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Impact of COVID-19 on small community-based 
tourism businesses: diversification of opportunities 

and threats in modern Africa

Abstract
The article unpacks the pathways through which community-based tourism ventures can diversify. We argue 
that diversification can involve products, services and markets and it can take place at a geographic level 
(macro), community level (meso) and enterprise (micro) levels. This hierarchisation provides possibilities for 
diversification. The outbreak of COVID-19 has encumbered the growth and viability of tourism enterprises 
but may open new pathways through which firms can respond to its negative effects. Using secondary 
information available in extant literature, the article unpacks the impact of COVID-19 on four African countries 
to analyse the impacts and the mitigatory interventions that were implemented. 
The conducted study found out that Small Micro and Medium Enterprises were hard hit by the Corona virus 
such that jobs and incomes were lost with the possibility that some may firms may never open again given 
the inability to trade during lockdowns imposed by governments in response to the pandemic and inability 
to pay rent and debt. In response, governments established relief funds to assist firms to cope with the 
pandemic. 
We consider that enterprises can diversify and innovate as a copying mechanism with diversification taking 
the form of differentiation of the product offerings - by combining say carpet weaving and silkworm harvesting 
with marketing being done at community level. In sum, diversification is important for risk aversion and 
wading off competition. 
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Вплив COVID-19 на малий туристичний бізнес у громадах: 
диверсифікація можливостей і загроз у сучасній Африці
Анотація
У статті розкриваються шляхи, якими можна диверсифікувати туристичні підприємства на базі громад. 
Диверсифікація може включати продукти, послуги та ринки й може відбуватися на географічному рівні 
(макро), рівні громад (мезо) та рівні підприємства (мікро). Така ієрархія надає змогу диверсифікації. 
Спалах COVID-19 загальмував зростання та життєздатність туристичних підприємств, але він 
може відкрити нові шляхи, за допомогою яких фірми можуть реагувати на його негативні наслідки. 
Використовуючи вторинну інформацію, доступну в літературі, у статті розкривається вплив COVID-19 
на чотири африканські країни, щоб проаналізувати наслідки та вжиті заходи щодо їх пом’якшення. 
Дослідження показало, що малі мікро- та середні підприємства сильно постраждали від коронавірусу, 
так що робочі місця та доходи були втрачені, і висока ймовірність того, що деякі фірми можуть ніколи 
більше не відкритися, враховуючи неможливість торгувати під час локдауну, введеного урядами в 
відповідь на пандемію, і нездатність платити орендну плату та борги. Уряди створили фонди допомоги, 
щоб допомогти компаніям упоратися з пандемією. 
Ми вважаємо, що підприємства можуть диверсифікувати та вводити нововведення, при цьому 
диверсифікація набуває форми диференціації пропонованих продуктів, поєднуючи, скажімо, 
килимарство та збір шовкопряду з маркетингом, що здійснюється на рівні громади. Таким чином, 
диверсифікація важлива для запобігання ризику та боротьби з конкуренцією
Ключові слова: туризм; диверсифікація; маркетинг; Африка.
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Влияние COVID-19 на малый туристический бизнес в общинах: 
диверсификация возможностей и угроз в современной Африке
Аннотация
В статье раскрываются пути, по которым можно диверсифицировать туристические предприятия на 
базе сообществ. Диверсификация может включать продукты, услуги и рынки и может происходить 
на географическом уровне (макро), уровне общин (мезо) и уровне предприятия (микро). Такая 
иерархия предоставляет возможности для диверсификации. Вспышка COVID-19 затормозила 
рост и жизнеспособность туристических предприятий, но может открыть новые пути, с помощью 
которых фирмы могут реагировать на его негативные последствия. Используя вторичную 
информацию, доступную в существующей литературе, в статье раскрывается влияние COVID-19 на 
четыре африканские страны, чтобы проанализировать последствия и принятые меры по смягчению 
последствий. 
Исследование показало, что малые микро- и средние предприятия сильно пострадали от 
коронавируса, так что рабочие места и доходы были потеряны, и высока вероятность того, что 
некоторые фирмы могут никогда больше не открыться, учитывая невозможность торговать во 
время локдауна, введенного правительствами в ответ на пандемию, и неспособность платить 
арендную плату и долги. В ответ правительства создали фонды помощи, чтобы помочь компаниям 
справиться с пандемией. 
Мы считаем, что предприятия могут диверсифицировать и вводить новшества, при этом 
диверсификация принимает форму дифференциации предлагаемых продуктов, сочетая, скажем, 
ковроткачество и сбор шелкопряда с маркетингом, осуществляемым на уровне общины. Таким 
образом, диверсификация важна для предотвращения риска и борьбы с конкуренцией.
Ключевые слова: туризм; диверсификация; маркетинг; Африка.
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1. Introduction
Diversification is used as a strategy by firms to compete in business (Christiningrum, 2015, 

