran, A. & Mandal, S. (2020). Antecedents of environmental engagement and 

environmental learning behaviour. Journal of Hospitality and Tourism Insights, 3(4), 431-431–450. 

https://doi.org/10.1108/JHTI-01-2020-0001 

Margles, S., Masozera, M., Rugerinyange, L. & Kaplin, B. (2010). Participatory Planning: Using SWOT-AHP Analysis 

in Buffer Zone Management Planning. Journal of Sustainable Forestry, 29, 613–637. 

https://doi.org/10.1080/10549811003769483 

MINECOFIN. (n.d.). Vision 2050. 

MINECOFIN. (2000). Rwanda Vision 2020. 

MINICOM. (2009). Rwanda Tourism Policy. 

Newsome, D. & Hassell, S. (2014). Tourism and conservation in Madagascar: the importance of Andasibe National 

Park. Koedoe - African Protected Area Conservation and Science, 56(2). https://doi.org/10.4102/koedoe.v56i2.1144 

One&Only. (n.d.-a). Gorillas Nest. Retrieved November 2, 2021, from https://www.oneandonlyresorts.com/gorillas-

nest 

One&Only. (n.d.-b). Nyungwe House. Retrieved November 24, 2021, from 

https://www.oneandonlyresorts.com/nyungwe-house 

RDB. (n.d.). Rwanda – Your next luxury eco-tourism destination. Retrieved November 2, 2021, from 

https://www.visitrwanda.com/rwanda-your-next-luxury-eco-tourism-destination/ 

RDB. (2020). Rwanda Development Board Annual Report 2019. 

RDB. (2021). Rwanda Development Board Annual Report 2020. 

Reuters. (2019). Rwanda signs deal with Paris St Germain to promote tourism. https://www.reuters.com/article/uk-

rwanda-tourism-soccer-idUKKBN1Y81LX 

Russo, V., Re, A., Angelini, A. & Jabes, D. (2017). An Analysis and Comparison of Expectations and Perceptions on 

Sustainable Tourism among Italian and German Tourists. Journal of Tourism & Leisure Studies, 2(3), 1-1–11. 

https://search.ebscohost.com/login.aspx?direct=true&db=hjh&AN=128129144&site=eds-live 

Singita. (n.d.-a). Conservation at Volcanoes National Park. Retrieved November 30, 2021, from 

https://singita.com/conservation/volcanoes-national-park 

Singita. (n.d.-b). Kwitonda Lodge. Retrieved November 2, 2021, from https://singita.com/lodge/singita-kwitonda-

lodge 

Snyman, S. & Leiman, A. (2013). High-end ecotourism and rural communities in southern Africa : a socio-economic 

analysis. http://hdl.handle.net/11427/5689 



134 

 

Tang, Y. (Elina) & Hinsch, C. (2018). Going green to be morally clean: An examination of environmental behavior 

among materialistic consumers. Psychology & Marketing, 35(11), 845-845–862. https://doi.org/10.1002/mar.21139 

Africa’s Singapore? (n.d.). Retrieved November 23, 2021, from 

https://www.economist.com/business/2012/02/25/africas-singapore 

TIES. (n.d.). What Is Ecotourism? Retrieved October 31, 2021, from https://ecotourism.org/what-is-ecotourism/ 

United Nations. (2019). Population density in Africa as of 2020, by country (in people per square kilometer) [Graph]. 

Statista. https://www-statista-com.pxz.iubh.de:8443/statistics/1218003/population-density-in-africa-by-country/ 

Vinzenz, F., Priskin, J., Wirth, W., Ponnapureddy, S. & Ohnmacht, T. (2019). Marketing sustainable tourism: the role 

of value orientation, well-being and credibility. Journal of Sustainable Tourism, 27(11), 1663–1685. 

https://doi.org/10.1080/09669582.2019.1650750 

Wilderness Safaris. (n.d.-a). Bisate Lodge. Retrieved November 24, 2021, from https://wilderness-safaris.com/our-

camps/camps/bisate-lodge 

Wilderness Safaris. (n.d.-b). Our Purpose at Bisate Camp. Retrieved November 30, 2021, from https://wilderness-

safaris.com/our-camps/camps/bisate-lodge/purpose 

World Bank. (n.d.-a). International tourism, number of arrivals. Retrieved November 24, 2021, from 

https://data.worldbank.org/indicator/ST.INT.ARVL 

World Bank. (n.d.-b). International tourism, number of arrivals - Rwanda. Retrieved November 24, 2021, from 

https://data.worldbank.org/indicator/ST.INT.ARVL?locations=RW 

World Bank. (n.d.-c). International tourism, number of arrivals - Sub-Saharan Africa. Retrieved November 30, 2021, 

from https://data.worldbank.org/indicator/ST.INT.ARVL?locations=ZG 

Zukunftsinstitut. (n.d.). Megatrend Neo-Ökologie. Retrieved November 1, 2021, from 

https://www.zukunftsinstitut.de/dossier/megatrend-neo-oekologie/ 

 

  