p. 158). It is a strategy that nations pursue even in the very competitive tourism industry. The 
competition is very stiff because about 180 countries compete for the same tourists with diffe-
rent tourism products invoking the need to diversify and enrich the market with new content and 
products for unique experiences (Mojic, 2012, p. 195). Diversification is common in the current 
corporate world, and in the previous two decades this has become a common corporate strate-
gy across the globe (Eukeria & Favourate, 2014, p. 182). A lot of research has been undertaken 
to unpack diversification as a strategy (Wang, McLee, & Kuo, 2011, p. 154). In tourism as in  other 
industries, diversification is a key requirement and it is the approach that is equally en vogue 
around the world. It takes various forms in tourism products such as in accommodation types, 
transport modes, tourist activities, experiential travel and specialisations among tour operators 
(Lamers & Gelter, 2012, p. 280). This article specifically makes a link between diversification and 
community-based tourism (CBT).

Community-based tourism is growing around the world (Tasci, Semrad, & Yilmaz, 2013, p. 45) 
and with the same phenomenal growth being experienced in the academic papers written on 
CBT particularly after the early 1980s to current times (Mtapuri, Giampiccoli, & Spershott, 2015, 
p. 703). The importance of the host community and increasing environmental responsibility in the 
sector, CBT has been broadly accepted in literature as a strategy to conserve the environment and 
to development communities (M. Stone & L. Stone, 2020). The debates on CBT are important for 
social justice, equitable and ethical reasons in development (Briones et al., 2017, p. 52). 

This article foregrounds the role of tourism in development. The debate on the positive and 
negative roles of tourism in development is open and unresolved «but also requires expansion 
in terms of the depth of investigations» (Ridderstaat, Croes, & Nijkamp, 2014, p. 479). Thus, this 
article investigates the relationship between CBT and diversification strategies. Ditta-Apichai & 
Pholkla (2019) observe that diversification has been used for sustainable tourism in the Middle 
East, South East Asia and Africa and South America. 

2. Purpose
Diversification is relevant, for community-based tourism (CBT) ventures to remain financially 

 viable. In other words, it is imperative to diversify given the unpredictability of the global economic 
situation punctuated by random financial crises and pandemic such as COVID-19. CBT ventures 
need not be in a situation where they put all their eggs in one basket. As such, this article intends 
to contribute to the understanding of the role of diversification within CBT development as a stra-
tegy to enhance CBT success and consequently, enhance holistic community development. This 
article unpacks the link between diversification and CBT to enhance CBT practices for commu-
nity development. The literature review presents diversification and opportunities with a focus on 
 tourism companies. Thereafter a section dedicated to CBT diversification is presented. A discus-
sion and conclusion ensue. In terms of its methodology, this article is a result of a desk research 
which made use of academic journals, books and internet sources. No primary data were collec-
ted for use in this article. It is a review article. 

3. Brief Literature Review
Within tourism there are four possible and different types of diversification related to tourism. 

These are: 
• Tourism diversification at a geographical level - such as in Arabian Gulf (Karolak, 2014).
• Tourism diversification at company level - for example when farms diversify into tourism ( Talbot, 2013).
• Tourism sector diversification - for example Flinders Ranges in South Australia (Schmallegger, 

Taylor & Carson, 2011) and Emporda music festivals in Spain (Diaz Soria et al., 2014).
• Products diversification in tourism companies (Babenko, 2014).

This article is concerned with product diversification in tourism companies. Diversification 
implies that a company is taken «into new markets with new products or services» (Yamoah & 
 Kanyandekwe, 2014, p. 90). Thus, it means new product development, new interests and new 
skills in order to reduce risk and succeed (Wilfred, Bernard, & George, 2014, p. 175). While re-
search proliferates on diversification by large firms, there is evidence to suggest that diversifica-
tion is also popular in young and small businesses (Baptista, Karaöz, & Leitão, 2010, p. 1). For 
example, a report on small and medium sized firms from Alberta (Canada) writes: 
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«Diversification is a valuable tool to reduce risk and improve business performance. Small and 
mid-sized Alberta firms that pursue diversification have generally achieved improved financial 
performance. In some sectors, diversification also appears to be associated with higher con-
fidence among entrepreneurs in their businesses’ future prospects. Given that our survey was 
conducted during an economic downturn in Alberta, the benefits of diversification may be espe-
cially apparent when business conditions are difficult» (Corner, 2015, p. 22). 

Diversification can be a response to turbulent business times and as a way to fight off compe-
tition. Thus, diversification enhances and generates entrepreneurial confidence in the owner and 
is useful in periods of crisis. This is very relevant for CBT ventures that usually start as small scale 
operations but grow with time. 

Diversification of products and services is a result of growing entrepreneurship activities to sa-
tisfy new types of tourism needs (Lordkipanidze, Brezet, & Backman, 2005, p. 787). According to 
Schmallegger et al. (2011, p. 384), destinations require more innovative approaches to product 
development. The use of unexploited resources and the creation of new products is a method to 
maintain competitiveness at destination (Frias, 2015, p. 432). Tourism markets are volatile, risky 
and fragile due to changing customer needs and lifestyles, tourism firms must innovate and diver-
sify their goods and services for survival and a competitive advantage in such a tumultuous sec-
tor (Weidenfeld, 2018). 

Diversification in tourism «implies the simultaneous development of new or improved tourist 
products and of the new markets (for instance, a tour operator specialized in the soft tourism can 
vary his mix of products offering also tourist tours with a cultural character or treatment vacations 
in resorts)» (Babenko, 2014, p. 130). Diversification can happen in different typologies (horizontal, 
vertical and conglomerate) and approaches (full diversification; backward diversification; forward 
diversification) (Babenko, 2014). However, diversification is not easy and specific knowledge and 
planning is necessary. 

«Today, diversification of services is one of the instruments of the tourist enterprise’s growth 
strategy, due to which it can extend its services and spheres of activity. However, its successful im-
plementation requires profound knowledge and thorough preliminary assessment of the compa-
ny and its environment. Although diversification is sometimes difficult for the small companies, it 
proves to be inevitable when their original markets become unviable» (Babenko, 2014, p. 128).

Diversification allows the exploration of new products and services as well as new marketing 
opportunities. As far as diversification can be experimental, it comes with a cost. It also defines 
market winners and losers. The more a firm diversifies, the more successful it may become. Diver-
sification is the antithesis of specialisation. Indeed, there are times when you spread your product 
offering to become too broad, the opportunity to specialise is abandoned. To be a generalist (in 
everything) is also not ideal. Therefore, a balance has to be maintained between being diversified 
and being specialised. 

Product diversification in CBT
In CBT two different understandings of diversification are evident. Community-based tourism is 

understood as a livelihood diversification strategy. This implies that «communities should not over-
depend on tourism. It should provide additional rather than being the only source of income, by 
diversifying and complementing rather than replacing or disrupting local economic activities and 
lifestyles» (Armstrong, 2012, p. 28). 

The second type of diversification in CBT is similar to the diversification by conventional tou rism 
firms in which CBT ventures enter into new markets with new products and services. CBT ven-
tures should be concerned with community issues but should also operate like any other business 
to ensure their success. Therefore community development and business development impera-
tives are important to enhance the prospects of CBT success (Mnguni & Giampiccoli, 2017, p. 3). 
Community-based tourism ventures need to be managed for viability and prosperity. A CBT ven-
ture should make profits; it should be sustainable to enhance the environment and add value to the 
lives of tourists and locals alike while conforming to all government rules and regulations, meeting 
its financial obligations, and having sound labour relations and management systems and most 
importantly being viable (George, Nedelea and & Antony, 2007, p. 18). CBT ventures should offer 
high quality products and services to tourists (Denman, 2001, p. 18).

CBT ventures have to be accountable to their shareholders - the community. It has to have 
pro per management and decision-making processes, systems and networks (Giampiccoli & 
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 Mtapuri, 2017, p. 5). Community-based tourism needs to be profitable in order to be financially 
sustainable. Importantly, CBT needs to become a self-sustaining business to be able to free it-
self from subventions from aid agencies and government agencies (Mizal, Fabeil, & Pazim, 2014, 
p. 25; Hamzah & Khalifah, 2009, p. 4). CBT projects must be managed along business lines 
so that they can be self-sustaining without external investment support (Strydom, Mangone, & 
Henama, 2019). 

It is possible for new markets to emerge when the CBT grows as illustrated in the excerpt below:
«As CBT projects matured and even became part of mainstream tourism (as in Kaikoura and 

Saung Angklung Udjo), the business dimensions and relationships with other stakeholders in the 
industry also became more complex. Furthermore, the destination / village inevitably attracted a 
more diverse market segment, each with different needs» (Hamzah & Khalifah, 2009, p. 41).

There are institutional requirements to be met before getting full-fledged into operations. CBT 
ventures, like any ventures, need to comply with the laws by obtaining the required permits from 
Government which depends on the nature of the product and service being offered and after this 
process, the CBT can diversify its products (Calanog, Reyes, & Eugenio, 2012, p. 322).

In this context, the CBT must generate revenues for the community and must be profitable 
based on the product offerings and their marketing as this will inform the content and form of 
the diversification strategy (The Mountain Institute, 2000, p. 6). Thus an Entrepreneur’s Window 
for CBT is proposed with four options each with its own specific strategy, risk and opportunities 
(The Mountain Institute, 2000, p. 9). According to the Mountain Institute (2000, p. 10) these are: 
1. existing product / existing market; 
2. existing product / new market; 
3. new product / existing market;  
4. new product / new market.

There have been success stories of community based tourism enterprises involving wildlife. In 
Kenya the CBTEs such as the Lumo, a wildlife sanctuary that is jointly managed by the non-migra-
tory, mixed subsistence Taita farming community and the private sector, and the Mwaluganje, a 
community-owned and is an elephant sanctuary in a managed cropping area, located within the 
eastern coastal plain region of Kenya are such examples. The Lumo demonstrates the importance 
of community and private sector engagement and the Mwaluganje, conceptualised by local CBT 
experts. In the same region is also the Il Ngwesi, an eco-lodge and wildlife conservancy, is a com-
bination case of community ownership and community management whose high reputation fea-
tured prominently in the documentary «Milking the Rhino» (Mayaka et al., 2018)

It is evident that various permutations are possible - a CBT can include different products, ser-
vices, facilities and attractions. CBT should be concerned with activities that ensure development 
and conservation (The Mountain Institute, 2000, p. 6). For example, it may include «home-stay 
families, community tour guides, craftsmen, performers, community leaders, local restaurants, 
farmers, and other interesting roles. Guests may stay with a local family in a home-stay, in a com-
munity-owned lodge, or even a community campsite. Local transport is used when traveling du-
ring the program» (Hasan & Islam, 2015, p. 290). Table 1 and Table 2 propose two examples of 
CBT products as attractions and activities for visitors. These tables show a variety of products, ac-
tivities and services which CBT ventures can offer.

While CBT diversification is important, it should be done after evaluating and auditing the avai-
lable resources. This is because often low skills in CBT have encumbered projects. Hence, the 
assistance of external facilitators or having a specific agreement to address this inadequate hu-
man capacity, while maintaining proper CBT principles, needs to be envisaged. In this context for 
 example, the Kaikoura and Saung Angklung Udjo facility mentioned above found a solution:

Table 1: 
Examples of CBT accommodation, activities and attractions

Source: CBI (2014, p. 2)
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«In the case of Saung Angklung Udjo, the family-operator decided to take the radical step of 
seeking professional help, in the form of hiring a Director of Operations who managed to turn 
around the business operation without sacrificing its community based structure. Most CBT pro-
jects are likely to go through the same life cycle and their long term viability will be affected if the 
role of professionals is not recognised as an essential member of the organisation» (Hamzah & 
Khalifah, 2009, p. 41).

In general, it is envisaged that «that good business mentoring is provided to the indigenous 
owners so that they can eventually manage their own enterprise effectively» (Scheyvens & Rus-
sell, 2010). CBT development should emphasise training in various tourism related matters as well 
as those linked to community development to provide that training platform for community capa-
city building (Hamzah & Khalifah, 2009) including for general individual development (Saayman & 
Giampiccoli, 2016, p. 152).

4. Results

Counting the losses
The COVID-19 has affected countries in many ways as they implemented lockdown to try 

and curb the spread of the pandemic. These measures saw the prohibition of international tra-
vel which is the key conduit through which tourists can visit destinations. In many countries even 
domestic travel was prohibited. To illustrate the global impacts of the Corona virus, in Kenya, by 
late June 2020 it is reported that tour operators had lost USD 750 million with many workers ha-
ving been retrenched and some placed on unpaid leave. The Minister of Tourism in Kenya, Najib 
 Balala (cit. by M. Beark, 2020) had this to say: 

«The entire tourism sector is out of business. We are on our knees. Thirty years of hard work … 
being undone.» 

Similar sentiments were also echoed by the Tourism Board Chairman, Kariuki (2020), who 
 admitted:

«As many as 7 million Kenyans working in tourism and tourism-dependent jobs - around a third 
of the country’s labour force - were out of jobs or on reduced pay». 

In Botswana, Small Micro and Medium Enterprises (SMMEs) were hurt the most because they 
had business loans which they could not service because of not being able to operate. A survey by 
the Botswanan Local Enterprise Authority (LEA) involving 382 SMMEs found out that:

«The tourism sector suffered a 72 percent revenue loss in March 2020. Furthermore, of the 
382 SMMEs surveyed, 209 had loans and the tourism sector accounted for 61 percent of the loan 
balance. This paints a bleak future for the companies should they not prove resilient enough to 
bounce back from COVID-19» (Hambira, 2020).

According to Sibanda (2020), citing the Chief Executive Officer, Myra Sekgororoane of the Bot-
swana Tourism Organization’s (BTO), the negative effects of the COVID-19 started to affect the 
country in March 2020 involving the loss of jobs. For example, in the Mobile Safari category which 
accounts for many freelance professional guides, thousand were rendered jobless. Acutely affec-
ted in the same manner were members of the Botswana Guides Association, which she claimed 
had 391 members with 3000 workers who included 400 freelance guides. From her assessment, 

Table 2: 
Common Types of CBT Products as Attractions and Activities for Visitors

Source: Tasci, Semrad, & Yilmaz (2013, p. 11)
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the worst hit operators were SMMEs running hotels, guesthouses, tourist transfers, camps, mo-
bile safaris, bed and breakfast facilities, travel agents, cruises, tour operators as well as those in 
motor boating.

In Namibia, the effects of COVID-19 were devastating despite the fact that the country did not 
have a huge case load of COVID-19 victims. The Minister of Environment, Forestry and Tourism, 
Pohamba Shifeta mentioned that: 

«Since the announcement of the implementation protocols of the Tourism Revival Initiative and 
opening of the Hosea Kutako International Airport, the industry has not seen any new bookings 
and in fact has had net cancellations which have resulted in about USD 7.3 million being with-
drawn from the country. This had a direct negative cash flow impact on businesses, which resul-
ted in further salary cuts and or retrenchments. This has necessitated a rethink in new approach» 
(Shifeta, 2020). 

The Hospitality Association of Namibia (HAN) claims that Namibia’s tourism room occupancy has 
been severely hamstrung by the COVID-19 crisis in according to the HAN Chief Executive  Officer, 
Gitta Paetzold, occupancy statistics showed a room occupancy of 7.34 percent in July 2020 due to 
the closure of borders and other restrictions. She said: 

«These occupancy statistics of below 8 percent are nowhere near the «break-even margin» 
and thus a clear sign, that despite being operational, the Namibian tourism accommodation es-
tablishments are currently all running at a loss» (Paetzold, 2020).

For South Africa, the Minister of Tourism Mmamoloko Kubayi-Ngubane speaking on Corona-
virus COVID-19 Alert, said the country has many attractions, activities and products to offer the 
world and this has not been possible due to the Corona Virus pandemic which placed jobs and 
businesses at great risk (Kubayi-Ngubane, 2020). 

According to the Tourism Sector Recovery Plan (TSRP): COVID-19 Response (2020), 
«South Africa is geopolitically distinctive and possesses natural and cultural diversity that 

supports a globally compelling tourism proposition. The sector accounts for 2.9% of GDP (8.6% 
indirect), supports about 725,000 direct jobs (1.49 million direct and indirect) and accounts for 
8.2% of total investment activity in 2019. Perhaps most importantly, inbound tourism generates 
R 82.5 billion in direct foreign spend (R 126.7 billion total tourism expenditure), contributing an 
equivalent of 9.2% of total national exports. South Africa» (TSRP, 2020). 

However, many hotels big and small have been forced to close their doors, while airlines have 
been forced to ground their planes. The TSRP (2020) also observes that:

«It is estimated that USD 3.2 billion in output may already have been lost between mid-March 
and the end of May. The sector now faces a potential 75% revenue reduction in 2020, putting 
a further USD 9.1 billion in output, 438,000 jobs and USD 4.9 billion in foreign receipts at risk» 
(TSRP, 2020, p. 2).

There are grim prospects that some establishments will never open again. 

Relief funds
To mitigate the impacts of COVID-19, various Governments have established a myriad of relief 

finds in order to mitigate the impacts of the pandemic. 
Botswana introduced COVID-19 Relief Fund, to support workers and businesses with wage 

subsidies in order to keep jobs. The relief package was structured as follows: 
«The wage subsidy covers 50 percent of the basic salary of employees between BWP 1,000 

and BWP 2,500 (USD 84 and USD 208, respectively) per month from April to June. The goal is 
to retain as many jobs as possible considering the already high unemployment rate in the coun-
try, which, prior to COVID-19, stood at 20.7 percent. In order to provide stimulus and accele-
rate recovery, the government introduced a loan guarantee scheme for 24 months, up to a ma-
ximum of BWP 25 million (USD 2 million) per business. Post-COVID-19 plans include an eco-
nomic stimulus package to boost the economy from which the tourism sector will also benefit» 
(Hambira, 2020).

These measures were meant to mitigate the impacts of the pandemic. The Government of 
South Africa established a USD 12.1 billion facility with the South African Reserve Bank and com-
mercial banks to benefit the tourism sector for liquidity and to protect the sector’s infrastructure 
and assets.

To highlight the desperation situation, Dickson Kaelo, CEO of the Kenya Wildlife Conservancies 
Association, had this to say in Kenya:
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«Thirty years of hard work building this ecosystem is being undone. Tourism is gone for now, 
and it won’t bounce back quickly. I’m afraid this could be the demise of conservancies as we know 
them. Through conservancies, we built a system in which coexistence between humans and wild-
life is central. Conservation used to be premised on kicking communities off their land. Now we 
know that those communities are essential. Without benefiting them, there is no future for conser-
vation» (cit. by M. Beark, 2020).

Kaelo laments that since their business model is based on community ownership, when tourism 
revenue drops, wildlife rangers, may also be fired heightening the risk of wildlife poaching which 
had diminished before the advent of the COVID-19 pandemic. Poaching of elephants, rhinos and 
other endangered species is rife in Africa caused in part by a demand for elephant tusks and rhino 
horns from Asian buyers» (cit. by M. Beark, 2020). 

5. Discussion
COVID-19 imposes new burdens and encumbrances on the tourism sector by dissipating 

the economic capital that had accumulated over time. This also affects community-based tou-
rism which had been growing in importance. New pathways that embrace social distancing, 
wearing of masks and regular sanitisation shall become part and parcel of the new normal  also 
in CBT facilities. As such, tourism researchers need to find new ways and sources for con-
ducting research addressing social distancing, respecting the mental health and privacy is-
sues of COVID-19 affecting stakeholders (Sigala, 2020). The COVID-19 has been described as 
the most devastating crisis economically than any other crisis in recent history (UNWTO, 2020). 
This has necessitated a re-look at how the tourism industry can respond to and recover from 
this crisis and, ultimately, how travel and tourism will evolve as a socio-economic activity in so-
ciety (Gretzel et al., 2020). 

CBT is a business which is rooted in community development. It should be subjected to rigo-
rous business development processes for its own financial sustainability. The risks associated with 
CBT are linked to over dependence on a few tourism products and often a lack of access to mar-
kets. Hence based on specific circumstances, as any other business, a CBT venture needs to di-
versify in order to sustain the business and remain profitable. CBT has typical business purpo-
ses such as decision-making, accountability and economic viability. At its inception, a CBT ven-
ture should be started as a small-micro business. It is the duty of the owners/managers of the CBT 
venture to work follow sound business principles to grow and be self-sufficient and sustainable - 
and remain an on-going enterprise. 

Figure 1 illustrates the diversification role of CBT at different levels, spatial / geographical level 
such as a country or province level, at community level and at company level. At geographical le-
vel a specific area can work towards enhancing the CBT as a general alternative tourism product of 
the area. In other words, regions can project the types and forms of CBT ventures that are unique 

Figure 1: 
CBT and diversification

Source: Compiled by the authors
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to their areas as attractions in their own right. At community level, CBT ventures can be set up in 
order to diversify livelihoods of the people involved and mitigate the impact of COVID-19. Thus, at 
the company level, looking at the accommodation sector, Figure 1 show various possible diversi-
fication options within CBT itself and within each CBT «sub-sector» that can be implemented. In 
Figure 1, each CBT sector such as food/catering, transport and attractions has its own commer-
cial possibilities.

The diversification potential will be harnessed based on the resources and capacity of the 
people involved, including the external entities, if they are involved. It is the sum of the avai-
lable resources as well as the capacity and understanding of the tourism market that can 
enhance the potential of CBT ventures through the diversification process. This article ar-
gues that diversification can involve products, services and markets and it can take place 
at a  geographic level (macro), community level (meso) and enterprise (micro) levels. These 
 hierarchies provide chances to diversify. Spatial diversification can be achieved when CBT en-
terprises can locate in multiple locations. At the community (meso) level, differentiated pro-
ducts can be offered for example carpet weaving; embroidery work, silk worm harvesting, 
pottery and accommodation types to constitute some «community specialisations» with mar-
keting being done at the community level to harness economies of scale. At the enterprise le-
vel, farms can become touristic such as in the case of a game farm and a fish farm. In all these 
cases, diversification is critical to address risk - income / financial risk - and seasonality to 
contend with competition.

6. Conclusion
This article has provided some pointers for considerations when thinking of diversification in 

CBT. This is relevant because studies related to diversification in CBT are scarce in literature. The 
article reviewed literature related to business diversification as well as specific tourism business 
types in order to present an overview of the diversification possibilities in CBT. Business diversi-
fication is currently and widely adopted in companies around the world. Both big corporate and 
small businesses adopt diversification strategies for survival and viability. Similarly, the tourism in-
dustry follows the same trend to the extent that it is necessary for tourism companies to adopt di-
versification strategies for the same reasons and especially in circumstances of COVID-19. Com-
munity-based tourism ventures have a specific community development imperative, and should 
be considered as any other businesses with proper accounting and decision making processes 
and procedures. It should be economic viable. As such, CBT businesses should consider diversi-
fication strategies as necessary for survival and growth. Community-based tourism ventures are 
associated with a wide range of products, services and activities showing that CBT can be flexible, 
adaptive and adoptive of new products and services and ways of doing things to enrich the tou-
rism experience. The possibilities are colossal. 

This article advances that CBT ventures should consider diversification on an ongoing basis 
as a strategy that promotes the sustainability of the venture and community. New CBT products, 
services and activities should continuously be developed to keep the CBT updated with market 
trends and maintain, and possibly enhance, its competiveness. While issues of a possible lack 
of capacity in CBT are recognised, various solutions such as specific facilitation and external as-
sistance can ameliorate the lack of skills by permitting the CBT to adopt a diversification strate-
gy. This article contributes to CBT literature, however, more work needs to be done to understand 
CBT and making it viable and vibrant. 
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